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Sammanfattning 
I en värld driven av kontinuerliga framsteg inom teknologisektorn, i samband med ökad 

konkurrens, har detaljhandelslandskapet genomgått en förändring där kundernas förväntningar har 

förändrats drastiskt. Introduktionen av internet, ”smartphones” och sociala plattformar har 

resulterat till oöverträffade nivåer av tillgång till enkel kommunikation mellan individer, samt till 

geografiskt avlägsna klädbutiker som inte tidigare var möjliga att shoppa ifrån. Den här 

utvecklingen har lett till att kunderna förväntar sig mer från företag och nöjer sig därför inte längre 

med ”one-size-fits-all” upplevelse, utan förväntar sig istället en upplevelse som är präglad av 

individuell anpassning. Då kunder idag har tillgång till många olika alternativ att köpa kläder ifrån 

så behöver dagens klädbutiker förändra sitt värdeerbjudande. Teknik och personifiering av 

shoppingupplevelsen är därför två viktiga komponenter som klädbutiker behöver investera i för 

att kunna leva upp till de krav som framtidens kund kommer att ställa. Med detta i åtanke har 

följande syfte formulerats: 

"Syftet med uppsatsen är att undersöka vilka nya tekniker som kan implementeras i framtida 

klädbutiker för att förbättra kundupplevelsen och därmed möta de framtida kundernas behov." 

Baserat på de resultat och analyser som genomfördes under studiens gång, så bör dagens 

klädbutiker fokusera på följande tekniker för att kunna tillgodose de krav som framtidens kund 

kommer att ställa: RFID-taggar, digitala speglar, online avatarer, artificiell intelligens, 

biometritekniker, förstärkt verklighet och maskininlärning. 

Nyckelord: Digitalisering, maskininlärning, kundresan, Internet of Things, digital transformation, 
detaljhandeln, big data, artificiell intelligens.  
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Abstract 
In a volatile business world, continuous advancements within the technology sector along with 

increased competition has led the retailing landscape to go through a transformation of late and 

have subsequently led customers to view retail stores in a different light. The rise of internet, 

smartphones, and social networking platforms has led to unprecedented levels of customer 

connection and empowerment. This development has led the customers to expect more from 

companies and no longer settle for a “one-size-fits-all” service experience, but instead expects 

individualized customization. As customers are undoubtedly in power and desires a personalized 

experience, technology and personalization are therefore two key components that retailers need 

to invest in to solidify a competitive edge in the imminent future.  

“The purpose of the thesis is to investigate what emerging technologies could be implemented 

in future apparel retail stores to enhance the customer experience and address the needs of 

the future customer.” 

Based on the results and analysis derived from the study, findings suggest that companies should 

focus on the following technologies to have the means to meet the needs of the future customer, 

with the intention to enhance the overall customer experience: RFID tags, digital mirrors, online 

avatars, artificial intelligence, biometrics, augmented reality, and machine learning. 

Keywords: Digitalization, machine learning, customer journey, future retail, Internet of Things, 

digital transformation, retail, big data, artificial intelligence.  
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Nomenclature 
___________________________________________________________________________ 
The section list and describe different notations and abbreviations used in the thesis.  
 

Notations 
 
Symbol           Description 
___________________________________________________________________________ 

r    Sample Correlation Coefficient  

!     Cronbach’s Alpha 

µ    Mean Value 

"    Standard Deviation 

#$    Null Hypothesis 

#%    Alternative Hypothesis 

 

Abbreviations 
___________________________________________________________________________ 

VR    Virtual Reality 

AR    Augmented Reality 

AI    Artificial Intelligence 

RFID    Radio-frequency Identification 

AV    Attitudinal Variables 

Gen X    Generation X 

Gen Y    Generation Y 

Gen Z    Generation Z 

Brick-and-Mortar Store Physical Shop 

___________________________________________________________________________ 
  



 
 

Technology Trends 
___________________________________________________________________________ 

This section describes emerging technology, with a retail application, that researchers and 

experts have identified as possible candidates to be implemented across the retailing landscape 

in the future. It should be noted that the maturity of the selected technologies differs and that 

further advancements is needed before their usage will have a significant impact for retailers. 

That said, each technology is briefly explained below and their intended retail application is 

highlighted and discussed. 

 
 
Big Data – is the term used to describe a universe of endless data, both structured and unstructured, 

that can be accumulated from numerous sources, such as sensors, transactional data, geolocation, 

web history, social media and much more. All of who is generated through the interaction between 

a technology and an individual, as well as between a technology and the environment. For retailing, 

the former is the one of relevance as all such occurrences of interaction leave a digital trace of user-

generated content that can provide an indication of the underlying reason(s) behind every action. 

Retailers can leverage this knowledge for targeted marketing, personalization, and predictive 

analysis of future purchases. However, in order for the data to be useful, it first need to be analyzed 

with sophisticated analytic software that are able to process, filter, and categorize the data 

efficiently. Though, to this date, contemporary techniques are not capable of processing the 

excessive amount of data fast enough for it to be useful.  

 

Machine learning - Is about a computer’s ability to learn and anticipate future behavior as a result 

from identifying patterns in a set of data. Based on this, the computer can make favorable decisions 

without being explicitly programmed to carry out specific counter-measures. Instead, the computer 

relies on a set of preprogrammed guidelines, and then it is the sum of all interactions that 

determines its underlying characteristics. In fashion, this would allow retailers to take advantage of 

past behavior, trends, and purchase history to predict and recommend future purchases for the 

individual customer.  

 

Augmented Reality (AR) - With the use of a medium, such as high technological glasses or a mobile 

application (using the camera), one’s field of vision can be modified with superimposed computer-

generated images that alters the reality one currently is perceiving. In fashion context, once the 

technology matures and becomes user-friendly, the technology could allow for customers to “try 

on” clothes without having to go through the actual process of getting undressed. Instead, the 



 
 

garment would appear as if it was being worn by the observer, which would allow for a quick and 

effortless evaluation. 

 

Radio-frequency identification (RFID) - Is a form of wireless communication between a RFID tag 

(microchip) that can store information electronically, and a transceiver that can identify and track 

a tag’s movement across the store. This technology enables retailers to know what specific clothes 

that customer’s picks ups, what they chose to bring to the fitting room, and also what clothes that 

the customer leaves the store with.  

 

Artificial Intelligence (AI) - Is about creating intelligent computers with predetermined goals that 

perceive the environment and take actions according to a set of rules for how the information is 

to be processed and used. In fashion, this would entail processing extensive amount of customer 

related information and take actions that maximizes the chance for a favorable outcome. These 

actions could basically be about anything, such as personalization, targeted marketing, or predictive 

analysis about future purchases. 

 

Avatar - Is a 3D model representation of one’s body in a digital environment. This is made possible 

either through a handheld scanning device in which a person’s body gets scanned and subsequently 

becomes recreated as an avatar. A similar image can also be created with the use of artificial 

intelligence who can estimate one’s body shape by analyzing full-body pictures. Once a digital 

version has been created, one would be able to accurately assess how specific pieces of clothing 

would look like if worn.  

 

Virtual Reality (VR) - Is a technology that allows an individual to be fully immersed in a virtual 

realistic experience that simulate a real or imaginary environment. This is made possible through 

high technology glasses and headphones that stimulate the senses. In fashion, this would allow 

individuals to walk around in virtual stores and explore the assortment of different retailers. All 

from the comfort of one’s home. 

 

3D-Printing - Is a computer-controlled technology that manufactures three dimensional physical 

objects by joining, or solidifying, a broad variety of materials using a predetermined 3D model data 

file that determines its physical appearance. The creation of such objects results from an additive 

process in which layers are successfully added until a body has been created and can be produced 

in any geometry and shape. However, the time required to finalize an object varies greatly 



 
 

depending on size and quality, and can range from a couple of minutes to several hours. With the 

use of this technology, retailers could potentially 3D-print apparel in the future. 
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INTRODUCTION  
___________________________________________________________________________ 

This chapter describes the background of the chosen subject as well as why this subject is of 

interest. After the background, the purpose, research questions, delimitations and limitations 

are outlined.  

 

1.1 Background 
Today’s customers display a continuously increasing degree of complex shopping behavior due to 

continuous advancements within the technology sector (Jie Zhang, 2010). The rise of Internet, 

smartphones, and social networking platforms has led to unprecedented levels of customer 

connection and empowerment (Szu-Yu Chou, 2016). Customers can access endless amounts of 

information, observe products, switch between different channels, and purchase products 

wherever they are and whenever they like in the multichannel environment. Consequently, the 

contemporary customer interacts with firms through a myriad of touch points, something that 

ultimately has resulted in increasingly complex customer journeys (Katherine, 2016). This 

development has made it more difficult to monitor, and also to understand, how customers behave 

across the different channels and touchpoints, which puts pressure on firms to find new ways of 

providing, and also monitoring, satisfaction in order to retain and attract customers. 

  

According to World Economic Forum (2017), the corporations that will thrive in the next decade 

will be those who promptly implement new disruptive technologies, as a means to achieve the 

bigger goal of establishing a strong personal relation to each individual customer to allow for a 

customized experience. This requires a thorough understanding about the needs of the upcoming 

generations who value experience more than their predecessor (KPMG, 2017). In apparel retail, 

this experience is interconnected with personalization, which in turn is based on each individual’s 

preference and need. In order to provide such an experience, retailers are in need of technologies 

that are able to accumulate such data about each shopper and also technology that can make use 

of this data appropriately (World Economic Forum, 2017). Technology and personalization are 

therefore two key components that retailers need to invest in to solidify a competitive edge in the 

imminent future. However, there is currently a lack of understanding regarding what technologies 

to implement, and also how they are to be integrated to facilitate a convenient and exciting 

shopping experience. In addition, technology acceptance varies between the different generations 

which makes it increasingly difficult to apply technology appropriately (Rigby, 2011; Piotrowicz & 
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Cuthbertson, 2014). Matching the right technologies with actual customer needs is therefore a 

challenging task that retailers should address. 

 

With the rise of new prospective technologies being developed (e.g. Virtual and Augmented Reality, 

Artificial Intelligence, data analytics tools) previously unattainable insights may now be obtainable. 

These new opportunities originate from the fact that these emerging technologies bring about new 

capabilities that, among others, enables retailers to collect vast amounts of customer data. Data 

that can be leveraged to personalize the customer experience, anticipate customer behavior, and 

make predictive analysis about future purchases (Anderl et al., 2016; Pantano & Viassone, 2014; 

Stein & Ramaseshan, 2016; Bradlow et al. 2017). Apparel retailers can therefore add additional 

value to the customer experience by implementing technologies that can facilitate easier and 

personalized shopping. As customers are increasingly empowered (Szu-Yu Chou, 2016), it is 

imperative for retailers to deliver an experience that satisfies the needs of the upcoming generations 

in order to establish competitiveness (KPMG, 2017; Cullen, 2018) in the imminent retailing 

landscape of the future. 

 

1.2 Purpose 

The purpose of the thesis is to investigate what emerging technologies could be implemented in 

future apparel retail stores to enhance the customer experience and address the needs of the future 

customer. 

 

1.3 Research Questions 

The following research questions (RQ) have been set in regard to the scope of the thesis, 

preferences from involved parties, and interest in the selected area. 

 

● RQ1 - What does the customer journey look like today?  

● RQ2 - What future customer expectations, needs, and values can be identified in apparel 

retail? 

● RQ3 - What emerging technologies could be implemented to meet the future customer 

with regard to enhancing the customer experience? 
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1.4 Research Delimitations 

Delimitations have been set to narrow down the scope and enable a more focused and thorough 

analysis of the subject, which made the result more relevant and useful. It is assumed that customer 

behavior differs significantly across the different price segments. Individuals that purchase 

garments from the higher end of the price-spectrum is believed to have different values, 

perspective, and preferences to the ones in the lower end. In light of this, since it would prove 

difficult to target all customers, it was decided to only involve customers from the low-to-mid 

range of fashion retailers. In addition, the study will not accumulate data for post-purchase activities 

as it was decided that such a scope would have been too extensive to cover with the given time 

frame.  

 

Due to time limitations, this study will only collect data from individuals within the Stockholm 

area. Also, this study will primarily only consider work published in the year of 2010 and later. The 

reason is due to the swiftness in which customer behavior is changing as a result of the 

technological progression. Thus, basing this work on studies that were done prior to 2010 could 

put the relevancy of the result into question. However, some psychological factors, within the field 

of customer behavior, is believed to be of elementary nature and older work will therefore still be 

relevant. The delimitations are summarized below: 

 

• This study will only consider low-to-middle end apparel retailers. 

• Data will only be collected from individuals in Stockholm.  

• Post-purchase activities will not be investigated 

• To ensure relevance, articles published in the year of 2010 and later will primarily be used.  

 
1.5 Limitations 

Since this study will not have access to customer transactions and profile data from companies, the 

study will be based on data provided solely from customers, researchers, and experts. 

 

1.6 Outline of The Thesis 

The outline gives an overview of the main points of the thesis and is intended to clarify the structure 

of the thesis to give rise how the different parts relate to each other. The different sections are 

described below. 
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Chapter 1 - Introduction 

The thesis starts with an introduction of the background of the study and why it is needed. It 

further describes the research problems as wells as the objectives of the study.  

 

Chapter 2 - Theoretical Framework 

Chapter two presents the theoretical framework which discusses previous studies made on the 

subjects related to the background and objectives of the thesis. It also shed light on the topic that 

is under investigation. 

 

Chapter 3 - Research Methodology 

Chapter three outlines the methodology used to conduct the thesis in terms of research strategy, 

research design, and validity and reliability. As the thesis tries to make future predictions with a 

self-developed methodology, an investigation framework is included to present the procedure of 

how the thesis was conducted to create a coherent context and motivate each strategic step/choice 

taken. 

 

Chapter 4 - Results and Analysis 

Chapter four presents findings made from the different data collection methods that were 

conducted throughout the study. The findings are also analyzed and discussed to form the light of 

the thesis and at the same time to distinguish between different types of phenomena from several 

different perspectives. 

 

Chapter 5 - Conclusion 

Chapter five highlights the main conclusions drawn from the results and analysis section. 

 

Chapter 6 - Discussion 

The discussion section discusses managerial implications, theoretical implications, and future 

research regarding the outcome of the thesis. This constitutes of discussing what the results mean 

in terms of actions, newly found additions to existing theories, or, building material for new 

theories, and what research limitations and what future research is needed.  
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THEORETICAL FRAMEWORK  
___________________________________________________________________________ 

This chapter sets the theoretical basis to enable an understanding of the themes that the 

research problem aims to address. For this purpose, an overview of existing literature related 

to the following themes are presented. The theoretical framework consists of (1) Customer 

Experience, (2) Customer Journey, (3) Customer Expectations, and (4) Retail Trends and 

Predictions. The chosen structure is grounded on the basis to introduce the reader to the most 

essential topics that will be touched upon to answer the research questions, and to provide a 

fundamental understanding of the shifting landscape in apparel retail.  
 

2.1 Customer Experience 

The importance of a satisfactory customer experience is widely recognized among retailers and 

researchers as being a significant constituent in establishing competitive advantage that lasts (Stein 

& Ramaseshan, 2016; Roy et al., 2017). This is especially imperative in the apparel industry – an 

industry that is experiencing a significant decline of in-store customers (Singh & Swait, 2017). This 

has led to a decreased physical presence for major players like H&M, Macy’s, and Abercrombie & 

Fitch. As such, it is evident that the retailing landscape has gone through a transformation of late 

and recent studies has shown that customers have begun to view retail stores in a different light, in 

which today’s customers use the physical store for information-gathering purposes while using 

other channels for the actual purchase (Rapp et al., 2015; Heitz-Spahn, 2013). This suggests that 

the customer experience today is not in alignment with contemporary customer needs. A 

discrepancy of this gravity is not economically viable, and retailers are therefore in need of 

reinventing the customer experience. Although previous research has emphasized the importance 

of managing the customer in-store experience (Sands et al., 2016; Lemon & Verhoef, 2016; 

Johnston & Kong, 2011), innovations in the physical retail setting has conspicuously been absent. 

However, while traditional commerce has been on the downturn, other channels such as e- and –

m-commerce has grown significantly in recent years (Wang et al., 2015; KPMG, 2017). Despite of 

this growth, the fashion industry has experienced major complications trying to transform the in-

store experience to the virtual world (Blázquez, 2014). This is due to the fact that clothes can be 

considered high-context merchandise that generally need to be physically evaluated as a part of the 

decision-making process (Citrin et al., 2003). 

 

Since both the online and offline channel is experiencing difficulties coping with the ongoing trend 

of digitalization, it is evident that the industry is in need of a new strategy. As today’s customers 
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are more connected and tend to use multiple channels throughout the sale process, retailers are in 

need of integrating the different channels in order to provide a seamless and uninterrupted 

experience (Hossain et al., 2017). According to Blazquez (2014), this issue can be resolved with the 

use of modern technology that can bridge the gap between the different channels. Though, as 

highlighted by Pantano and Viassone (2014), it is important that technological innovations, 

intended for the retail industry, align with actual customer needs to have an impact. This mean 

truly understanding the customer in order to be able to provide an enhanced customer experience. 

With the emergence of big data analytics, technology can be used as an instrument to facilitate an 

increased understanding about who the customers really are, and what they care about. The 

accumulation of customer data can provide valuable information (Bradlow et al., 2017; Hossain et 

al., 2017), that could be used to personalize the customer experience, and thereby enhancing the 

overall experience, if combined with appropriate technology (Hoffman & Novak, 2015; 

Wünderlich et al., 2013; Renko & Druzijanic, 2014). This could provide retailers with an increased 

ability to create additional customer value. 

 

2.1.1 Behavioral Loyalty Intentions 

With the notion of emerging technology altering the customer shopping behavior today, it is likely 

that the perceived customer experience will have an effect on customer loyalty in the future 

(KPMG, 2017). Research concerning the statistically relationship between loyalty, trust, and 

satisfaction has received considerable attention the last decade, while the relationship between 

solely customer experience and loyalty, separated from other variables, is scarce (Klaus & Maklan, 

2011; 2013). Furthermore, it is demonstrated that there is a stronger relationship between customer 

experience and loyalty, than between customer satisfaction and loyalty. This provides evidence that 

customer experience has a direct impact on customer loyalty, separated from other variables. 

Companies that deliver a satisfactory customer experience will inevitable achieve loyalty (KPMG, 

2017).  

 

With the rising phenomenon of customers becoming disloyal to firms and brands (Heitz-Spahn, 

2013), it is clearly a challenge for retailers to know what strategic directions to pursue in order to 

successfully design a customer experience that will create loyal customers. Retailers should 

therefore look to renew and enhance the customer experience with emerging technologies, with 

the outcome of achieving and sustaining long term customer loyalty (Homburg, Christian, Danjiel 

Jozic, & Christina Kuehnl, 2015). To make this possible, retailers have to accommodate the 

customer needs, and create satisfactory customer experiences to sway favorable reactions (Marell 
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& Biedenbach, 2010). Despite the complexity of achieving loyalty among today’s customers in the 

highly competitive retail industry, there is still a huge advantage of addressing three different needs, 

mainly utilitarian, hedonic, and symbolic needs (Mimouni-Chaabane & Volle, 2010).  

 

2.2 Customer Journey  
The technological advancements have fundamentally altered the customer journey, i.e. the 

complete shopping experience leading up to a purchase. In contrast to the traditional linear 

purchase progression, customers today are influenced by a myriad of factors, across multiple 

channels, causing shoppers to migrate erratically between different phases throughout the decision-

making process (KPMG, 2017). It has also been shown that shoppers resort to different channels 

for different purposes, in various combinations and sequences (Singh & Swait, 2017; Frasquet et 

al., 2015), which put pressure on companies to identify and understand key elements that influence 

customer behavior and customer experience (Lemon & Verhoef, 2016). In retailing, these elements 

are commonly referred to as “touch points” and consist of all occurrences of interaction between 

a customer and a company (Pantano & Viassone, 2015). In addition, the exhibited shopping 

behaviour among customers is expected to evolve concurrently along technology (Prisporas et al., 

2017; Vrontis et al., 2016). For simplicity, in accordance with Hoyer et al., (2012), the customer 

journey can be divided into 5 separate phases as seen in Figure 1. 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. The five different phases that builds the customer journey (Hoyer et al., 2012). 
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Evidently, there is an advantage of tracking shoppers’ individual progression across the different 

phases to assess which touchpoints that could be triggered in order to sway a favorable reaction 

(Vázquez et al., 2014). There is no doubt that understanding customer journeys has become 

imperative to manage the multi-channel customer experience (Julia Wolny, 2014). With the rise of 

technology, the number of available touchpoints have increased significantly. As such, customer 

journeys today are more obscure in nature and increasingly complex to understand due to 

advancements in digital technologies. In addition, the contemporary customer is also affected by 

an increasing amount of external influences, which stretches beyond brand-consideration as 

customers today integrate social media to a greater extent in the evaluation phase (Sands et al., 

2016). Companies’ ability to design, monitor, and affect the shopping cycle has subsequently 

decreased. Despite these difficulties, the digitalization era has provided retailers with opportunities 

to leverage emerging technologies to manage this transformation. With the use of appropriate 

technology, retailers are able to individually monitor the customer journey while simultaneously 

collecting vast amounts of personal data (Bradlow et al. 2017). Data that could be used to enhance 

the overall customer experience and predict future behavior, as well as deliver personalized market 

communication that could influence purchase decisions (Anderl et al., 2016; Pantano & Viassone, 

2014; Stein & Ramaseshan, 2016). Such technologies could be beneficial if implemented 

appropriately. 

 

2.3 Customer Expectations 

In a volatile business world, enhancements in technology, and increased competition have led 

customers to expect more from companies. This derives from the fact that customers no longer 

settle for a “one-size-fits-all” service experience, but instead expects individualized customization 

(Wilder & Collier, 2014). The drivers of technological advancements have constituted in a change 

in behavior among customers, and it has become crucial to understand this change to achieve 

underlying competitive advantage (O’Cass and Ngo, 2011; Ostrom et al., 2015). With the increased 

expectations from customers, companies have been forced to focus on a customer-centric 

approach rather than a firm-centric approach (KPMG, 2017).  

 

With the notion of technological advancements, retailing has become highly dynamic with 

customers becoming more technology-dependent (Zhitomirsky-Geffet & Blau, 2016). 

Nevertheless, there is a clear distinction how different generations view the introduction of new 

technologies (Lissitsa & Kol, 2016), since researchers posit that people born in a specific time-

period have dissimilar expectations and characteristics (Howe & Strauss, 2000; Ordun, 2015). With 
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the fast-paced changes in retailing, due to the introduction of online channels and ongoing 

digitalization (Verhoef et al., 2015), age has become strongly correlated with reduced access to 

technology as well as with limited willingness to engage with new technologies (Nikolaos, 2017). 

Consequently, it is possible that different generations will react differently to technology based 

retailing. However, the problem with implementing new technologies entail interrelated 

technological issues as companies face significant challenges redesigning their outdated IT 

infrastructure (Lewis, Whysall, & Foster, 2014). 

 

To accommodate the needs of different generations in the never-ending shifting landscape, 

researches segment customers in generation X (Gen X – born 1966-1981), generation Y (Gen Y – 

born 1982 – 1994), and generation Z (Gen Z – born 1995 – present) to distinguish their different 

needs, characteristics, and behavior (KPMG, 2017). Understanding customer sentiments and 

motives is critical for companies when formulating value offerings, deciding market positioning 

and overall experience offering (KPMG, 2017). A study by KPMG (2017) shows that customers 

belonging to different generations share similar expectations of attributes before purchasing, 

namely, delivery options, easy return policies, and seamless experiences. Moreover, customer 

motives are critical to address. Sandrine (2013), highlights shopping convenience, flexibility, and 

price comparisons to be the top three motives when fulfilling customer satisfaction and 

expectations. With regard to the aforementioned, the following sections will attend to the different 

generations along with their needs, characteristics, and behaviors. 

 

2.3.1 Generation X 

Generation X (hereafter Gen X) still makes conventional purchases where it often is important to 

provide an explanation of the features of the products and why they are necessary (Himmel, 2008; 

Heaney, 2007). This can be related to their main characteristics of being highly dependent on the 

opinions of others since they feel the need of knowing that their choices are sound (Peralta, 2015). 

Gen X is also the generation of customers that read more reviews than any other generation and 

are considered to be incredible disloyal to brands and companies (William, 2005, Greenberg, 2011). 

 

Gen X is a highly educated generation and is characterized by technology and media savvy 

skepticism (Jackson et al., 2011; Littrell et al., 2005). This can have a considerably negative effect 

of accepting the new paradigm of technology based retailing as it has been shown that Gen X is 

less interested in adopting and accepting new technology (McKay, Bobrowicz, & Coleman, 2010). 

They perceive that current or upcoming technologies serve no useful purpose and does not fulfill 
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any particular needs in their lives. Also, their impression of new technology is that it is time 

consuming to get acquainted with it (Hanson, 2010). Peralta (2005), further postulates that they 

tend to ignore personalized advertisement targeted at them and reject segmentations and marketing 

techniques.  

  

2.3.2 Generation Y 

Generation Y (hereafter Gen Y), also called Millennials, is the largest group of customers and has 

therefore a big influence on apparel retail (Fry, 2015). They are technologically savvy, regular users 

of social media, and early adopters of new products (Ordun, 2015). However, the digital savviness 

of Gen Y has led to the difficulty of successfully target them as retailers do not know if they share 

the same characteristics of other generations (Accenture, 2013). They have been raised up in an era 

where shopping is not considered as a simple act of purchasing, but rather as a new entertainment 

(Ofrit & Sabina, 2016). Also, Gen Y are expecting to be treated as unique individuals and demand 

a personal relationship based on a deep knowledge of who they are and what drives them to buy 

(Yarrow & O’Donnell, 2009).  

 

In contrast to their predecessors, price is not the most essential attribute to achieve satisfaction, 

but instead focus on style and quality (Reisenwitz and Iyer, 2009). Also, they are in for the long run 

with the notion of making good investments for the future and making contribution to society. 

This require companies to provide transparency, sustainable clothes and solutions that correspond 

with the expectations of Gen Y (Montgomery & James, 2017). More so, they are less impressed 

than their older counterparts by excellent customer experience and linear structures of benefits. 

Instead they are looking to get offers that are personal in nature, such as customized promotions, 

personalized experiences, and forecasting models that anticipate their needs (KPMG, 2017), to 

meet their high demand for instant gratification (Accenture, 2017). Also, they demand increased 

utilitarian and hedonic values as they are aware of their own purchasing power (Sullivan, Heitmeyer, 

& Kang, 2012).  

 

A study conducted by Accenture showed that 68 percent of all millennials request an integrated, 

seamless experience regardless of channel choice (Accenture, 2013). This may indicate that 

customers are highly frustrated when companies do not offer a customer journeys that is 

frictionless. Further on, online channels are considered to be highly important, enabling millennials 

to gather information and insights by checking product ratings or feedback. Although Millennials 
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are considered to be tech and information savvy with high online presence, they still prefer to visit 

brick-and-mortar stores to be able to touch, try, and feel the products (Accenture, 2013).   

 

2.3.3 Generation Z 

Generation Z (hereafter Gen Z) is one of the most challenging generation to understand and satisfy 

as they tend to show strong customer-oriented differences compared to other generations (Wood, 

2013; Schlossberg, 2016). However, Gen Y and Gen Z do share common characteristics in the 

adoption with technology (Wood, 2013). The difference is that Gen Z were the first generation to 

be born into the technology age rather than being accustomed to it (Berkup, 2014). They are 

therefore technologically savvy and very comfortable with the virtual world (Wood, 2013; 

Bernstein, 2015).  

 

With the notion of Gen Z being technology oriented, they find great value with new technology 

being implemented in retail stores as they desire to have a frictionless and easy shopping experience. 

Moreover, they expect a value offered at an individual level where their experience is customized 

and enhanced with respect to their needs (Cullen, 2018). A study made by Nikolaos (2017) show 

that customers’ request technologies that could assist them when shopping (online and offline), as 

well as matching their needs with the most appropriate offering. This is also shown by Cullen 

(2018), who suggests that retailers would likely benefit from introducing technologies, for example 

hyper-localized marketing messages, artificial intelligence, and gamification, to engage with Gen Z. 

This evidently puts pressure on retailers to interact with the generation in new ways to deal with 

Gen Z demands and needs. These demands and needs are highlighted by Ernst & Young (2013) 

who show that online ordering and delivery is important to Gen Z who expect companies to 

provide the products to them wherever they are, in any way they like. Moreover, Gen Z do not 

find the primary value in the product itself, but rather in the experience they encounter in their 

customer journey. They have higher expectations than their older counterparts and expects 

companies to be loyal to them, continue to fulfill their needs and always deliver according to 

expectations, rather than the other way around (Schlossberg, 2016).  

 

2.5 Retail Trends and Predictions 

This section highlights future trends and predictions that may influence how the retail 

landscape develops in the years to come. The selected trends are partly the result from a small 

marketing research in which the words from experts, company representatives, and researchers 

guided the efforts. Special consideration was given to the innovations that were presented at 



 12 

various retail exhibitions. The combined insights, along with the aforementioned emerging 

technologies, led to the highlighted trends below. These will be taken into account when 

answering RQ3. 
 

Personalization - On of the more prominent trends in the retail industry is individual 

personalization. This entail having deep understanding about intrinsic motivations, preferences, 

and styles. It is believed that technology is what will enable this transition, and retailers can leverage 

the understanding of each individual to provide a personalized customer experience as well as one-

to-one marketing with appropriate content. 

 

“Customers want an experience that is personalized. They want the company to know them 

well enough to make relevant suggestions.”-  

Forbes, 2018 

 

“The whole concept of personalization is simply on steroids right now. It’s all about the 

consumer in that one moment in time.”- 

 Terry Lundgren (Executive Chairman), Macy’s, 2018 
 

Integrated Customer Experience - Incorporates several aspects of the customer journey, including 

customer data, virtual experience, and also personalization to create an efficient and elevated 

approach of managing customer expectations. This entails the ability to interact with the customers 

at moments that matter - at vital touchpoints that can sway the customer towards a favorable 

decision. It also requires companies to implement systems and mechanisms that monitors every 

aspect of the customer journey, while simultaneously enabling customers to migrate seamlessly 

across the different channels. As the contemporary customer uses multiple channels for different 

purposes, companies will likely meet this need by offering a single channel that integrates every 

aspect of the customer journey to provide an uninterrupted experience. 

 

“We crave convenience and more intuitive, personalized experiences.” - 

 KPMG, 2017 

 

Customizable Products - It is believed that personalization (through a wide selection of options) 

will become increasingly popular and widely available in the future. These options will allow the 
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customer to customize products down to the very detail. Consequently, it is predicted that future 

products will be characterized by exclusiveness.  

 

“Personalization is causing a seismic shift across the landscape of consumer-facing brands, 

and we are only starting to feel the shocks.” -  

Boston Consulting Group, 2017 

 

AI-Powered Retail Application - With the emergence of increasingly sophisticated AI technologies, 

retailers will soon be able to make use of several previously unattainable advantages that will allow 

retailers to streamline their operations on multiple levels. Not only will AI be able to improve 

storage utilization and replenish inventory whenever necessary, but also provide retailers with 

actionable insights as AI potentially will be able to gather and analyze extensive amounts of data 

about customer behavior, preferences, and purchase history. With this, retailers will be able to 

provide one-to-one marketing with relevant content, monitor each individual customer journey, 

predict future purchases and more. AI can also be intertwined with voice assistance that can 

provide support for easy questions such as size, inventory status etc., thereby allowing storage 

clerks to devote more time to other tasks.  

 

“2018 is the year that artificial Intelligence will have its breakthrough moment.” - 

 Charlie Cole (Global Chief e-Commerce Officer), Samsonite 

 

“Voice enables us to have a 1-to-1 relationship with customers on a massive scale.” - 

Chris McCann (CEO), 1-800-Flowers, 2018 

 

“Every company needs to be proactive when it comes to investing in AI technology in order to 

better understand each individual consumer or viewer of their content.” -  

Nick Edwards (CEO), Boomtrain, 2017 

 

Chore-Shopping Made Easier - Commodities that people purchase frequently, or in periodic 

intervals, is believed to become increasingly automated in the future through subscription services. 

Predictive analysis, enabled by technology advancements, is what paves the way for this service. In 

addition, one-click purchases, and instant delivery options will also facilitate easier and more 

convenient shopping. However, the physical store is still believed to remain relevant, but the 

assortment may be influenced by such a development. 
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“Technology can predict our behavior and preferences and automation can deliver our 

bread, toilet paper or a replacement phone charger just in time.” - 

Vaughan Rowsell (Founder), Vend, 2017 

 

Beacons - Although the technology has been a highly discussed buzzword in previous years, its 

retail application (beside contactless credit card payments) has surprisingly been absent. It could 

however be the future of one-to-one marketing as the technology allows retailers to communicate 

with customers via Bluetooth to smartphones. As such, customers within the proximity of a 

physical retail location (range of Bluetooth transmission) could receive push notifications and text 

messages with personalized messages and offers from a nearby store. 

 

“Despite some media commentators questioning when beacons will really take off, we now 

have definitive proof that is is happening right now. We are aligned with ABI Research's 

latest forecast of 400 million beacons deployed by 2020, meaning we are well on our way to 

"sensor up" the world.” -  

Thomas Jensen (CEO), UNACAST, 2016 

 

“Marketers will require better data authenticity and accuracy to make smarter connections 

with their customers, leading to wider adoption of first-party GPS and beacons, and a move 

away from a third-party data.” -  

Kevin Hunter (President), inMarket, 2016 

 

AR - One of the most promising technologies for retail applications with regard to enhance the 

customer experience. In physical retail stores, AR can provide customers with means for greater 

interaction with products, as visual media can be projected previously not been possible. This does 

not merely apply to projecting hovering images of 2D or 3D images, but its potential lies with the 

ability to project visual graphics onto the customers. This means that the future customer may not 

be required to physically try on clothes before determining whether or not to purchase an item. In 

addition, this technology could potentially bring the in-store experience to the virtual world. 

Thereby allowing retailers to provide a service in which customers can interact with products from 

a distant location. Consequently, AR provide retailers with new opportunities to connect with their 

customers in innovative ways. 
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"I regard it as a big idea, like the smartphone … I think AR is that big, it’s huge. I get excited 

because of the things that could be done…" - 

 Tim Cook (CEO), Apple, 2017 

 

“Augmented reality … will have a far bigger impact than smartphones ever did. The potential 

of these devices is that they could one day replace your phones, TVs, and all these screens.” -  

Alex Kipman (Technical Fellow), Microsoft, 2017 

 

Biometrics - This technology entail reading biological measurements, such as facial recognition, 

voice ID, and fingerprints in order to determine one’s identity. Biometrics could be used as a 

method for customer authentication, which could enable contactless payment, cardless loyalty 

clubs enrollment, and personalization. In addition, in a world with increasingly strict data 

regulations, the technology could be used as an alternative to location-based services (GPS 

tracking) to avoid agitating customers with obtrusive methods. 

 

“In the future we will see a mix of solutions dependent on the purchasing situation. By 

adapting our standards to recognise these technologies as valid forms of authentication now, 

we can help provide the environment for payments to continue to take place securely, 

conveniently and discreetly.” – 

 Jonathan Vaux (Executive Director), Visa, 2016 
 

In-Store Mobile Experience - The smartphone is increasingly becoming used as an important 

advisory component that customers today use at various stages throughout their customer 

journeys. Proactive retailers are starting to leverage this opportunity with their own respective 

mobile initiatives to enhance the customer experience. This is especially prominent in today’s 

cosmetic industry where a smartphone can be used to identify one’s skin tone and, subsequently, 

personal recommendations can be made. Smart mobile utilization can therefore allow customers 

to engage with products in new way, be used to educate customers about products, facilitate easier 

decision-making, and also be used as a means for personalization. 

 

“Big data and the social media mobile revolution are on their way to extend personalization 

opportunities to high street retailers.” - 

 Marco Bevolo (Associate Partner), Philips Design, 2017  
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METHODOLOGY  
___________________________________________________________________________ 

The methodology chapter defines and explains the methods and processes used throughout the 

thesis to fulfill the research purpose and answer the research questions. The research 

framework was decided to consist of five different stages to successfully describe the conceptual 

structure which the research was conducted. The five different phases are listed below, along 

with their intended content as well as motivation for their inclusion.  
 

▪ Research Design  

Research Design is the arrangement of conditions for collecting and analyzing data in a manner 

that aims to answer the research questions. The inclusion of Research Design is vital as it facilitates 

advance planning of the methods to be adopted for collecting relevant data and techniques to be 

used when analyzing, while keeping the research questions and objectives in mind.   

 

▪ Investigation Framework 

The Investigation Framework describes the entire research process and comprise a thorough 

description of how the work was carried out throughout the project in a chronological order. As 

the thesis attempts to make future predictions, it was vital to present the procedure of how the 

thesis was conducted to create a coherent context and motivate each strategical step and choice 

taken. 

 

▪ Data Collection Methods 

This chapter describes the different Data Collection Methods used within the research process. 

Furthermore, a careful explanation why the specific methods were used along with their merits was 

discussed.  

 

▪ Data Analysis  

This chapter describes the different Data Analysis Methods used in the research process. 

Furthermore, it discussed why why the specific methods were used along with their merits.  

 

▪ Validity and Reliability 

This section leaves room for the researchers to be critical to the methods and material used in the 

study, with the intention to highlight both weaknesses and strengths. This chapter is highly useful 

as it indicates the awareness of both the pros and cons with the chosen methods. 
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3.1 Research Design 

Although the study covered a topic that has received considerable attention the last decade due to 

its transformation, prior investigations of attempting to make future predictions of the retail 

industry has been absent. Hence, there is limited knowledge regarding which research design to 

implement as there is no indication for what strategy to apply. Consequently, it was decided to 

develop a research design framework to obtain data on which future predictions and conclusions 

regarding the apparel industry could be made. The research design is described below and consists 

of: (1) Inductive Research Approach, (2) Qualitative vs Quantitative, (3) Exploratory vs 

Descriptive, and (4) Sampling Design. A visual representation of the type of study that was carried 

out is shown in Figure 2. 

 

 Type of Study 

Research Design Exploratory Descriptive 

Overall Design 
Flexible design to provide the opportunity for considering 

different aspects of the problem 

Sampling Design Probability sampling design (random sampling) 

Observational Design Quantitative Approach Qualitative Approach 

 

 

To explain for the reader how the research was executed, as well as give researches/retailers 

inspiration on how they could use the developed framework to their advantage, the investigation 

framework is described later in this chapter. 

 

Inductive Research Approach 

There exist two primary methods that can be used when analyzing data, the deductive and the 

inductive method (Johnson & Christensen, 2004). The researchers used an inductive research 

methodology (Lodico & Spaulding, 2010), see Figure 3, since the ultimate goal of the thesis was to 

look into the future and enable new research findings to emerge from the data. Rather than wanting 

to test whether the collected data is consistent with prior assumptions, theories, or hypotheses. 

This is subsequently done by carrying out observation of the world to develop empirical 

generalizations and identify relationships about the phenomenon being studied. Such an approach 

enables the study to generate patterns, resemblances, and regularities in order to reach conclusions 

or/and generate theory. However, it should be stressed that an inductive approach does not 

Figure 2. A visual representation of the type of study that was carried out. 
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automatically imply that it is prohibited to use existing theory (Saunders, Lewis, & Thornhill 

2012).  In fact, it was used when formulating the research questions. 

 

 

 

 

 

 

 

 

Qualitative vs Quantitative 

The most important issue to consider when choosing between qualitative or quantitative sampling 

is that the choice should be based on the research questions of the study, and thus not after the 

preference of the researcher (Marshall, 1996). As the research questions concerned investigating 

the reasons for human behavior (i.e., why people think or do certain things) from a wider 

population, a quantitative research was determined to be the most appropriate. Since the data from 

a quantitative research is liable to be difficult to deal with and interpret, data accumulation methods, 

such as close-ended questions, likert-scales, and open-ended questions, need to be carefully 

structured before used. However, since the thesis also aimed to construct or develop new 

theories/frameworks, the study also carried out a qualitative research. This is when the researcher 

becomes the primary research instrument, using methods like in-depth interviews, field notes, and 

open-ended questions in order to generate valuable data. Bryant (2006) highlights the value of 

combining both methods to complement one another, which ultimately can increase the validity 

of the collected data. However, it should be noted that other researchers have argued that there is 

not sufficient evidence to support such a statement (Bryman, 2006). 

 

Exploratory vs Descriptive 

Several different methods were considered, such as exploratory, descriptive and, causal research 

methods. Since the main purpose of the thesis was to discover new insights, the study required 

an exploratory research approach as it offers adequate flexibility to allow for the consideration of 

different aspects (Ghauri & Grönhaug 2010). However, apart from carrying out observations to 

find new patterns and findings, the thesis also mapped the characteristics of a given population. 

It was therefore decided that a descriptive research approach was needed alongside the 

exploratory approach. 

Figure 3. The bottom-up approach that was used. 
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Sample Design - Random Sampling 

In any field of qualitative inquiries, it is important to consider how to select an appropriate sample 

from a given population when conducting a research. With a finite universe and the research 

purpose defined, it was in the study’s best interest to select a sample that could represent the entire 

population of Stockholm. Consequently, random sampling was chosen as it is considered the best 

technique of selecting a representative sample that will have the same composition and 

characteristics as the wider population due to the law of statistical regularity (Kohari, 2004). This 

is achieved by ensuring that each item is chosen entirely by chance and each member of the 

population has an equal chance of being included. Random sampling further provides the 

possibility to eliminate sampling bias. In addition, it is an easy method to use, with high accuracy 

(Kohari, 2004). 

 

3.2 Investigation Framework 
This section describes the research process and comprise a thorough description of how the 

work was carried out throughout the project in chronological order. According to Aaker et al. 

(2004), the research process is a well-organized process that is a helpful tool to describe the 

necessary steps towards answering the research questions. Figure 4 provides an overview of the 

different stages of the investigation framework. However, it should be noted that the working 

process was of an iterative nature rather than a linear one. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4. The research process. 
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Problem Definition and Exploratory Stage 

Upon agreeing on the overall topic “Digital Transformation” with the involved industrial firm, the 

next step entailed exploring the topic further to establish an understanding over what different 

directions that could be pursued. The covet scope was intended to contribute to the scientific 

community while also benefiting the involved party’s current business. The work was instigated 

with a broad literature study using three different databases, ScienceDirect, JSTOR, and USF, as a 

means to find relevant literature that would help determine an appropriate scope. The following 

keywords were used in all three databases: digitalization, machine learning, customer journey, future 

retail, Internet of Things, digital transformation, retail, big data, artificial intelligence, and privacy 

& security.  

 

Throughout this period, continuous meetings were held with the involved parties to present the 

findings with a succeeding discussion over potential research topics. This was to ensure that the 

involved parties remained satisfied with the development of the project, and that it would provide 

appropriate value. This iterative process resulted in the awareness of the prominent issue of the 

ongoing transformation in fashion retailing. With the highlighted direction of interest, the literature 

study proceeded to cover topics related to retailing and digitalization, which was essential for 

building a theoretical framework for the subsequent research. The different potential topics 

obtained from the literature study is summarized in figure 5 below. 

 

Figure 5. A mind-map of the different topics that were of interest. 
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This figure was presented to the industrial supervisor and in the discussion that followed, the 

subject was narrowed down additionally. Mainly due to time constraints, but also for relevancy 

purposes as the intended result, as previously mentioned, was supposed to bring appropriate value 

to the involved parties. The different topics was evaluated with regard to two different variables to 

measure their respective importance: (1) the value it would bring to the industrial firm’s current 

business, and (2) the contribution it would bring to the scientific community. This can be seen in 

figure 6, where the different topics have been marked after their perceived value with three 

different colors: green, yellow, and grey. 

 

 

 

 

 

 

 

 

 

 

 

 

The subject matter marked with grey was determined to be of minor significance with regard to 

the potential value contribution for the industrial corporation. Primarily because these areas have 

received considerable attention from existing literature, but also due to lack of alignment with the 

industrial firm’s current operations. Areas whose importance could not presently be determined 

due to inadequate preparatory research was marked with yellow. The remaining subjects 

highlighted with green represent the main areas of focus. 

  

The methodological process that was used when performing the literature study is presented in the 

next section and describes thoroughly how each literature article was carefully chosen. 

 

 

 

Figure 6. The importance of the different areas with respect to the two different variables. 
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Literature Study 

The literature study began with a search for “customer experience retail” in three different scientific 

databases: ScienceDirect, Jstor, and USF, which resulted in 53,865 hits. Next, to ensure quality, the 

search was narrowed down further by only including scholarly peer-reviewed articles, leaving 

34,478 hits. After limiting the search to exclude articles published prior to 2010, 10,899 articles 

remained relevant. With regard to the scope, the search was limited additionally by only including 

articles containing the following two search terms in the abstract, title, or keywords: multi-channel 

and multichannel. Of the remaining 101 articles, 58 articles were excluded upon reading the abstract 

due to having different perspective to our scope, focusing on a single company, research being 

about low-context merchandise, or that the study took place outside what commonly is referred to 

as the western world (U.S., Europe, and Australia). The remaining 43 articles were thoroughly 

evaluated, whereof an additional 29 articles were excluded due to reasons aforementioned, leaving 

15 articles whose content laid the basis for the theory about customer experience.  A few relevant 

references from the chosen articles were also included in the customer experience theory section. 

A similar systematic process was used to identify and select articles for the other subject matters 

included in the theory section as well. 

 

Exploratory Interview Stage  

As a proceeding step, to narrow down the scope additionally, light semi-structured interviews were 

conducted with nine retail clerks to get a basic appreciation concerning the newly established 

direction. The respondents were chosen at random, all from different stores within one shopping 

mall, and interviewed individually as to not influence one another. The particular issues under 

investigation was to define and understand customer needs, customer behavior, customer pain 

points, trends, and also to obtain overall guidelines for the research direction. The accumulated 

data was analyzed using a process from design thinking to extract valuable insights, both latent and 

apparent. The interview guide used for this phase can be found in Appendix A. The results from 

the interview, in combination with the literature study, led to the focus of two concepts within 

retailing: customer journey and customer experience. With this at hand, the scope of the thesis 

began to emerge and the chart with topics of interest, constructed from the previous iteration, was 

updated (see Figure 7). 
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The result was presented for the involved parties who approved the overall scope, but raised 

concerns regarding that the scope was still too broad with regard to time limitations. As a result, it 

was determined that the scope would focus around what emerging technologies that apparel 

retailers could implement in the future to enhance the customer experience. Additionally, how an 

enhanced customer experience can affect the loyalty of customers. Lindgren and Bandhold (2009) 

argues that the chosen time horizon is essential for making future predictions. If the time horizon 

is just a few years, there will probably be very little difference. If on the other hand the time horizon 

is too wide, the uncertainties may be too huge and could subsequently result in ungrounded 

speculations. In discussion with experts and researchers, a time horizon of 5-10 years was 

considered to be appropriate. Although the main purpose of the thesis concerns the future, it was 

also important to have a clear picture of the present to identify trends, driver and uncertainties that 

may have a significant influence on how the future may evolve. 

 

The iterative working process that led to the the purpose and the research questions during the 

exploratory stage is illustrated below in Figure 8. Along with this, a timetable (Appendix B) was 

designed to provide an overview of the key activities performed during the project and a 

visualization of how the time was allocated. 

  

Figure 7. A mind-map of the main areas of the study. 
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An investigation framework was designed (see Figure 9), encompassing strategical steps that 

needed to be pursued to successfully achieve the objectives and make future predictions. The 

purpose of each step is described below to give the reader an overall understanding of the process. 

It should be noted that the working process was of an iterative nature rather than a linear one.  

 

Step 1. Since theory has highlighted that different generations demonstrate different characteristics, 

especially the willingness to engage with technology, the first step of the research methodology 

framework was to perform a segmentation in order to find clusters in the population that 

demonstrated a homogeneous response. 

 

Step 2. The second step consisted of mapping today’s customer journeys, from initial awareness to 

the completion of a purchase. This entailed identifying important motives and attributes that 

influenced the individual decision-making process during the migration of the phases throughout 

customer journey.  

Figure 8. The Iterative working process that led to the research objectives. 

Figure 9. Investigation framework. 
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Step 3. With a clear and distinct purpose established, the study used three different sources to 

gather insights, namely experts, customers, and researchers, to make future predictions and obtain 

an overall picture regarding how the fashion retailing landscape may evolve in a time span of 5-10 

years. This entailed identifying contemporary and future trends regarding technology development, 

customer behavior, customer expectations, customer pain points, as well as customer needs and 

drivers. 

 

Step 4. The fourth step aims to link future customer needs, expectation, and values with 

appropriate technology, with the intention of enhancing the overall experience and resolve 

customer pain points.  

 

Step 5. The fifth and last step involved discussing freely how technology implementation, with the 

purpose of enhancing the customer experience, could potentially affect customer loyalty and 

willingness to re-enter the customer journey anew. 

 

Phase 1 – Customer Segmentation 

The first phase entailed a qualitative exploratory stage to identify similarities and differences across 

and among generations. A pilot questionnaire (Appendix C) was constructed with ten questions 

(variables) that was set out to measure channel usage, attitude towards personal data accumulation, 

and shopping behavior at an individual level. The first part of the questionnaire consisted of 

demographics, including gender, age, and also what price range (brand preference) the customer 

purchases most frequently from. The reason for the latter question was due to the scope of the 

study to only include low-to-middle end customers. As such, that particular question allowed for 

the exclusion of those individuals not belonging to the aforementioned category of customers. The 

second part of the questionnaire sought out to capture customer multi-channel behavior, what 

factors that are important throughout the decision-making process, and also to measure their 

attitude towards companies collecting personal data in exchange for some kind of value. For 

instance, targeted discounts or enhanced customer experience through personalization. The 

questionnaire consisted of both pre-coded closed questions and dichotomous choices. A wider 

customer target group was chosen for this research: men and women ranging from 14 to 75 years 

old. The survey was carried out with interviewer-administered paper questionnaires at a shopping 

mall within the proximity of Stockholm. With the use of random sampling, a total of 115 data 

points was collected. As the study targeted a finite universe, it was important to investigate if the 
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population differed from one another with regard to the chosen variables. Therefore, the data 

extracted from the pilot questionnaire was classified on the basis of finding customer groups that 

demonstrated a homogeneous response.  

 

However, upon decoding the data, an internal consistency analysis showed unsatisfactory results. 

The questionnaire was reviewed, and it became obvious that the questionnaire was poorly 

constructed. Firstly, the questions were not interrelated, which resulted in, as aforementioned, that 

a poor internal consistency was obtained. Secondly, the use of dichotomous choices made it 

difficult to consider varying degree of attitudes among the respondents. In light of this, the 

questionnaire was revised with the help of Ian Brace’s book (2008), who explains how to 

successfully obtain relevant answers. As a result, a new questionnaire (Appendix D) was 

constructed with a five point summated scales (likert-type scales) with "1" being "strongly disagree" 

and "5" being "strongly agree". With this, the respondents could show their either favorable or 

unfavorable varying attitude towards new technology, and also their loyalty towards apparel 

retailers.  

 

Another round of data accumulation was carried out, once again at a shopping mall in Stockholm. 

The internal reliability of the accumulated data was evaluated, however, this time showing 

satisfactory results. The data was also analyzed using descriptive analysis to display the basic 

features of the data, followed by a cluster analysis to find homogeneous customer segments. In 

addition, a correlation analysis was performed to determine the relationship between the different 

variables and their statistical significance. 

 

The demographics for the participants from the second survey are shown below in Table 1. The 

study included an equal distribution with regard to gender and age groups (as defined in Table 1 

below). In total, 130 samples were collected in this phase of the study. From the segmentation, it 

was noted that gender have a low statistical significance and was therefore discarded as a variable 

throughout the rest of the master thesis.  
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Phase 2 - Today’s Customer Journey  

As a proceeding step, the second phase consisted of obtaining firsthand data from customers 

within the targeted customer group, obtained from the segmentation in phase 1, to identify channel 

usage and behavior. A pilot questionnaire (Appendix E) was designed, containing seven pre-coded 

closed questions, that was used to map the most commonly occurring customer journeys to 

establish a profound understanding of what attributes that drives the choice of channel. In order 

to investigate drivers, motivators, and map how customers migrate between different steps along 

the purchase process, the study embraced a simplified cyclical path of a customer journey with 

specific phases in accordance with Hoyer et al. (2012).  

 

Since the performed segmentation limited the study to target only customers in the age of 14-37, 

it was imperative to determine the age of the participants to decide whether or not they fell within 

the target group. Therefore, the first part of the questionnaire consisted of two questions with 

regard to the delimitations to exclude data from people not belonging to the targeted segment. The 

second part of the questionnaire aimed at capturing how customers migrate between the different 

phases of the customer journey. Also, how long time it took for each individual to go from initial 

awareness to the actual purchase. The third part of the questionnaire encompassed important 

attributes and factors that customers consider when transitioning between each of the different 

phases.  

 

The survey was carried out with interviewer-administered paper questionnaires on the streets of 

Stockholm and performed with random sampling. A total of 30 samples were collected, and the 

results was analyzed with the help of editing and coding to detect errors and omissions. From the 

analysis, the questionnaire was concluded to be appropriate and effective to be used. However, the 

analysis revealed that there was an irregularity between customers’ perception of the actual usage 

of different phases of the customer journey. As a consequence, it was decided that a 

complementary questionnaire was required to validate the data from the main questionnaire to 

Table 1. Demographics in terms of gender and age. 
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scrutinize whether the different phases could define various customer journeys or if the behavior 

of customers is of obscure nature. Therefore, a complementary questionnaire (Appendix F) was 

designed, containing seven questions where the respondents were instructed to indicate on a likert-

type scale 1-5, with "1" being "Never" and "5" being "Very Often", if they used the described 

customer journey phases throughout their purchase process. Furthermore, as theory highlighted 

the importance of customer experience and the rising trend within m-commerce, two questions 

were included with the intent to investigate if this was the case.  

 

The two questionnaires laid the foundation to another round of data accumulation in interviewer-

administered forms that was carried out at a shopping mall in Stockholm. It was decided that each 

respondent in the inquiry could only take part in one of the questionnaires in order to prevent any 

bias to influence the answer in the second questionnaire. Therefore, all answers from the 

questionnaires in this phase of the study is unique and could solely be linked to one single 

individual. From the first questionnaire, a mapping process was performed based on the responses 

obtained to indicate which customer journeys that were the most eminent. Through a descriptive 

analysis, a total of 109 samples were collected with a mean age & = 25.17 and a standard deviation 

of " = 8.8.	From the complementary questionnaire, a total of 152 samples were collected with the 

mean age & = 20.91	and standard deviation " = 6.5. A descriptive analysis was conducted to 

present quantitative descriptions in a manageable form to observe the importance of the different 

phases of the customer journey. 

 

Phase 3 - Future Predictions  

Having no prior experience of conducting research of predicting prospective scenarios, it was 

determined that it would be appropriate to consult external expertise for guidance. Two interviews 

were carried out with two respondents that each presented a distinct viewpoint of how to perform 

future predictions - one being a researcher from the academic world while the other was an 

industrial consultant. Through these two interviews, in combination with literature from the 

academic world and published reports from the industry, a suitable framework was designed. The 

framework sought to accumulate data for future predictions regarding how the retailing landscape 

may look like in 5-10 years. This include identifying contemporary and future trends about 

technology development and usage, customer behavior, customer attitudes, customer pain points, 

as well as customer needs and drivers. Consequently, the data for phase three is separated into 
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three different parts and is collected from three main sources: Experts and Researchers, Customers, 

and Future Retail Trends.  

 

Experts and Researchers 

It was decided that it would be beneficial to establish both an academic and professional viewpoint 

for increased reliability and accuracy regarding where the retailing landscape might be heading. In 

order to establish a well-founded appreciation, this source of data entailed collecting qualitative 

data from individuals having different perspective of the professional environment (with regard to 

industry and position). It was important that interviews were conducted with experts having either 

experience working directly with apparel retailers, or academics who are researching about topics 

relevant to the purpose of the thesis. In total, 17 people were interviewed for this step, and a short 

description of each respondent can be found in Table 2 below. All the interviews were recorded 

and transcribed, and the collected qualitative data was analyzed inductively to group statements of 

similar characteristics. To enable communication and protect the privacy of the respondents, all 

the involved parties have been anonymized. Though, the corporations which they represent has 

been divided into categories of small (10-50 employees), medium (50-249 employees), and large 

(249+ employees). When referring to a respondent in the study, each respondent has been assigned 

a different ID (from 1-17) to facilitate easier representation of data while keeping the respondents 

anonymous. 

Table 2. Short description of each person that was interviewed. 

ID Position Expertise Date Interview method Size 

1 IT Management 
 

Customer Relationship 
Management 

28/2/2018 Personal Interview Large 

2 Partner 
 

Digital Transformation, 
Innovation, Retail 

1/3/2018 Personal Interview Large 

3 Collaborative Foresight Adviser 
 

Collaborative Innovation, 
Foresight, Trend Spotting 

16/3/2018 Telephone 
Interview 

Small 

4 Project Director 
 

Apparel Retail, System 
Development, 

Customer Management 

19/3/2018 Personal Interview Medium 

5 Chef Analyst 
 

Commerce, Retail 20/3/2018 Personal Interview Small 

6 Manager 
 

Marketing, Retail 20/3/2018 Personal Interview Small 

7 Chief Executive Officer Apparel Retail, Commerce 20/3/2018 Personal Interview Small 
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8 Client Executive 
 

Retail, Digitalization, 
Customer Behavior 

21/3/2018 Telephone 
Interview 

Large 

9 Manager (IT Strategy) 
 

Retail, Project manager, 
Customer Relations 

26/3/2018 Personal Interview Large 

10 Partner (IT Strategy) 
 

Retail, Analyst, 
Project manager 

26/3/2018 Personal Interview Large 

11 Head of Retail Consulting 
 

Digitalization, Retail 27/3/2018 Personal Interview Large 

12 Principal Consultant 
 

Omnichannel Commerce, 
Digital Commerce 

27/3/2018 Personal Interview 
 

Large 

13 Head of Digital 
 

Technology Transformation, 
Retail, Digital Strategy 

27/3/2018 Personal Interview 
 

Large 

14 Professor (Researcher) 
 

Marketing and Strategy, 
Innovation, Retail 

28/3/2018 Personal Interview Academic 
Institution 

15 Head of Product Strategies 
 

Retail, Innovation 
Market Analysis 

29/3/2018 Personal Interview Medium 

16 Retail Management 
 

Change Management, Retail 3/4/2018 Personal Interview Large 

17 Associate Professor (Researcher) Digitalization of Retail 
Customer Logistics 

12/4/2018 Telephone 
Interview 

Academic  
Institution 

 

 

The interviews were semi-structured with a predetermined interview framework (see Appendix H) 

that was slightly modified based on each respondent’s background, which helped steer the dialogue 

towards important aspects that would be useful for the thesis. The overall structure was however 

consistent for all participants and began with an introductory section that explored the background 

of the respondent established as a means to understand their perspective. The next section 

concerned the contemporary customer, i.e. what today’s customers want with regard to needs, 

expectations, values, and what aspects of today’s retail environment that causes friction. It was 

determined essential to understand the current landscape before one can understand where it might 

be heading. The following section takes on a similar approach, but the time perspective is shifted 

5-10 years into the future. The respondent was also asked to provide a narrative regarding how the 

retailing landscape may develop, and look like, at that point in time. This involved asking questions 

that highlighted how future apparel purchases may be conducted, how future needs should be met, 

and how one could personalize the customer experience. The last section takes on a slightly 

different approach, and shift from the customers to the companies’ perspective. These questions 

sought to answer what corporations do today to satisfy their customers, and also what their greatest 

challenges are with regard to the retailing context. Furthermore, what apparel retailers have for 

future plans to keep up with the technological and societal development.  
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The choice of using semi-structured interviews was to not influence the respondent towards a 

particular direction. Thus, it was of interest to accumulate unbiased answers to establish an 

understanding concerning what aspects that are most prominent for each respective interviewee. 

The interviews were predominantly conducted face-to-face whenever geographically possible. 

Phone interview over Skype was the secondary choice. The result from this data accumulation laid 

the basis, in combination with step 1 and 2, for extrapolating the environment in which apparel 

retailers will be conducting their future business within.  

 

Future Predictions with Customers 

Upon having established a professional viewpoint, it was necessary to ask the customers directly 

how they perceive the retailing landscape as it is today, and also how it may look like in the future. 

The former focused around identifying pain points along a typical customer journey, while the 

latter was about obtaining latent customer needs. In order to allow for the respondents to provide 

unrestricted and unbiased answers, a questionnaire containing six open-ended questions (see 

Appendix H) was constructed. The first five question concerned pain points were the respondent 

was asked to describe what they perceive as negative (problems that causes discomfort) throughout 

their customer journey. In the last question, the respondent was asked to provide a boundless 

narrative concerning how they believe they will (or how they would like to) conduct their future 

apparel purchases with a time reference of 5-10 years. The data accumulation was carried out at a 

shopping mall in Stockholm. In total, 60 data points was collected throughout the course of two 

days. The answers were analyzed with the help of inductive analysis to derive new theories, insights, 

or models from the data.  

 

Contemporary and Future Retail Trends 

The third and last component was to research about what societal, retail, and technological trends 

that currently exists and also which ones that are likely to emerge in the years to come. This entail 

reading scientific journals, business magazines, business blogs, and talking to professionals. 

 

3.4 Data Collection Methods  

This section presents the different data collection methods/frameworks that were used throughout 

the research process. The intention is to give the reader a clarified view of why the chosen methods 

were used. The data collected, was drawn from a small sample size from the population in 
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Stockholm, Sweden, during a 20-weeks study in 2018. Primary sources of data were collected 

through interviews and questionnaires.  

 

3.4.1 Interview Technique 

It was decided that semi-structured interviews would be the most appropriate interview approach 

(see Table 3 below) with regard to the scope of the thesis. This entail using open-ended questions, 

which is a great means to explore and broaden one’s understanding of a particular subject of 

interest (Reja et al., 2003). Such a strategy also decreases the chance of influencing the respondent 

towards a specific direction, while still allowing the individual to present their own unbiased view 

(Westlander, 2000). This is an important aspect as any proceeding work that is based on 

misconstrued interpretation will presumably be inaccurate. In light of this, to increase the validity, 

the interviews were primarily conducted face-to-face whenever possible. Interviews by phone or 

video-call cannot guarantee the same quality of information as non-verbal communication affects 

how the message is perceived (Ambady & Rosenthal, 1998). 

 

Table 3. Overview of how the face-to-face interviews were conducted. 

Interview Method The Interviewer's 
Role 

The Respondent’s Role Tools 

Semi-structured 
personal interview.  

Examining the 
individual’s views on 

the subject. 
Determines sub 

themes discussed 
during the interview.  

To speak freely within 
the sub themes 

Interview guide, 
notes and audio 

recording. 

 

The interviews were carried out in pairs of two, where one interviewer administered the interview 

while the other was responsible for monitoring the ongoing conversation, take notes, and ask 

relevant follow-up questions whenever appropriate. This particular division of labor proved to be 

highly effective as it ensured that the ongoing conversation remained relevant and stayed on track 

with regard to the topic. The interviews were also recorded and afterwards transcribed. The benefit 

of using a recording device is two-sided, firstly, it allows the interviewers to concentrate on the 

conversation without being distracted. Secondly, the transcribed material can be analyzed to find 

insights that otherwise would not have been readily accessible. This is important as latent needs 
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enable researchers to look at the world through the lens of the interviewees (Gill, Stewart, Treasure, 

& Chadwick, 2008). 

 

3.4.2 Questionnaire 

Questionnaire is one of the most affordable and flexible ways to gather reliable, unbiased, and 

discriminatory data to describe and explain certain characteristics of a sample size that represents 

a finite universe. Questionnaires also hold the simplicity of analyzing larger samples of accumulated 

data with various accessible analysis software (Brace, 2008). As this study seeks to describe and 

explain characteristics, behaviors, and attitudes toward specific subjects from a wider population, 

questionnaires were considered the most appropriate data collection method to use, given the 

merits mentioned above. 

 

At the commencement of the data collection phase, it was determined that interviewer-

administered questionnaires should be used. These are inquiries were the interviewer introduces 

the respondent to the purpose of the study and instructs the respondent to complete the 

questionnaire whilst being present. One of the key benefits with having this type of survey method 

is the possibility for the respondent to ask for clarification if ambiguity occurs. If a vague and 

unhelpful answer is notable, with regard to the response that is given, such inconsistency can be 

challenged by the interviewer who can encourage the respondent to provide a deeper response. 

This could help the reliability and validity of the survey by preventing the risk of obtaining “blanks” 

or incomprehensible answers, assuming that the interviewer is attentive. 

 

Questionnaire is often considered the most essential component of a survey operation (Krosnick 

& Presser, 2009). If it is not carefully constructed, the survey will fail, or worse, provide data that 

is erroneous (Kothari, 2004). All questionnaires used in the study was carefully designed based on 

the main aspects that were highlighted by researches viz., (1) the questionnaire design, and (2) 

piloting.  

 

Questionnaire Design 

Upon designing the questionnaires, the questions were phrased in everyday language to ensure that 

the respondents could relate and understand the questions. It was fundamental that each 

questionnaire was clear for any sort of misunderstanding and that the questions asked would be 
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interpreted in the same way by all respondents. With the use of pilot studies, it was possible to 

confirm that the questions were clear and unambiguous, and that the respondents were put at ease 

by the tone of the questions and did not feel intimidated, challenged or threatened. With the intent 

to make the questionnaires effective, and ensure quality to the replies received, the sequence of 

questions was of utmost importance (Kotahari, 2004; Brace, 2008). The first part of each 

questionnaire consisted of general questions relating to the topic in seeking the respondent’s desire 

to cooperate, followed by more specific and detailed questions that were vital for the research 

objective.  

 

As the thesis sought to measure respondents’ varying attitudes in various subjects, the use of rating 

scales was decided as it provides a straightforward way of asking attitudinal information that is easy 

to analyze. Since the study used interviewer-administered paper questionnaires, the form of likert 

scales were used as it is a favorable technique when administering self-completion questionnaires 

and working with quantitative data. It further allows the possibility to perform various forms of 

clusters or segmentation analyses to segment the acquired data into groups of respondents with 

similar attitudes (Brace, 2008). The questionnaire was designed with a five-point-scale as the study 

assumed it would give sufficient measurement precision, and simultaneously require low effort in 

order to keep respondents motivated to complete the questionnaire (Nemoto & Deglar, 2013).  

 

When mapping the customer journey, it was decided that pre-coded open questions should be used 

since the range of responses to the questions asked was assumed to be finite and possible to 

second-guess. This decision was based on saving time when decoding the accumulated data of how 

respondents behave in different stages of their purchase journey. However, it was possible for the 

respondents to write in their own answer if they were not covered by the pre-codes. 

 

Since the purpose of the last survey was to pinpoint potential customer pain points and request 

customers to express their vision of the future, the questionnaire consisted of open-ended 

questions as it would be impossible to predict responses beforehand on the extensive subject 

(Brace, 2008). The advantage of using open-ended questions is the possibility of obtaining 

responses that individuals give spontaneously, and simultaneously avoid any bias from suggesting 

responses to the respondents. It has also been shown that open-closed questions produce a much 

more diverse set of answers compared to closed questions as the respondent can answer to the 

query with their own words (Reja, Manfreda, Hlebec, & Vehovar, 2003). When dealing with vague 
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subjects, such as future predictions, it is favorably to use open-ended questions since customers 

could provide latent needs or values when recorded verbatim (Lindgren & Bandhold, 2009). 

 

Piloting 

In most cases, whenever necessary, the study conducted pilot studies (pilot surveys) which brought 

to light the weaknesses of the questionnaires. Questionnaires are seldom optimal at first attempt 

and piloting should be an integral part of the process in order to revise and test the questionnaire 

until a sufficient design can be developed. The key advantages with piloting the questionnaires are 

to increase the reliability and validity, and to enable error testing (Brace, 2008).  

  

3.5 Data Analysis  

This section presents the different processing operations and data analysis methods that were used 

to make comparisons and analyses from the data collected from the different collection methods. 

The intention is to give the reader a clarified view and understanding of why the chosen methods 

were used. The sources of data from the different collection processes were analyzed and processed 

using the statistical analysis tool SPSS 25. Difference are discussed on a 95% confidence interval, 

i.e.., a p-value of 0.05 is used as threshold level for statistical significance. Therefore, the study 

rejects the null hypothesis (#2) if the p-value of a result is less than the significance level and 

instead, accepting the alternative hypothesis (#%).  

 

3.5.1 Processing Operations 

The initial stage, after accumulation, was to code the quantitative data to make it amenable for 

analysis. The study used editing as a process to examine the raw data from the surveys to detect 

errors and omissions through careful scrutiny of the responses. Editing is highly useful to ensure 

the data is accurate, consistent with other factors, and to find weaknesses. Additionally, the data 

was decoded, to assign numerals to each answer so that they effectively can be reduced into small 

number of categories encompassing valuable information. Coding is necessary and offer great 

benefits when needing to efficiently analyze information that comes in large data sets (Kotahari, 

2004; Aroma & Daniel, 2011). 
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Design Thinking 

The responses from the initial interview stage with clerks and the future predictions with customers 

were processed using the process from design thinking, “We Met, We Were Amazed to Realize, It 

Would Be Game Changing to”, as it facilitates an efficient and systematic approach in extracting 

valuable insights and information from a conducted market research (Both, 2012). Moreover, it 

translates the voice of the customer into valuable knowledge that can be used to create a solid 

foundation in which subsequent work can be based upon. This process also brings about a 

complete visual representation over the different steps, which enables migration between the 

different stages as to validate any conclusions made.  

 

Inductive analysis 

With the goal of looking into the future, with a perspective of 5-10 years, the study wished to find 

new research findings to emerge from the data, rather than wanting to test whether the collected 

data is consistent with prior assumptions, theories, or hypotheses. Therefore, the qualitative 

interviews with experts and researches were processed with the help of inductive analysis, which is 

a technique of using interpretation to derive new concepts, themes, or models inherent in the raw 

data (Thomas, 2006; Strauss and Corbin’s, 1998). The data from the qualitative interviews were 

interpreted with the help of inductive coding procedures described by Thomas (2006).  

 

3.5.2 Analysis Operations 

After the processing operations, the data was analyzed with various methods to identify indices 

along with searching for patterns of relationship among the data. Moreover, it involved calculating 

values and drawing inferences. 

 

Cluster Analysis 

Since a subpart of the master thesis was to conduct various survey questionnaires, it was essential 

to perform cluster analyses in order to cluster respondents in subsets based on the similarity of 

responses on multiple variables. The advantage with conducting cluster analyses is the possibility 

to discover groups of patterns, points or objects using different cluster algorithms (Jain, 2010). 

This method is highly useful when one wish to analyze large volume of raw data that is difficult to 

interpret, or when the data hold relations that are not readily apparent. The chosen clustering 

algorithm was ‘K-means cluster analysis’ due to the simplicity of implementing it and interpreting 

the results (Kanungo, 2002).  
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Descriptive Analysis 

As the study processed large data sets with various measures in different contexts, descriptive 

analysis was used to present quantitative descriptions in a manageable form. It also reduces data 

into a simpler summary. The important statistical measures used in the study to present the raw 

data in a more sensible way are: (1) measure of central tendency, (2) measure of dispersion, and (3) 

the distribution. The key merit with descriptive analysis is the possibility to identify indices from 

the raw data (Kothari, 2004). 

   

Correlation Analysis 

A vital step after each performed survey was to inspect if relationships could be found between 

two and/or more variables from the data. Since the collected data was ordinal data with ranks given 

(rating scales) to different values of the variables, and came from a bivariate population, Charles 

Spearman’s rank correlation was decided to be the most appropriate technique to employ (Kohri, 

2003). The reason for this decision was to determine the extent to which two rankings in a 

questionnaire could be related or not. The advantage with using Charles Spearman’s rank 

correlation is that it is a nonparametric technique, meaning that it is unaffected by the distribution 

of the population. Furthermore, it is also insensitive to outliers since it operates on the ranks of 

data, and is easy to apply (Gauthier, 2001). 

 

Internal Consistency (Cronbach's alpha) 

To ensure effectiveness of the survey questionnaires, it was of importance to evaluate the reliability 

and validity of the data collected to explore the interrelatedness of the variables used. Therefore, 

the Cronbach’s Alpha was calculated to provide a measure of internal consistency as well as 

indicating how closely related a set of items are as a group.  In addition, the Alpha also show the 

amount of measurement error in the questionnaire. The advantage with using Cronbach’s alpha, in 

comparison with other estimates, is the simplicity of calculating it and the need of only having one 

test administration (Dennick & Tavakol, 2011). For questionnaires consisting of more than one 

concept or construct, the Alpha was calculated for each case. Since professionals/researchers use 

an alpha value of 0.7 or higher as a rule of thumb for the questionnaire to be useful, the study 

embraced a similar value for Cronbach’s Alpha to allow the questionnaire to be used in the survey.  
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3.6 Validity and Reliability 

This chapters discussed the validity and reliability of the master thesis.  

 

Research Design 

As the study embraced a newly developed research methodology to reach the desired research 

objectives, the feasibility and validity of the methodology should be challenged. Although the study 

succeeded in establishing several intriguing findings, the methodology should be used in other 

research to test its effectiveness and use.  

 
Market Research (Customer) 
The result can and should be questioned as the data, in which the study was based on, is solely 

provided by customers living in the Stockholm area. A significant part of the marketing research 

was also carried out at shopping malls, which means that the data may not be entirely accurate as 

the absence of the online customers may have skewed the result towards the physical shoppers. In 

light of this, the result cannot with certainty be applicable for all shoppers or shoppers in other 

regions, but may offer broad insights that can be generalized. However, the extent of such an 

interpretation is at one’s own discretion.  

 

The considerable small sample size of the different customer data accumulation phases may also 

have generated distorted results as it is probable that a larger sample size may have provided a 

different outcome. On the other hand, as the study did obtain saturation from the data collected, 

it could be argued that it would be redundant to continue collection data.  

  

Market Research (Experts) 

As a majority of the interviewed experts from phase three are from the industrial world, the result 

could potentially be skewed towards a corporate viewpoint rather than an academic. Such an 

unbalanced distribution of experts could however have had a positive effect on the outcome as an 

industrial viewpoint is likely to be more practical and therefore more applicable. That said, it is up 

to oneself to determine to what extent this influenced proceeding efforts.  

 

Another important aspect to take into account is that a majority of the interviewed experts are 

from the consultant world, which means that their perspective about apparel retailing may be 

limited. Working as a consultant often entail having a specific (and perhaps even narrow) 

assignment with a predetermined scope. Once concluded, the consultant moves on to a new 

assignment with a different scope and potentially even for a different industry. Consequently, it is 
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reasonable to assume that some of the interviewed experts does not have a complete outlook on 

the topic. Instead, their opinion is likely to be based on previous experience which may or may not 

have been entirely applicable to the scope of the study. Hence, the accuracy of their contribution 

could be put into question. 

 

Interview Method (Analysis) 

Since it was decided to use an inductive interview method to analyze and interpret the data from, 

the researchers’ qualifications are essential for such an analysis to be carried out accurately. The 

validity of the extracted insights can therefore be put under scrutiny since the researchers have 

limited experience of conducting market research of similar characteristic as this study. The effect 

this could have had on the research is, for example, that latent needs may have been misinterpreted 

or overlooked. It is possible that other researchers could have drawn different conclusions to the 

ones in this study. 

 

Literature Study 

Although it was decided appropriate to exclusively use research that targeted apparel retailing, in 

reality, it turned out to be a strenuous endeavor. The reason was that a significant portion of the 

identified articles targeted retailing in whole and did not focus around a single industry. As a 

consequence, several articles that focused on multiple industries have been used in this study. That 

said, articles with a focus on low-context merchandise has not been used. The reason is to enforce 

the validity of the result as low-context merchandise generally does not need to be physically 

evaluated before a purchase. In addition, articles based on a single industry, outside apparel, has 

not been used either. The reason is that the applicability of such data could not be accurately 

determined. The decision to not use any of the two described sources was to not jeopardize the 

validity of the findings. 

 

Analysis Operations  

As K-means algorithms are sensitive to outliers (Park & Jun, 2009), which is defined as points that 

are distant from the majority of responses, it is possible that existing outliers may have potentially 

skewed or biased any analysis performed on the data set. With this said, the reliability of the analysis 

should be challenged. This highlights the importance of investigating if any outliers exist. 
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Lack of Future Forecasting Experience 

An obstacle that had to be overcome, was the fact that the researchers had no prior experience of 

conducting this kind of research. Although the study consulted external expertise for guidance, the 

study employed a self-developed method that has not been used before (at least to the researcher's 

knowledge). Therefore, its usability and reliability should be questioned. With this said, one should 

be critical to the future predictions and recommendations made in this study. However, the study 

may lay a groundwork for how one can conduct future predictions.  

 

Lack of involvement from fashion companies 

It proved difficult to get individuals from the fashion industry involved in this thesis. The provided 

excuse was often tied to time restraints, or commitments made elsewhere. As such, this study lack 

adequate representation as merely one fashion company was interested in participating. It is 

therefore possible that this study may have missed important insights and perspectives that could 

have had an impact on the result. However, it can be argued that the number of participating 

consultants having first-hand insight in the fashion industry can have diminished the risk this may 

have caused. It is up to the reader to determine if and how this may have skewed the result.  
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RESULTS AND ANALYSIS  
___________________________________________________________________________ 

This section presents the results and analysis from the methods and processes that were used 

throughout the course of the thesis, which includes the outcome from both data collection 

activities and data processing techniques. The results are presented in a chronological order 

that is in line with the different phases of the investigation framework to provide a context that 

was coherent. Moreover, instead of analyzing the result in a separate chapter, it was included 

along with the results to achieve a better flow in reading and to make connected conclusion 

from each stage.  

 

As the presented data can come across as overwhelming to the reader, a summary at the end 

of each section is presented to highlight the most important findings from each study. The 

summary section is also mainly intended for those who are merely concerned about the final 

findings rather than wanting to read the entire analysis.  
 

4.1 Explorative Interview Stage 
Upon analyzing the data collected from the interviews with the nine clerks, a few important insights 

could be extracted that helped set the direction concerning what different shopping aspects that 

could be included in the study. These insights are summarized and listed below: 

 

� It is inconvenient for the customers if the product selection is different across the 

different channels 

� It is important for physical apparel stores to inspire 

� The most recurring customer questions concerns size, fit, price, style, and garment care 

� The customer behavior is different across the sexes 

� The customer experience is important 

� It was made known that some customers display showrooming behavior 

� Many customers use their smartphone to gather shopping related information while in 

the store 

� There is a need to integrate the different channels more so that customers may order 

online in an offline location 
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Although the data accumulation phase was limited with regard to size, the result from the 

exploratory phase displayed intriguing insights which also was in alignment with recent research. 

Throughout the interviews, it was made known that some customers today use brick-and-mortar 

stores for information gathering purposes, while making the actual purchases from a different 

channel or maybe even from a different vendor. This is in agreement with Rapp et al. (2015) and 

Heitz-Spahn (2013) arguments regarding that retailers today are facing new challenges as a result 

of recent alterations in customer behavior. Furthermore, Singh & Swait (2017) and Frasquet et al. 

(2015) supports such a claim but goes one step further by identifying that the contemporary 

customer uses the different channels for purposes that previously not has been observed. A 

statement that coincide with the insights provided by the clerks.  

 

The clerks also disclosed a lack of integration between the different channels. Today’s customer 

wants the option of ordering online in an offline location. In addition, they also displeased when 

the product selection is not consistent across the different channels for a particular brand or 

company. Consequently, today’s retailing environment fails to satisfy the needs of the modern 

customer, which put pressure on firms to reevaluate and renew current business models (Lemon 

& Verhoef, 2016). 

 

It was further stressed that the overall customer experience throughout the customer journey is 

important and is a vital facet to address. This is highlighted by Stein & Ramaseshan (2016) and Roy 

et al., (2017), who postulates that the customer experience is a significant constituent in establishing 

competitive advantage that lasts. As there is a clear indication from Rapp et al., (2015) and Heitz-

Spahn (2013) that today’s customer experience is not in line with contemporary customer needs. 

It is evident that companies need to put their focus on enhancing and understanding the customer 

experience.  

 

The remaining insights that has not been reflected upon (i.e. the topics not highlighted in bold) 

was not brought up explicitly in the selected theory but will be used in the subsequent chapters as 

components to predict the behavior of the future customer, as well as a footing to select 

appropriate technology with regard to the stated research questions. 
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Conclusion - Explorative Stage 

● There is a lack of integration between different channels  

The clerks have noticed a frustration among today’s customers when the production selection is 

not consistent across different channels. 

 

● The use of different channels is still a concern and not fully known 

Although firms have understood the behavior of customers in the different channels to some 

extent, there is still a knowledge gap to understand customers’ behavior throughout their 

customer journey. and further research is needed.  

 

● The customer experience is not aligned with contemporary customer needs 

With the notion of the customer experience being important, there is clearly a need for 

companies to enhance and renew the customer experience to accommodate the needs and 

desires of the customer.  

 

4.2 Segmentation 

From the performed pilot study, a total of 115 items were collected. Three items were disqualified 

due to incomplete answers or failing to be within the scope of the project with regard to the 

delimitations of brand preference. An internal reliability analysis of the remaining 112 items 

returned a Cronbach’s alpha of !	= 0.513, indicating an inadequate internal consistency. The poor 

alpha is arguably a result of poor item inter-relatedness, and the use of dichotomous choices as it 

fails to take into account varying degree of attitudes. Tavakol and Dennick (2011) and Brace (2008) 

confirms that the reasons mentioned above have the possibility to have an effect on the alpha 

value. Considering the outcome of the pilot study, it was evident that the pilot questionnaire was 

too poorly designed to lay the groundwork for a segmentation, which inevitably required an 

additional inquiry with a revised version of the questionnaire. The age of participants ranged from 

14 to 75 years, with a mean value of & = 35. With the revised questionnaire, the secondary inquiry 

accumulated a total of 130 items. 10 items were disqualified on to the same premise as the excluded 

items from the pilot study. The internal reliability analysis of the remaining 112 items returned a 

Cronbach’s alpha of	! = 0.69, which is an adequate level of inter-item reliability.  
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The descriptive statistics of the different variables are displayed in Table 4. The variables ‘AV’ 

represent the different attitudinal variables used in the questionnaire. The different rating scales for 

the different variables can be found in either the investigation framework section or in the 

questionnaires.  

 

 

 

 

 

 

The key observation from the descriptive analysis was made from the central tendency (ranging 

from 1-5) result of the different attitudinal variables. The majority of the participants was found to 

be willing to engage with new technology (3=3.88), as well as being positive to companies who 

implements new technology to enhance the overall customer experience (3=3.57). Also, the 

participants tended to be slightly more loyal to companies that offered a seamless experience 

(3=3.73) than to a specific store or brand (3=3.16). Although Heitz-Spahn (2013) argues that 

customers are becoming highly disloyal to companies, the result corroborate a dispersion among 

customers whether they are loyal or not. This may indicate that customers are still loyal to some 

extent, but it is evident that the result contradicts past findings and further research is needed to 

explain this phenomenon. The result is in agreement with KPMG (2017), that the delivering of a 

personalized customer experience through technology does have a positive impact on loyalty and 

will ultimately be more important than the loyalty to specific firms or brand. Lastly, the participants 

showed a variation in their answers whether or not they felt comfortable with companies collecting 

their personal data (3=3.18).  

 

Spearman’s correlation analysis was performed to identify the strength and direction (negative or 

positive) of the relationship between two variables, denoted 3. From the analysis, the p-value was 

also identified to determine whether there is sufficient evidence to say that a relationship exist 

between two variables so that the null hypothesis may be rejected. The correlation matrix for the 

120 items can be found in table 5. If a correlation coefficient, 3, of less than 0.2 was obtained, the 

value was replaced with a zero as the the correlation is considered to be negligible (Mukaka, 2012).  

 

Table 4. The descriptive statistics of the different variables used in the questionnaire. 



 47 

 

From the result, it was found that gender was not statistically significant with any other variable 

since a large p-value (>.05) was obtained. Additionally, the sample correlation coefficient, r, 

between gender and the other variables suggested a negligible association. The study, therefore, 

assumed that the null hypothesis is still true, and gender was determined to be disregarded as a 

factor. The result shows rather controversial findings since it contradicts past findings from 

researches who postulate that gender is highly associated with several aspects in the landscape of 

apparel retail. On the other hand, the revelation that different genders do not differ in their attitudes 

towards new technology, and their loyalty towards companies can insinuate that companies do not 

need to target genders but rather on other factors. 

 

Furthermore, it was found that age was negatively correlated with the following: technology 

engagement, (AV2) r   = -.379, p < .05, companies implementing new technologies (AV3) r = -

.239, p < .05, and data accumulation (AV1) r = -0.288, p < .05. Since a small p-value was obtained 

as well as a low negative correlation coefficient for all cases, the null hypothesis was rejected, and 

instead the alternative hypothesis was accepted. The result clearly indicated that there is a 

distinction between different generations and their willingness to engage with new technology and 

acceptance of personal data accumulation. This result is in agreement with Lissista & Kol’s (2016) 

findings that there are differences between generations and their view about new technologies. 

Furthermore, the result is also in alignment with Nikolaos (2017), who argues that age is strongly 

correlated with limited willingness to engage with technology. From the result, it is safe to assume 

that that different generations will react differently to the implementation of technology. Due to 

the negative direction for the different correlation coefficients, it is evident that the older 

generations is more resistant to adapt to this shift.  

 

Table 5. Correlation matrix. 
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Lastly, it was found that the relationship between loyalty and age was not statistically significant 

since a large p-value (>.05) was obtained. Additionally, the sample correlation coefficient between 

age and loyalty suggest a negligible correlation. The study, therefore, assumed that the null 

hypothesis is still true and state that no relationship exists. 

 

From the correlation analysis and hypothesis testing, several decisions were made before 

performing the K-mean cluster analysis. Since gender and loyalty were of low statistical 

significance, they were excluded as variables in the cluster analysis. Instead, the study set out to 

solely find a homogeneous response between age and attitude towards technology as there 

seemingly existed a connection. The first step of the K-means clustering was to find 5 clusters by 

letting SPSS iteratively keep assigning cases to the closest cluster and recompute the cluster centers 

until no cluster center changed appreciably or the maximum of iterations did not exceed ten. It was 

found that the optimal number of clusters was three. To give the reader a visual representation of 

the values in each cluster, the bar chart below (see Figure 10) depicts the characteristics of each 

cluster depending on the variables. The number of items assigned to each cluster was: cluster 1 = 

56, cluster 2 = 44, cluster 3 = 20, with an age range of 14-37, 38-59, 60-75 respectively.  

 

 

From the K-mean cluster analysis, it was found that the participant belonging to Gen Z and Gen 

Y, which comprises the age range of 14-37, had an overall better attitude towards technology and 

personal data accumulation than their older counterparts. This highlights the fact that Gen Y and 

Gen Z share common characteristics, which has already been brought to light by Wood (2013). 

Figure 10. Each cluster with their characteristics based on the variables. 
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The result further shows that cluster one is more positively predisposed towards companies 

implementing new technology to enhance the shopping experience and bring aspects of 

entertainment to the shopping. This claim is supported by Ofrit & Sabina (2016), but they extend 

the argument by postulating that shopping is not considered a simple act of purchasing, but rather 

as a new entertainment. Furthermore, the result is also in alignment with Cullen’s (2016) argument 

that they find great value with new technology being implemented in retail stores as they desire to 

have an easier shopping experience. Even though the cluster analysis does not encompass a 

thorough analysis why the participants in cluster one were more positive, it is safe to assume that 

retailers would most likely benefit from introducing new technologies in retail stores to engage 

with Gen Y and Gen Z. It could also be argued, together with the findings from Nikolaos (2017), 

that smart technologies could assist customers when shopping and give appropriate 

recommendations in line with each individual’s preference. The result also provide evidence that 

companies can use the technology acceptance among Gen Z and Gen Y to exploit new business 

possibilities and create additional customer value. However, as Pantano and Viassone (2014) 

argues, it is vital that companies focus on technology innovations that aligns with customer needs 

to provide an enhanced customer experience. This area subsequently requires further research to 

truly understand the customers. 

 

As mentioned, cluster two and three, which comprises Gen X and Baby Boomers respectively, 

show lower tendencies to interact with new technology than cluster one. This result confirms both 

expectations and researches past findings. Especially, McKay et al., (2010) who also came to the 

same conclusion on their findings; that the older generation is less interested in adopting new 

technology and that there clearly is a lack of technology acceptance. Also, there seems to exist 

technology skepticism among the participants. The reason that the older generations is less 

interested in getting involved with technology is still not entirely clear and researchers have 

different explanations. One plausible reason for these characteristics, which is highlighted by 

Hanson (2010), is that the time that it takes to get acquainted with technology far exceeds the actual 

value that they perceive getting in return. Furthermore, Hanson (2010), also states that current or 

upcoming technologies serve no useful purpose to them and does not fulfill a need in their lives. 

This statement can be put into questions since they do not cover any specific technologies. If 

companies align technology with customer needs, as Pantano and Viassone (2014) argues, and 

fulfill specific needs with minimum interaction time, it might establish an incentive for older people 

to adapt to new technologies.  
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As the study sought to find a target group with an overall positive attitude towards technology, the 

result obtained subsequently led to decision of targeting mainly the age range of the participant 

belonging to cluster one, i.e. Gen Z and Gen Y.  

 

Conclusion - Segmentation 

● Providing a seamless experience can achieve loyal customers 

Although it has been shown from research that customers have become highly disloyal to 

companies, it was noted that customer stressed that they were more likely to be loyal to companies 

who offered a seamless customer experience.  

 

● Gender has a negligible correlation with both loyalty and technology engagement 

Findings indicate that gender is not a significant factor for companies when wanting to either 

achieve loyalty or introduce new technology. 

 

● Age is associated with the willingness to engage with technology  

It was shown that age was negatively correlated with the different attitudinal technology variables, 

which demonstrated that the younger generation was more willing to engage with technology than 

their older counterparts. This finding is further in agreement with claims from various researchers.  

 

4.3 Today’s Customer Journey Mapping 

The results obtained from the conducted questionnaire survey that was set out to map the most 

commonly customer journey is presented below. The result is presented accordingly to the two 

different questionnaires used, i.e. the main and complementary questionnaire. 

 

Main Questionnaire 

From the questionnaire survey, a total of 109 items were collected. 12 items were disqualified due 

to incomplete answers or failing to be within the targeted segment. The results obtained from the 

survey is presented below in each of the different phases to present drivers and motivators, 

behavior, and factors driving the purchase decision and channel choice. Please note that the sum 

in several figures can be more than 100% as the participants were allowed to fill in more than one 

alternative.  
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The need and/or recognition phase 

When comparing the impact of online versus offline touchpoints in creating the initial trigger 

moment, it was found that the majority of the customers cited offline channel as the source of 

initial awareness (see Figure 11). Physical shops were the most common source of initial awareness, 

cited by 50% of customers. At the same time, online shops were the second most common source 

of awareness (32%). Apart from the most commonly used channels, it was surprising to find that 

less than 18 percent of all participant stated that they used alternative channels. The result obtained 

is somewhat in agreement with KPMG (2017), who likewise conducted a profound study that 

revealed that both online and physical shops are effective in creating customers awareness. 

Additionally, in the study it was also discovered that customers’ initial awareness with products are 

heavily distributed across all channels, which opposes the findings from the questionnaire survey. 

Although both contradictions and similarities surfaced from the different studies, the variance can 

arguably be explained by the fact that KPMG’s study considered products from the entire retail 

industry, rather than only apparel. Also, KPMG (2017) included a much larger data set and target 

dissimilar demographic factors. 

 

As most research studies covers the whole retail landscape, rather than a specific industry, it leaves 

room for this study to reveal new discoveries concerning apparel retailing. Therefore, this study 

could lay a basis for understanding the younger customer in the digital era. From the two studies, 

it is apparent that further research is needed to explore how channel choice and shopping behavior 

vary in different retail industries. 

 

 

Figure 11. The different channel where customers interacted with the product. 
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The information search and evaluation phase 

During the information search phase, the importance of both offline and online channels 

continued to prevail. The top two channels used for information research was online shops (cited 

by 54% of respondents) and physical shops (44%) (see Figure 12). Additionally, findings show that 

several other channels at this stage were of significance. 17 percent of customers said that they 

used their mobile to search for information while ten percent did not search for information before 

conducting their purchase. There was also a small percentage of participants that consulted with 

friends or family. Furthermore, it was found that 34 percent of the participants used at least two 

channels when comparing and evaluating products.  

 

 

 

 

 

 

 

 

 

 

Even if Gen Y and Gen Z are considered to be educated with a high online presence (Citrin et al., 

2003), results from both the awareness and information phase show that they still prefer to visit 

brick-and-mortar stores for evaluation and initial awareness purposes. This claim is in alignment 

with Accenture (2013), who’s study came to the same conclusion. A plausible explanation for this 

behavior, which is highlighted by both Citrin et al., (2003) and Accenture (2013), might derive from 

the fact that customers still consider clothes as high-context merchandise that need to be physically 

evaluated as a part of their decision-making process. While Singh & Swait (2017) proclaims that 

the apparel industry has experienced difficulties in terms of decline of in-store customers, it is 

evident from the results that physical stores are and will possibly continue to be highly valued by 

customers. Although it might be comforting to know that customers still use physical stores, 

retailers need to continually reinvent the customer store experience to accommodate altering 

customer needs in order for stores to remain relevant (Sands et al., 2016; Lemon & Verhoef, 2016; 

Johnston & Kong, 2011). 

  

Figure 12. The different channels used by the customers when evaluating and searching for products. 
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When customers used different channels to evaluate and gather information, it was shown that 

price and quality were the factors that drove their most recent purchase (see Figure 13). This claim 

is partly supported by Sandrine (2013), who also highlights that price is an important aspect. On 

the contrary, the findings are partly in contradiction with Reisenwitz and Iyer (2009), who claims 

that price is not the most essential attribute to achieve satisfaction but do emphasize that quality is 

more important.  

 

Although Montgomery & James (2017) argues that providing sustainable clothes and solutions is 

a prerequisite to accommodate customers wishes to make environmental choices, it was interesting 

to observe that sustainability is not as big of a factor as anticipated. With the apprehension that 

price is the main factor driving purchase decisions, along with the knowledge of ethical and 

sustainable products constitutes higher prices, it could be argued that the price sensitivity of 

customers create barriers for paying a premium price for sustainable clothes. 

 

 

 

 

 

  

 

 

 

 

 

The actual purchase phase 

During the actual purchase stage, the result from the survey continued to show the prominent 

importance of the physical shop. It was the most common channel (64%) respondents used to 

complete their customer journey. Furthermore, a total of 33% cited that the online shop was their 

preferred channel while only three percent of the respondents completed their purchase in e-

commerce (Figure 14).   

 

Figure 13. Factors that customers considered to be important when evaluating products. 
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Although the findings from the customer journey point towards the same conclusions as Rapp et 

al., (2015) and Heitz-Spahn (2013) made regarding customers using physical stores for information-

gathering purposes, it does not support their claim concerning customers using other channels 

than physical stores for the actual purchase. Instead, findings demonstrate that customers are 

predisposed to complete their purchase in offline stores. A likely reason for this contradiction can 

be linked to the analysis made previously regarding the fact that millennials still prefer to visit 

physical shops, and therefore, it can be a matter of convenience to buy the clothes when already in 

store and avoiding unnecessary deliveries.  

 

Customers exhibited signs of little involvement with m-commerce. Despite both KPMG (2017) 

and Wang et al., (2015) stated that m-commerce has grown significantly in recent years, makes it 

indeed a noteworthy finding. Since there exist no real indicators why this is the case, the actual 

reason is up for debate. With the notion of e-commerce is fairly new, along with the statement by 

Hossain’s (2017) that both the online and offline channel is experiencing difficulties as they need 

to provide a seamless experience, companies have yet to understand how e-commerce should be 

integrated and aligned with customer needs (Pantano and Viassone, 2014). Another aspect, also 

highlighted by Lewis et al., (2014), might stem from companies having problem in integrating the 

mobile channel as they often operate with outdated IT infrastructure.  

  

The significance as well as magnitude of the factors motivating customers to either visit and 

complete their customer journey in an offline or online channel is presented below (Figure 15). 

Respondents who completed their customer journey in an offline channel felt a strong need to be 

able to try, feel and see the product (57%). Customers also felt that comparing products in reality 

Figure 14. The different channels where customers completed their purchase. 
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was a key driver. Customers that preferred shopping online stated that the top reasons were to save 

time, ability to shop around the clock, and convenience (Figure 15). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

These findings confirm the initial assumptions, as well as supports the claim of both Accenture 

(2013) and Citrin et al., (2003), that customers tend to turn to the physical shop as they find a need 

to evaluate the products before completing the purchase. Furthermore, the most important factor 

is indeed the ability to try the garment on, which gives an indicator that the customers are highly 

concerned regarding the exact fit of the garment. This further supports expectation that customers 

consider clothes as high-context merchandise.  

 

However, apart from the anticipated result, it was also found that the shopping experience was of 

minor importance (only cited by 6% of the respondents). Although researchers (Cullen, 2018; 

KPMG, 2017; Ofrit & Sabina, 2016; Schlossberg, 2016) have made rigorous, albeit bold claims that 

the customers have begun to value the experience considerably more than the actual product, the 

study’s findings surprisingly contradict such a trajectory. Based on the study’ findings, a possible 

explanation to the contradiction can stem from customers in the lower segments are to a larger 

extent more concerned about fit and price of the product and does not necessarily desire an 

Offline 

Figure 15. Factors motivating customers to complete their purchase in either offline or online channel. 

Online 
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experience. Though, if the study would have targeted the high-end class, it is conceivable that a 

different result would have been obtained. Moreover, as experience is arguably a highly abstract 

concept, another possible explanation is that the respondents interpreted “experience” differently 

as it was not adequately defined. All the fuss that exists around researchers postulating that 

companies need to provide an enhanced customer experiences might be considered as a hype that 

does not necessarily tell the whole story regarding what customers truly want or need. Inevitable, 

nothing is for certain and further research is needed to conclude why these contradictions occurred 

in the first place.  

 

However, not much can be said for the factors driving customers to visit and complete the 

customer journey online as they were perceived to have equal importance. Although there was no 

factor that significantly protruded over other factors, it indicates that online customers are difficult 

to distinguish as they all gave a homogenous response regarding key factors. Also, it is evident that 

customers are influenced by countless of factors, which is supported by KPMG (2017).  

 

Complementary Questionnaire 

From the complementary questionnaire survey, a total of 152 items were collected. 28 items were 

disqualified due to incomplete answers or failing to be within the targeted segment. As each 

question, separated from the rest, measured different concepts, Cronbach's Alpha was not needed 

and, therefore, not calculated. The results from the descriptive analysis is presented below in Table 

6. The frequency table of each variable and its distribution of responses can be found in appendix 

I.  

 

  

 

 

 

 

 

 

Several interesting observations were made from the obtained result. It was found that 48% of the 

respondents rarely searched for information after the need or/and recognition phase. 25% stated 

that they occasionally searched for information and 27% of respondents stated that they often 

searched for information. This evidently shows that only a small proportion of the respondents 

Table 6. Descriptive analysis of the different variables used in the complementary questionnaire. 
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enter the information search phase. This is directly in contradiction with Accenture’s (2013) 

findings who observed that shoppers are keen to search for information with the help of online 

channels. Furthermore, since Montgomery & James (2017) discusses that shoppers are highly 

concerned to make good investments to society and the environment, the information search phase 

should arguably have a much higher importance than what is observed from the result. Despite of 

this, it is necessary to investigate why people were inclined to skip the second step in the customer 

journey before any conclusion can be drawn.   

 

Even if it was found that the information search phase was of minor importance to the majority 

of respondents, it was found that the evaluation and comparison phase was of major significance. 

A total of 48% stated that they often evaluate or compare different products before purchase, 33% 

stated that they occasionally evaluate products, and only 19% stated that they rarely evaluate 

products. This could indicate that the respondents are highly concerned to make the best possible 

choice. With this in mind, it might be a strategic move to implement technologies that could assist 

customers when shopping to help them evaluate and make even better choices by proposing 

appropriate offerings that are of personal nature. This is also suggested by Nikolaos (2017) who 

found that customers request smart technologies.  

 

Further findings show that there was a divergence in responses whether or not respondents used 

their mobile phone during the evaluation and comparison phase. 40% stated that they rarely used 

their mobile phone, 40% stated that they often use their mobile phone, and 20% used it 

occasionally. This result supports Wang et al., (2015) and KPMG’s (2017) findings that the m-

commerce has grown significantly and is an important channel from the customers’ perspective. 

However, these findings contradict the findings previously established from the first questionnaire 

which indicated that the m-commerce was of minor importance in the actual purchase phase. As 

the two different survey questionnaires obtained conflicting results, the reliability of the findings 

should be called into questions and further research is needed to explain the chains of events.  

 

Lastly, the result showed that 48% of the respondents perceived the customer experience to be of 

importance, 21% did not find the customer experience to be important, and 31% were neutral to 

it. The apparent significance of the customer experience among the respondent is according to 

expectations and is further in alignment with Stein & Ramaseshan (2016) and Roy (2017), but 

further claims that the customer experience is a fundamental factor in establishing competitive 

advantage. However, it should be noted the findings are in direct conflict with the result from the 
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first questionnaire, which found that the respondents did not consider customer experience to be 

a driving factor when shopping in an offline channel. A likely explanation for this finding has 

already been discussed previously. Nevertheless, the reliability of the two questionnaires should yet 

again be put into questions as they obtained two different results that oppose each other.  

 

Final mapping of the customer journey 

After having analyzed the answers from the inquiry, a mapping process was completed to 

demonstrate how customers resorted to different channels to complete their customer journey. As 

a result, it was found that two eminent customer journeys exist, which is visualized in Figure 16. 

As seen from customer journey one, people that first came in touch with the product online tended 

also to use the online shop when migrating through the remaining phases of the customer journey. 

Based on the accumulated data, the most significant reasons for this behavior is because the 

respondents felt that the online channel made them save time, offered convenience, and provided 

them with a wide array of clothes. As for customer journey two, the respondents displayed a similar 

behavior as to those in customer journey one; they tended to complete their purchase in the same 

channel where they first interacted with the product. However, after the need and recognition 

phase, several respondents stated that they searched for information and evaluated the product in 

an online channel, rather than solely the physical store. Respondents voiced that the reasons for 

resorting to physical stores was the ability and desire to see, try, and feel the product in reality. 

 

Figure 16. A visual representation of the two eminent customer journeys. 
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The average time it took for each individual to go from the initial awareness phase to the actual 

purchase phase is presented in Figure 17 below. It was found that the majority of the respondents 

were impulsive buyers, i.e. buying the product the same day as they first saw the garment. This 

result is in alignment with KPMG’s (2017) study that also show that the majority of purchases are 

conducted within one day or less than one week. Even if the reason why is not established, it could 

arguably be due to the access to different channels and touchpoints where customers can gather 

information and insights in matter of minutes which subsequently lead to quick decisions.   

 

 

 

 

 

 

 

 

 

 

The outcome of the mapping process resulted in several intriguing findings, in which both 

contradictions and concurrences with theory ensued. Despite Sands et al., (2016) proclamations 

that the customer journey has become considerably more complex to understand due to the 

advancements in technology, the mapping process managed in unveiling that two specific customer 

journey patterns prevailed. However, since the study focused on tracking shoppers’ individual 

progression and factors that motivated channel choice across the different phases, the knowledge 

of how customers behave within each phase remains unknown. With this said, it would be highly 

strategic and advantageous to use appropriate technologies, as Bradlow et al, (2017) mentioned, to 

monitor customers in different phases to fully understand the customer journey and ultimately use 

the data to enhance the overall customer experience (Anderl et al., 2016; Pantano & Viassone, 

2014; Stein & Ramaseshan, 2016) and accommodate the needs of the customers (Lemon & 

Verhoef, 2016). 

 

It was further shown that customers use different channels for different purposes, which is 

supported by Singh & Swait, (2017) and Frasquet et al., (2015) findings, but takes the argument 

further and state that customers use channels in various combinations and orders. This statement 

is partly in alignment with the study’s findings, as custmers belonging to customer journey one 

Figure 17. The average time it took for a customer to complete the customer journey. 
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displayed a similar behavior, using both physical and online shops to complete their purchase. This 

behavior is, however, not visible for the customers beginning their customer journey in an online 

shop, as they displayed a more traditional linear purchase progression. Although several researchers 

(KPMG, 2017; Singh & Swait, 2017; Frasquet et al., 2015) stresses that customers are influenced 

by countless of touch points and interact with multiple channels throughout their customer 

journey, results show that customers still exhibit linear journey progressions. This conflict in 

findings might indicate, although the importance of multi-channel is conspicuous, that there are 

still shoppers that value using the same channel throughout their entire customer journey. Since 

there clearly exists inconsistencies in findings, it is possible to argue that the customer journey truly 

is obscure in nature. There is no doubt that understanding the customer journey has become 

imperative in order to manage the shifting behavior of customers (Julia Wolny, 2014).  

 

Conclusion - Today’s Customer Journey Mapping 

● The physical shop is still the most important channel for both Gen Z and Gen Y 

Gen Y and Gen Z prefers to visit brick-and-mortar stores throughout the different customer 

journey phases because they felt a need to try, see, and feel the product in real life as they consider 

clothes as high-context merchandize. 

 

● Price and quality were key attributes 

When evaluating and searching for information, the key factors driving purchase decision almost 

exclusively depended on the price and the quality of the product.  

 

● It was found that the customer experience was of minor importance 

Although researchers have shed light on the customer experience to be of utmost importance, 

the results from the study show the opposite. This contradiction is, however, not fully 

understood and further research is needed to explain the conflict.  

 

● The anticipated use in m-commerce was proven to be non-existent 

It was found that the impact of m-commerce was of minor importance as a tool for completing 

the purchase. Instead the customers preferred and relied heavily on online and offline shops. 
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● The first and last phase was most often completed in the same channel 

From the two most recurring customer journeys, it was found that customers tend to complete 

their purchase in the same channel where they first interacted with the product. 

 

● Most of the customers were impulsive buyers 

The average time it took for a customer to complete their customer journey and ultimately make 

a purchase was found to be between 1-2 days.  

 

● Customers still display a traditional linear purchase progression 

Even if it is proclaimed that customers are displaying a multi-channel behavior, it was found that 

customers beginning their customer journey in the online shop exhibited a linear purchase 

progression as they were inclined to save time and compare products swiftly. 

 

 

4.4 Future Predictions 

The results obtained from the future prediction phase is presented below. The result is presented 

accordingly to the three different components that was needed to make future predictions: experts 

and researchers, future prediction with customers, and existing retail trends.  

 

4.4.1 Experts and Researchers 

This section highlights the insights extracted from the 17 conducted interviews, and the result has 

been divided into two subsections: Today’s Customer and Customer of The Future. 

 

Today’s Customer 

Pre-purchase information search and store expectations 

Respondents [7, 11, 13] described a similar view on today’s retailing landscape in which customers 

are increasingly informed about a company’s product selection before entering a retail location. 

The friction in this case, as explained by the experts, occurs whenever clerks are unable to provide 

additional information about the products, which ultimately leads to disappointment as customers 

expect clerks to be highly educated about the products which they are selling. Though, with 

hundreds of products, which often are the case with apparel retailers, it is quite reasonable to not 

know every detail about every single product. That said, as stated by [13], the role of the store is 

threatened today since it fails to meet the expectations of its customers. This is not a viable situation 
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for apparel retailers since previous research has shown the importance of a satisfactory customer 

experience in order to establish competitiveness (Stein & Ramaseshan, 2016; Roy et al., 2017).  

 

Behavior 

In contrast to what is stated in two recent studies by Prisporas et al. (2017) and Vrontis et al. (2016) 

regarding that customer behavior is expected to develop along technology, respondent [5, 8] claims 

that human behavior does not change - it merely adapts to new circumstances, i.e. technology is 

just a means to achieve the same objectives with a different approach. However, as technology 

acceptance differs significantly between the different generations (Lissitsa & Kol, 2016), it is still 

important to understand how different generations conduct their apparel purchases to target them 

efficiently. As stated by [15], “Younger generations are more inclined to involve their smartphones 

in their customer journey”. With this knowledge, retailers can leverage this additional channel with 

appropriate means to enhance, or simplify, the customer journey. An additional opportunity to 

influence exist in the younger generations social media habits (Sands et al., 2016).  

 

What they want  

According to expert [8, 11], customers strive for more convenience and simplicity with regard to 

the perceived experience as they purchase apparel. A statement that is supported by Sandrine 

(2013), who claims that convenience is one of the three most important elements to consider for 

retailers to satisfy its customers. In light of this, it is arguably that customers want a frictionless, 

personalized shopping experience. An insight that aligns with expert [15, 16] opinion regarding 

how apparel retailers can appeal to their customers. Additionally, on the note of personalization, 

these experts, along with [8], emphasize the importance and value of recommending pieces of 

clothing that aligns with one’s purchase history and preferences. This also include suggestions for 

complementary purchases. As expressed by [8], "Maybe you want to add matching socks to those 

dress pants?" These findings validate previous research (Yarrow & O’Donnell, 2009; KPMG, 2017; 

Cullen, 2018) concerning the gap between what the customers want, and what retailers currently 

provide. Consequently, there is evidently a lack of compatibility in the retailing landscape, and such 

a discrepancy is unlikely to sustain if physical retailers are not to become obsolete. Expert [8, 11, 

13, 15] continues along the same line, but asserts that retailers need to offer a unique experience, 

to provide an authentic in-store feeling, and simultaneously offer inspiration for new styles. This is 

in agreement with Schlossberg (2016) and Sullivan et al. (2012) remarks regarding that the younger 

generation have higher demands today. It is therefore reasonable to conclude that those who 

manages to meet this need of convenience and personalization will benefit greatly. 
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On the note of convenience, recent research about the younger generations expectations with 

regard to having a frictionless customer journey (Cullen, 2018), respondent [16], although sharing 

the same opinion, offered an insight concerning the particularly delicate nature of the payment 

stage. [16] adds to this by stating that this is a consequence of customers decreasingly short 

patience, and that “If the customer experience a friction in payment stage, you lose the customer”. 

In addition, [9, 10] shares a similar opinion and highlights the probable development of customers’ 

decreasing patience of standing in line. Taking this into account, along with relevant research who 

stresses the importance of managing the customers store experience (Lemon & Verhoef, 2016; 

Johnston & Kong, 2011), retailers are in need of closing this gap. As future advancements in 

technology may facilitate contactless payment, standing in line for the registers may prove 

improbable for the future customer. 

 

One last remark, brought up by [14], in compliance with Sands et al. (2016), is the increasing use 

of social media and its involvement in the evaluation phase of a garment. [14] perception is that 

customer will increasingly turn to various social media to read reviews, get inspired, and also to get 

the opinion of others. There is therefore an opportunity for retailers to integrate social media in 

the different retail channels to facilitate an easier approach to involve one’s friends and followers 

in the exploration and evaluation phase. 

 

The need for integrating the different channels 

Although previous research has emphasized the need to integrate the different channels to provide 

a seamless experience (Hossain et al., 2017; Accenture, 2013), although in agreement, expert [5, 8, 

11, 12, 15] proclaim that the different channel is still not consolidated with one another. As stated 

by [11], “Although being added to the online shopping cart, once at the store, you have to start all 

over again.” This clearly indicate that retailers today are unable to capitalize on previous actions. 

Moreover, [8] expresses a desire for customers to be engaged in a similar way, regardless of channel. 

[8] continues by stating that “In the future, there will only be one channel and that is the customer”. 

Retailers are therefore in need of reinventing the customer experience according to what the 

customers will require of future retailers. What will facilitate this in the future, according to [15], is 

emerging technology that can link the different channels in an appropriate fashion. An assertion 

that is reinforced by recent studies (Hoffman & Novak, 2015; Wünderlich et al., 2013; Renko & 

Druzijanic, 2014; Blazquez, 2014). However, there was an inconsistency from the experts regarding 

the need to provide a similar experience, regardless of channel. As stated by [13], “I believe the 

customers want to use different channels for different purposes”. The reason, as spoken by [13], 
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is that all channels have different strengths and it would therefore be a misconception to let all 

channels have the same purpose and customer-driven expectations. Although separated from the 

other opinions, research has indeed shown that shoppers resort to different channels for different 

purposes (Singh & Swait, 2017; Frasquet et al., 2015). However, as this neither validate nor discredit 

[13] perspective, more research is needed to settle the matter. 

 

Experts and Researchers - Today’s customer 

● Customers are educated and expects more from store clerks 

Customers today are increasingly informed about products they are interested in buying before 

entering a physical store. The sales representative is in many cases unable to provide additional 

information, which leads to customer disappointment. 

 

● Customers wants convenience and personalization 

The customer experience today is not in alignment with their actual needs. They want a personal 

experience where they can be inspired and also receive relevant suggestions of future purchases 

with regard to their own preferences and purchase history. They also want a frictionless payment. 

 

● From multi-channel to one-channel 

It causes friction for customers when actions in one channel are not transferred to another as 

they do not want to start the journey anew. They also want the same experience, regardless of 

channel. Hence, the future will entail having one channel - the customer. 

 

 

The Future Customer 

The uncertainty aspect 

Nearly all interviewed experts issued a warning concerning the uncertainty aspect when trying to 

anticipate future technological, societal, or behavior trends with regard to the retailing landscape 

for apparel. Expert [12] repeatedly emphasized such dependencies, especially with regard to 

technological advancements. A similar view was also presented by [10], who also explicitly 

highlighted the importance of being aware of Gartner’s hype curve (Linden & Fenn, 2003), i.e. 

technology acceptance and decline curve. With regard to this curve, [10] emphasized that not all 

technologies, although hyped, is not likely to reach a wide acceptance past the hype. An important 

insight with regard to the technological influence on the retailing landscape, as any prediction will 

seemingly be characterized by loose speculations and wishful thinking to a certain degree. Such 
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unpredictability is presumably the product of the intertwined relationship between technological 

advancements and customer expectations in retail settings (Zhitomirsky-Geffet & Blau, 2016; 

Prisporas et al., 2017; Vrontis et al., 2016), ultimately leading to a highly dynamic retail 

environment. 

 

Informational transparency 

Expert [8, 12, 13, 14, 15, 16] asserted that the future customers will expect true transparency from 

future retailers regarding corporate responsibility and product traceability. A prediction that 

coincide with previous studies about the younger generation predisposition towards wanting a 

greener, more sustainable society (Reisenwitz and Iyer, 2009). Such a prospect will put companies 

in an adversity as it compels companies to review their business operations, and subsequently make 

changes wherever necessary to provide the desired level of transparency. However, although 

challenging, a study by Montgomery & James (2017) confirms that such investments is likely to be 

greatly appreciated by the younger generations. [8] believes that companies with a candid business 

model is likely to receive credibility in relation to authenticity - that the company indeed is socially 

and environmentally responsible. Moreover, [13] raised a voice in agreement and withal that having 

a considerable sustainability agenda will be a competitive factor in the future. Consequently, future 

retailers will need to display specifics about a product’s environmental footprint, the origin of the 

different components, and also in what conditions in which the garment was produced. 

 

The retailing landscape 

Expert [8, 13, 16, 17] believes that future retailers will be able to utilize individual purchase history, 

behavior, and preference to be able to provide a personalized, highly relevant shopping experience. 

A prospect that concur with previous studies on customer expectations (KPMG, 2017; Cullen, 

2018; Sandrine, 2013). What is more, [8, 10, 13] expects that the personalized experience also will 

entail appropriate filters that will blur out inessentials for each individual. From these insights, it 

may be concluded that efficiency and convenience will be predominant constituents in future 

retailing. An outlook that is in congruence with Nikolaos’s (2017) observations about what future 

customers will require from retailers. Another request, that has received considerable attention in 

recent studies, is the need for a satisfactory customer experience (Stein & Ramaseshan, 2016; Roy 

et al., 2017; Marell & Biedenbach, 2010; KPMG, 2017; Sullivan et al., 2012). A seemingly important 

aspect of future retailing that expert [7, 8, 14, 15] highlighted explicitly throughout the interviews. 

Although the term is of ambiguous nature, it can be assumed to relate to the perceived shopping 

experience as a whole, i.e. the full experience leading up to a purchase. Future retailers will therefore 
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need to design its customer journey carefully, and combine it with appropriate technology that can 

provide the desired experience. Technology can therefore be seen as a facilitator for increased 

personalization. A statement that is backed up by previous research (Hoffman & Novak, 2015; 

Wünderlich et al., 2013; Renko & Druzijanic, 2014), as well as from interviewed expert [8, 14, 15] 

concerning future technology application in a retail context. 

 

It is however important to recognize that the desired level of personalization requires extensive 

amount of customer data that can be leveraged for enhancing the customer experience (Bradlow 

et al., 2017; Hossain et al., 2017; Anderl et al., 2016; Pantano & Viassone, 2014; Stein & 

Ramaseshan, 2016). The complication that may arise is that data accumulation is a delicate matter, 

and [11] highlighted this issue further by emphasizing that the line between cool and creepy is very 

thin. In addition, [6] raised a concern about the complexity of applying the data in ways that 

generate appropriate value. A key aspect that was brought to light by Pantano and Viassone (2014) 

concerning the importance of pairing technology with actual customers’ needs to bring about a 

favorable outcome. As this is a previously unexplored area, with limited likelihood of anticipating 

customer reactions prior to implementation, retailers are up for a challenge. It is plausible that 

different approaches will have to be tested before an appropriate balance between value-creating 

data accumulation and intrusiveness can be established. 

 

The retailing landscape (Purchase & Services) 

Despite receiving answers with considerable variety, it was apparent that the general theme 

encompassed convenience in various forms. Speaking in general terms before going into specifics, 

[12] speculated that the future will entail new innovative ways of examining products, perhaps even 

from a distant location. A statement that was succeeded with the present issue of experiencing 

high-context merchandise virtually (Blázquez, 2014). Although one cannot argue against the 

validity in such a statement, it is still premature to say how advancements in technology will cope 

with this issue in the future. 

 

On another note, expert [9, 10, 15, 16] offered a more futuristic scenario in which retailers are able 

to scan the body of its customers, which would allow for an elevated level of personalization with 

regard to size and fit. [16] particularly emphasized the convenience of being able to order shoes 

that fit, thereby highlighting the aforementioned issue that comes with purchasing high-context 

merchandise virtually. Moreover, [15] believes that body scans can be used to strengthen the 

relationship between a retailer and its customer, thereby establishing a deeper relationship. It is 
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however reasonable to assume that the vast majority of retailers would provide a similar service in 

such a scenario. The complication that may arise here, as expressed by [16], is a reluctance of 

absorbing the initial cost for the scan since nothing would prevent the customer from buying the 

product from a different vendor. With little to go with, one can but speculate if one’s measurements 

will be tied to each store separately, or if a third-party will offer such a service. 

 

Another future prediction is described by [11, 17] who states that AI is likely to have a practical 

retail application with regard to convenience and personalization. [11] believes that AI will simplify 

the explorative aspect in which many decisions are made independently, based on each individual. 

In such a scenario, it is unlikely that customers will have to engage in extensive search episodes. 

Instead, the available choices will most likely be predetermined based on one’s previous purchases 

and thereby one’s preferences. This coincide with [17] speculation regarding that AI will be 

implemented in such a way that it will be able to propose suggestions with high relevance. Based 

on these observations, along with previous remarks about the need for a frictionless experience, it 

is probable that AI will have a role to play in the future of retailing. In addition, without going into 

specifics, [11] asserted that VR will have a considerable retail application in the future. [9, 10, 11] 

also mentioned briefly that 3D printing could have a retail application in the future. Consequently, 

it would seem that there is an uncertainty about the potential of the different technologies and its 

retail applications, but a joint understanding about its importance for future retailing. This is 

however understandable as such technologies have yet to mature.  

 

Experts and Researchers - The Customer of the Future   

● Forecasting the future is a difficult endeavor 

Predicting the future retailing landscape comes with a high degree of uncertainty as any societal 

or behavioral trends are likely to have an impact on how the future evolves. Advancements in 

technology can particularly influence the development as it could bring about unforeseeable 

opportunities. 

 

● Sustainability will be important 

The customers of the future will be more environmentally concerned. Hence it will be important 

for future retailers to provide transparency with regard to corporate responsibility and product 

traceability. 
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● A higher degree of personalization 

The retailing landscape of the future will be able to provide an elevated, highly relevant and 

personalized experience. It is expected that body scans will be able to determine one’s exact 

measurement, thereby being able to recommend sizes that fits. Shoppers will also be able to 

assess fit virtually. 

 

4.4.2 The Customer 

The result has been divided into two subsections: identified customer pain points and future 

prediction with customers. The former highlights pain points that customer encounter along a 

typical customer journey while the latter stresses how customers believe they will (or how they 

would like to) conduct future purchases in apparel retailing. The results drawn from the inductive 

analysis is presented below.  

 

Identified customer pain point 

59 people were asked about what aspects of today’s shopping that causes friction in order to 

identify ongoing issues in the retailing landscape. The most frequently mentioned issues, divided 

in three sections, is listed in descending order of importance below: 

 

Online: 

� Uncertainty about fit is a significant obstacle in the online channel 

� Uncertainty about how the garment look like in reality is troublesome 

� The inability to examine garment material is causing discomfort 

� The potential issue of having to return is causing indecisiveness 

 

The inability to virtually assess fit, examine materials, and see what the garment look like in the real 

world is an already identified issue, brought up by Blázquez (2014), that retailers currently are 

facing. It is very plausible that these aspects of online shopping are a major concern that causes 

friction as customers, as identified by the result, are also afraid of the hassle of potentially having 

to return an item. This is however no surprise as clothes are high-context merchandise that typically 

need to be physically examined before a customer can be certain about the purchase (Citrin et al., 

2003). As the perceived risk of purchasing clothes online remain tangible, it will be important for 

future retailers to bridge this gap in order to facilitate a frictionless online experience. According 

to Blazquez (2014), technology is what will enable retailers to bring the in-store experience to the 
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virtual world, and those retailers who manages to do so appropriately is likely to prosper in the 

future. 

 

Offline: 

� It is difficult to find appropriate sizes as the assortment is often limited 

� It is difficult for customers to find the right size that fit 

� Having to try on clothes is causing friction 

� Long queues and unhelpful personal is annoying 

 

In line with aforementioned, finding clothes with proper fit is still a major inconvenience - even in 

the physical store. Inasmuch, customers are seemingly displeased with nearly every aspect that 

comes with purchasing apparel in the offline channel. The only difference seems to be linked to 

the possibility to physically evaluate clothes. This is a complicated matter as the participants did 

highlight the pain of actually having to put on clothes. As this issue of assessing fit remains 

regardless of channel, it is evident that the customer experience today is not in alignment with their 

actual needs. On another note, the data showed that a majority of the respondents are experiencing 

difficulties and frustration concerning the assortment, available sizes, and fit, which is a conceivable 

issue due to limited floor and stockpile space. However, since this is an aspect that the virtual 

channel triumphs at, an increased level of integration between the two could potentially diminish 

the problem. Lastly, long lines and unhelpful sales representatives was also highlighted as source 

of annoyance. Customers today are too impatient to stand in line while waiting to complete a 

purchase, and they also experienced receiving inadequate help from the store clerks. If this is due 

to attitudinal issues or insufficient knowledge remains unknown as it was not explicitly mentioned 

in the questionnaire. In all, it is readily apparent that there still are several aspects of the shopping 

experience that causes friction. Although previous studies have shown that a significant portion of 

the younger generation wants a seamless experience (Accenture, 2013), and innovations in the 

retailing landscape glows with its absence. 

 

Causes that could prevent the completion of a purchase: 

� Long queues and/or unhelpful personal 

� Difficulties finding the right fit 
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These two aspects of the shopping experience have already been brought to light. However, having 

data that shows that these aspects can result in loss of business, its importance cannot be 

understated. Retailers need to address this issue promptly to not risk losing customers.  

 

Conclusion - Identified customer pain point 

● The inability to evaluate clothes online is problematic  

That customers are unable to assess fit and evaluate the texture of clothes in the online channel 

is troublesome. Returns are not appealing. 

 

● Fit, assortment, and availability are problems for customers in the offline channel 

Customers that purchase clothes from physical retailers is experiencing limitations when it comes 

to assortment and also availability with regard to size. In addition, many customers find it difficult 

to find the proper size. 

 

● It is inconvenient for customers to try on clothes before the fit can be evaluated 

It was made known that customers, although wanting to assess fit, found it troublesome to 

having to do so. It is inconvenience and time consuming.  

 

● Having to stand in line to complete a transaction is annoying 

This causes a severe friction in the customer experience and is the most prominent reason as to 

why a purchase may be cancelled. Customers desire a smoother way of paying that does not 

require standing in long queues. 

 

● The store clerks are not helpful enough 

Customers of today experience that the sales representatives are not providing the desirable level 

of assistance. 

 

Future Predictions with Customers 

60 people were asked to describe how they believe they will purchase apparel in the future. The 

objective was to identify latent needs about what the future customer will require from retailers. 

From the accumulated answers, 19 answers were removed upon closer inspection due to its 

inapplicable nature with respect to the scope of the thesis. The remaining 41 data set was analyzed 

inductively, which resulted in five broad statements (see below) regarding what the customer of 

the future will require from apparel retailers. The statements are as follows: 
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� The future apparel customer wants to be able to examine fit without having to actually 

physically try on clothes, regardless of channel. 

 

It was evident that the most reoccurring desire for future apparel purchases, both latent and 

apparent, encompassed the ability to examine fit without having to physically put on a garment. 

This applies to all channels as several of the participants raised a similar desire but for different 

channels (physical retailers, online channels, and also through smartphone). However, although 

desirable, concerns were raised regarding the lasting issue of not being able to physically touch the 

clothes to assess the material. An issue that is well recognized in apparel context as it has proven 

problematic to bring the in-store experience to offline channels (Blázquez, 2014). In addition, the 

nature of this issue can be expected to endure as previous research has shown that the perceived 

touch is an important element in many purchase decisions (Citrin et al., 2003). Consequently, it is 

obvious that future retailers are in need of bridging this gap in order to facilitate easier decision-

making for online channels. 

 

� The future apparel customer expects a higher degree of personalization in the future where 

companies are able to make relevant recommendation and anticipate future purchases. 

 

Another predominant aspect was the craving for a more personal approach in which retailers have 

a deeper understanding about its customers in order to make relevant, personalized suggestions. It 

can therefore be suggested that customer wants companies to establish a personal relationship with 

them, based on knowledge and understanding about personal preferences. This is in alignment 

with previous research concerning how younger generations can be appealed (Yarrow & 

O’Donnell, 2009) in order to allow for such an experience to be provided. Furthermore, as 

proclaimed in a study by KPMG (2017), the younger generation also wants retailers to be able to 

anticipate needs based on purchase history and individual profile. A statement that could be 

validated as several participants specified that they “Would like companies to know what I want 

before I do”. In light of this, future retailers will need to develop proper capabilities that will 

facilitate the desired level of personalization. As argued by Wilder and Collier (2014), it becomes 

increasingly apparent that customers no longer settle for the historically successful mass marketing 

approach. The future will belong to those who can meet these emerging demands in an appropriate 

fashion. 
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� The future apparel customer expects a more streamlined overall experience where it is easy 

to find desirable clothing that fit, and also to purchase it. 

 

Upon analyzing the future shopping narratives, it became rather obvious that a considerably 

number of the participants described scenarios that involved a great deal of convenience. The most 

prominent (with regard to frequency) aspect of the narratives, involved stories in which, for 

example, the customer was able to locate clothes that was both aesthetically pleasing and that fit. 

This is not to be interpreted with a desire for custom-made clothing, but rather a wish to know 

which of the ordinary sizes that one should select for a proper fit. As described by one of the 

participants, “I want it to be easy to find the clothes that I want, in the fit that I need. It is frustrating 

when I have to ask the clerks for help”. This demonstrate the importance of convenience. An 

insight that concur with Sandrine (2013) who state that shopping convenience is one of the most 

critical elements to fulfill in order to satisfy the contemporary customer. Another observation 

encompassed the desire for a smoother transaction. Today’s shoppers are tired of long queues and 

longs for a more time efficient solution. One of the participants even expressed a desire to “use 

biometrics as a means to facilitate quick payment”. This is by no mean a new revelation as similar 

attitudes have been thoroughly documented in previous studies (Hossain et al., 2017; Accenture, 

2013; Nikolaos, 2017), but is yet to be implemented. Other highlighted aspects of simplifying the 

shopping experience involves easy assistance from clerks, to find inspiration, to only be exposed 

to clothes that fit, and receive advice for how to build an outfit. Consequently, it will be vital for 

future retailers to satisfy the need for convenient, frictionless shopping. 

 

� The future apparel customer wants companies to know their individual measurements. In 

addition, they also want to be able to assess a fit without having to physically try clothes 

on. 

 

The most intriguing finding was that several shoppers described quite a futuristic experience in 

which they are able to examine fit digitally or virtually, and the combined insights offers quite an 

intriguing reality if the different aspects are combined. The digital narratives included a scenario 

where retailers are able to scan one’s body and create a digital image in the shape of a 3D avatar, 

accessible through a computer or a phone. With the use of an avatar, shoppers are able to visually 

examine different kinds of styles, in different sizes and colors with merely a click. Another scenario 

described a shopping environment where sophisticated technology is able to project the physical 

appearance of a garment on one’s own body. This seems to spring from a desire to make shopping 



 73 

more convenient and time efficient. Similarly, others described a future where shoppers can browse 

and try on clothes in a virtual world, regardless of channel. Clearly, the common characteristic of 

all scenarios comes down to the ability to evaluate fit in a more convenient way to what is being 

done today. Evidently, technology is what will allow for this transformation to occur, and, if 

implemented appropriately, could result in an enhanced, more personalized shopping environment 

(Hoffman & Novak, 2015; Wünderlich et al., 2013; Renko & Druzijanic, 2014). 

 

� Technology that simplifies the shopping experience will be important 

 

Many customers described a future in which technology will be applied to facilitate easier shopping 

when it comes to assessment and exploration of potential purchases. Several participants voiced a 

desire for a body scan to allow for retailers to provide guidance over what size you need, regardless 

of brand. Others described a future where one can assess fit with the help of a digital model while 

several of the respondents wanted a technique that could project the actual fit of a garment on 

your own body. In all, it is clearly visible that some customers want technology to resolve aspects 

of today’s shopping experience that causes friction. This validate recent research by Nikoalous 

(2017) concerning the increasing demand for smart technology in retailing context. Cullen (2018) 

have also shown that the younger generation is positively predisposed towards using new 

technology throughout their shopping journey. It is therefore presumably accurate to claim that 

the implementation of appropriate technology will be greatly appreciated. That said, it will be 

important for retailers to align technology with actual needs (Pantano and Viassone, 2014) in order 

for the technology to have a positive impact on the experience. 

 

Conclusion - Future Prediction with Customers 

● The desire for a new way of assessing fit 

Customers wants to be able to determine how a piece of clothing look without having to 

physically put it on. 

 

● Customers want a more personalized shopping experience 

They want retailers to establish a relation with them to allow for appropriate suggestions with 

high relevance. They also want retailers to be able to anticipate future purchases before they 

realize they need it. 
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● The need for a frictionless experience 

Customers crave convenience and simplicity where it is easy to find desirable clothing that fit. 

They also want a smoother transaction as they dislike standing in long queues. 

 

● Smart technology with retail application will be important 

Customers in the future will want technology that resolves aspects related to finding the right 

size, regardless of brand, without having to try it on. Also, with the same premise, technology 

that make it possible to assess the fit of a garment. 

 
 

4.5 Additional Remarks 
As a consequence of time limitations and the choice of not including after purchase activities, it 

was decided that loyalty will not be reflected upon when answering the research questions. The 

main reason being the absence of adequate data as we choose not to investigate what occurs after 

a garment has been purchased by the customer, and thus it would not be possible to back up any 

statements and reflections with high reliability. That said, it is presumably accurate to claim that 

the outcome of this thesis will have a positive effect on loyalty if the identified needs and pain 

points are met with the technology recommendations in the next chapter. However, although 

loyalty will not be part of the final result, interesting insights were still obtained that is presented 

below. 
 

4.5.1 Loyalty 

On the note of loyalty, [12, 16] confirms to previous research about the disloyalty of customers to 

brand and retailers (Heitz-Spahn, 2013). The reason, as explained by [12], is the need for additional 

value that can establish an emotional attachment between a customer and a brand. Otherwise, [12], 

claimed that customers are inclined to go with the cheapest alternative. In line with this, [8] stated 

that compatible values and brand authenticity is to some extent a prerequisite for creating loyalty, 

but that it has to be combined with additional value to establish a favorable reaction. In addition, 

[16], highlights the dilemma that most of the loyalty clubs lack differentiation. With regard to 

customer retention, it can be argued that the absence of innovation and distinction between loyalty 

programs is the ultimate cause for the present situation. Today’s customers want more and 

interviewee [15, 16] voices the importance of satisfying the expectation of customers with regard 

to convenience in order to attain and retain customers. With the ongoing problem with customer 

being disloyal, it is evident that retailers have yet to acclimate to the current retailing landscape in 
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order to provide the desired level of shopping experience. In particular, [15] highlights the 

dissatisfaction that occurs whenever a customer is unable to complete a purchase due to unavailable 

colors and sizes. At this point, as expressed by [15], retailers need to assist the customer with 

completing the purchase by, for example, ordering the clothes to a location chosen by the 

customer. In view of this, in combination with the younger generation unparalleled expectations 

(Schlossberg, 2016), loyalty can presumably be obtained through enhanced experience and 

convenience. As the contemporary customer experience unprecedented levels of empowerment 

(Szu-Yu Chou, 2016), retailers are arguably in need of reinventing current business models in order 

to establish any sort of loyalty. 

 

4.6 Answers to the Research Questions 

The answers to the different research questions is presented in this chapter.  

 

RQ1 - What does the customer journey look like today?  

The research shows that there exist two eminent customer journeys which together constitute 63% 

of all customers involved in the study. The remaining respondent’s (36%) customer journeys were, 

however, scattered, and found to be less eminent. This indicates that it is, to some extent, difficult 

to target all customers in the same manner since everyone does not share the same characteristics 

in terms of channel usage. Nevertheless, it should be noted that the most intriguing finding was 

that a large portion of the participants shared common channel usage characteristics, which can 

give companies an indicator of how customers behave and, consequently, react accordingly to 

target the different segments. Furthermore, as tracking customer journeys can be perceived as a 

complex endeavor for companies, this study shed light on how it is fully possible to track shoppers’ 

individual customer journey progressions and give rise to try to fully understand the customers.  

 

From the two most occurring customer journeys, the online shop was shown to be the most used 

channel by the customer in customer journey one and the offline shop in customer journey two. 

Despite it is known that customers have become influenced by countless of factors across multiple 

channels, the weight of channels other than the offline and online shop is to this date still small in 

comparison. Customers voiced that they mainly resorted to the offline store as they desired the 

ability to physically feel, try, and see the products. This is according to expectations as clothes is 

considered high-context merchandize that often needs to be evaluated before a purchase is 

conducted. Customers further stated that they resorted to the online shop as they felt that the 

online channel made them save time, offered convenience, and provided them with a wide array 
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of clothes. Although there have been abundant discussions regarding the significantly growth of e-

commerce, it is apparent that the physical shop is still the number one channel for customers to 

turn to and can arguably give fashion companies a competitive edge if adapted to the needs of the 

customers. However, results do show that the value of the mobile phone becomes evident in the 

evaluating and comparing phase, assumingly as customer exhibit a showrooming behavior when 

trying to look for better alternatives online when first interacting with the item offline.   

 

The common denominator for the two distinguished customer journeys, is that customers tended 

to complete their purchase in the same channel where they first interacted with the product. 

Furthermore, the average time it took for a customer to complete the customer journey was one 

day, which constitutes that most of the customers were impulsive buyers. With these two findings 

in mind, it is likely that companies can attract potential buyers if they succeed in creating an easy 

initial awareness since the customers will be inclined to purchase the item in the same channel as 

they encountered the product due to their impulsiveness. However, as this undoubtedly can lead 

to a competitive advantage, it is still critical for companies to offer products to customers that 

accommodate their personal needs and expectations. These needs and expectations were shown to 

be price and quality, which was the most important factors that drove the customer’s most recent 

apparel purchase. Also, the customer experience was indicated to be a vital factor from a 

complementary survey conducted.  

 

Finally, all the identified customer journeys were mapped, regardless of eminency, and are 

visualized in Figure 18 to illustrate what it looks like today. The different journeys are highlighted 

in three different colors depending on how many of the customers resorted to the specific channel. 

Red indicates that the channel is heavily trafficked, blue is lightly trafficked, and grey indicates that 

the traffic is near negligible.  
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RQ2  - What future customer expectations, needs, and values can be identified in apparel retail?  

The result validates previous research concerning the importance of providing customers with a 

satisfactory experience. The contemporary customer is indeed more demanding and expects 

increasingly more from companies with regard to simplicity, convenience, and foremost, a highly 

personalized experience. It will be imperative for future retailers to establish a profound 

understanding about what the upcoming generation values in order to solidify a competitive edge 

in the future. The different element that will be important to take into account is described below. 

 

Expectations and values  

Customers in the future will have higher demands on retailers and sales representatives as 

customers are increasingly educated about a company's product offerings. This is a complicated 

matter since many retailers have hundreds of products and it would prove a difficult task to have 

in-depth knowledge of the entire assortment. Retailers will also need to be able to provide 

background information as the result showed that customers are increasingly concerned about 

sustainability and corporate responsibility. It will therefore be important for future retailers to 

provide product traceability where the origin from a product’s component can be traced, in 

addition to providing information about the full environmental footprint. Hence, future retailers 

Figure 18. All the different customer journeys made from the customers. 
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will need to provide business transparency so that customers can be certain that they are making 

green decisions. 

 

Convenience and personalization 

The future will be all about personalization where one’s individual preferences is used to provide 

an elevated, more convenient shopping experience. What this entail is an easier way for customers 

to locate clothes they find desirable without having to go through the entire assortment of a retailer. 

They also want to be inspired and receive personal recommendations along with tips for 

complementary purchases. In all, they want to feel like they matter and that companies care about 

them. What this really breaks down to is that they want companies to know who they are, what 

they care about, and what they like. Retailers in the future will therefore need to establish a personal 

relationship with each customer while simultaneously collecting a vast amount of personal 

information. Information that can be leveraged to provide the desired level of experience. Retailers 

who manages to implement such a solution appropriately will undoubtedly prevail in the future.  

 

Simplicity and frictionless 

The result shows that customer want companies to know their individual measurements so that 

they know what size of a particular piece of clothing that fit. They also want another way of 

assessing the fit of a garment without being forced to put it on. These two aspects of shopping are 

of particular inconvenience that causes friction for customers that future retailers need to target to 

bridge this current gap in offering versus need. What is more is that customers are increasingly 

impatient and loathes standing in long queues to complete a purchase. Future retailers are therefore 

in need of new alternatives to let the customer complete a purchase. Customers want a frictionless 

experience, in every aspect of the customer journey, and retailers needs to focus on providing it to 

not risk losing business. 

 

RQ3 - What emerging technologies could be implemented to meet the future customer with 

regard to enhancing the customer experience? 

In this section, technologies will be recommended based on the needs, expectations and values 

discussed in the previous section. Furthermore, based on the two customer journeys that were 

distinguished, the recommended technologies in this section will target the offline and online shop 

as it was found that customers mostly resort to these when conducting their purchases. To give 

rise to how a likely scenario could take place with the different technologies to solve different needs 
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and issues, stories with different scenarios have been constructed. Also, for each technology 

recommendation, a risk assessment is also performed. 

 

RFID and Biometrics 

Product Information 

The study found that customers are increasingly interested in acquiring more information about 

products. This does not only relate to specific product specifications, but also information about a 

product’s environmental footprint. As such, product traceability and corporate transparency will 

be important as customers are increasingly concerned about environmental sustainability. This kind 

of information could be programmed into an RFID tag in offline stores which could provide this 

kind of information that is easily accessible for a customer.  

 

Payment 

The result shows that customers are increasingly impatient and dislike standing in queues to such 

an extent that it could potentially deter a purchase. Hence, there is a discrepancy in today’s retailing 

landscape where retailers need to provide the means for a smoother transaction. Since the nature 

of this dilemma can be assumed to sustain, and potentially even increase, future retailers need to 

address this issue to keep its customers content with the experience. Two possible techniques that 

could be combined to resolve this problem is RFID and biometrics. RFID tags could contain 

product information which could be used to register what particular garment that a customer is 

about to purchase, while biometrics can be used to identify the identity of a person. Consequently, 

if combined, this would allow for contactless payment which would remove the need for waiting 

in line to complete a purchase and offer an expedite checkout.  

 

RFID and Biometrics Story 

Alexander, 28, walks into a store looking for a new belt to wear for an upcoming event taking 

place later in the evening. Once inside the store, he proceeds to the belt section and quickly 

identifies a belt that he likes. As Alexander is highly concerned regarding the environmental 

footprint and the quality of the products he buys, he scans the RFID tag, located on the belt, to 

get access to the electronically-stored information about the product. This is done by having 

an “Active Reader Passive Tag (ARPT)” system which enables Alexander to use his 

smartphone to read the passive high frequency signals from the tag. With the information, he 

decides to buy the belt and proceeds to the exit without checking out at a register. This is 

possible as the same RFID tag transmits a signal to a reader with the information regarding 
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the product that alexander wants to buy as he is about to exit the store. Simultaneously, a 

camera (biometrics) identifies the identity of Alexander which allows for the store to bill him 

at a later time for the specific product registered from the reader. This could occur either 

through an invoice or possible a direct charge from his bank account.  

 

Risk with RFID Technology 

Although having applicable usage in the retail setting, it is important to be aware of the risks of 

using such technology. RFID communicates over regular radio, with a predetermined frequency 

that easily can be disrupted or jammed if another sender in close proximity begins transmitting 

with the same frequency. Such a system is therefore quite exposed today, and there is currently not 

possible to use cryptography as a means of protection from disruption since the memory in passive 

RFID tags are too limited. Another issue is that two or more RFID tags could potentially affect 

and even blur out each other’s signal, thereby causing a disturbance if linked with payment 

processing. The coverage and placement of the receivers are therefore critical for a successful 

system implementation. What is more is that the system could also be affected by magnetic fields, 

which is why RFID system also can be time-consuming and costly to set up. All things considered, 

this system does indeed offer great opportunities if implemented appropriately, but retailers need 

to be aware of the various security threats and complications that this system can bring about. 
 

Digital Mirrors with or without AR in-store 

Assessing fit 

The data show that future apparel customer wants to assess the fit of clothing without being forced 

to physically put it on. This stems from the frustration that comes with having to undress and 

change, potentially even standing in line to the dressing room, before the fit can be examined. 

Evidently, the evaluation phase is therefore a prominent source of friction that can be exhaustive 

and time-consuming, highlighted as one of the most annoying pain points in the offline channel 

that retailers need to renew to keep is future customers satisfied. With recent and future 

advancements in technology, especially within the field of augmented reality, retailers will 

presumably be able to satisfy the need for a smoother way of evaluating apparel. As the technology 

alters the reality one currently is perceiving, retailers can allow customers to try on clothes virtually. 

However, for using its full potential with regard to its apparel retail application, it should be 

combined with a digital mirror that can “project” the appearance on a piece of clothing on the 

mirror. Ultimately allowing customers to examine fit without being forced to try clothes on. 
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Social Media 

There exists a perception from the data that customer will increasingly turn to various social media 

to read reviews, get inspired, and also to get the opinion of others. With the notion of simplifying 

the overall customer experience, it was considered a strategic opportunity to integrate social media 

to facilitate an easier approach to involve one’s friends and followers in the exploration and 

evaluation phase. As a response to this need, it is suggested that digital mirrors should be placed in 

fitting rooms with the ability to share live pictures and videos with friends or family. 

 

Digital Mirror Story 

Malin, 26, walks into a fashion outlet shop with the intention to look for a dress that she can 

wear on her brother’s upcoming wedding. To her surprise she finds a stunning evening gown 

that would be perfect if it fits appropriately. As Malin finds it highly troublesome and inefficient 

to have to try on the dress physically to evaluate it, she instead proceeds to the fitting rooms 

installed with digital mirrors to assess clothes virtually with the help of Augmented Reality. 

Once inside the fitting room, a small camera on the top of a mirror scans Malin’s body shape 

with depth sensor and projects an image on a reflective panel to provide a virtual illusion as if 

she was wearing the dress in the mirror. The mirrors also offer a 360-degree video, allowing 

customers to see themselves from every angle. In addition, the mirrors could also offer a 

‘blended reality’ view of Malin wearing the outfit in different virtual environments. However, 

upon deciding if she should buy it, she wanted to consult with her friends what they thought 

about the dress and hear their personal verdict. Instead of using her cellphone to either show 

or contact her friends via photos, she shared her fitting session through a live stream with her 

friends. As her friends fell in love with the dress, she decided to buy it.  
 

Risk with Digital Mirrors and AR 

As with all technology, especially those with a camera, is the potential risk of hacking where 

unauthorized agents may take control over the camera and thereby being able to see whatever the 

cameras see. The camera also poses additional threats on the personal integrity as one’s interaction 

with clothes can be monitored and analyzed without customers being aware. Another risk is the 

maturity level progression as AR technology is in need of further advancements before its retail 

application can be solidified across the marketplace. However, as it is difficult to estimate the 

capability and performance of an emerging technology, retailers may need to remain patience 

before any investments are made.  
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Avatar (online) 

The inability to assess the fit of clothes was highlighted as being the primary inconvenience when 

shopping online. The data show that customers are concerned about the fit and wants to be able 

to see how a garment looks like when worn to be confident in a purchase. Therefore, as the current 

situation could potentially deter a purchase, retailers need to address this lack of compatibility and 

provide a means for evaluating the fit in the online channel. With additional advancements in 

technology, retailers will soon be able to accurately reconstruct a 3D-model of one’s body either 

with the use of body scans, or through smart AI software that can build an online avatar using a 

full-body picture. Such a service would allow customers to examine the fit virtually on a screen, 

which would make customers more comfortable purchasing clothes from online channel. 

 

Avatar Technology Story 

Pontus, 23, has been invited to a house party back in his hometown and is in great need of a 

new pair of trousers. As he is about to leave for work, he does not have sufficient with time to 

go to a brick-and-mortar store and, instead, he quickly browses through the assortment of a 

retailer. Instantly, he finds a pair of black trousers that he thinks would suit him perfectly. 

However, as Pontus have big calves, he desires to get a visual representation of how the 

trousers would fit him in reality before he commits to purchase. Therefore, he enters an online 

virtual dressing room and logs in with his personalized avatar that resembles his exact body 

shape. He adds the trousers to his avatar and visually examines how the garment looks and 

feels. From the representation, Pontus was pleased with outcome of the fit and decided to buy 

the trousers after the evaluation.    
 

Risk with Avatar Technology 

As the technology relies on its ability to accurately recreate a digital version of one’s body, there is 

the evident risk of the avatar not being a close enough representation to be useful. This is because 

it would give a false appearance of how clothes would like if worn. Retailers needs to take this into 

account before investing in such a system. Though, as contemporary technology is able to 

reproduce one’s body from pictures alone with considerable accuracy, it can be assumed that the 

technology will be even more sophisticated in the future and thereby have a useful retail application. 

 

AI/Machine Learning (Big Data)  

The need for retailers to provide a personalized experience with regard to one’s individual character 

has received considerable attention throughout the study. Customers want their shopping 
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experience to be convenient and modified according to their own needs. Evidently, this requires 

extensive amount of data accumulation (big data) about one’s interest, preferences, and purchase 

history that can facilitate an appropriate understanding. The accumulated data can be analyzed and 

interpreted (through machine learning and artificial intelligence) to establish an understanding 

about what kind of clothes that one prefers and needs. This could also be used to provide personal 

inspiration of exemplified outfits. This would allow for the filtration of undesirable clothes, and 

would also enable personalized recommendations. In addition, this data could also be used to 

anticipate future purchases. Retailers who manages to deliver such an enhanced customer 

experience will satisfy this increasing need for personalization. 

 

AI/Machine Learning (Big Data) Story - Online 

Lisa, 17, is a well-known photographer that explores every corner of the world. As she 

encounters all sorts of different environments when traveling, it is vital for her to have clothing 

that is highly adapted to her needs and preferences. With a yet another upcoming journey to 

the Maldives, she searches through the assortment of different retailers to find appropriate 

clothes to bring with her. However, as the different retailers have more than 50 000 items in-

store, it is not time efficient nor feasible for Lisa to browse through the majority of the products. 

Like any other youngster, Lisa wants companies to have or obtain deep knowledge of who she 

is and what she desires in every situation. Instead, she turns to a website which have recently 

implemented a smart AI to facilitate smarter filtering and give recommendation on a personal 

level. As she is a former customer to the retailer, the AI can base its recommendation on 

purchase history and bring forward relevant recommendations from the assortment. For the AI 

to know what environment Lisa will be exposed to, the website offers a gamification where Lisa 

herself can chose in what condition the products are going to use. With the use of data, Lisa 

purchase clothing that are ensured to be appropriate for the environment and at the same time 

accommodates her preferences, in matter of minutes. Ultimately, Lisa checks out from the store 

with the intention to come back.    
 

AI/Machine Learning (Big Data) Story - Offline 

Henrik, 31, strolls around the city hoping to find a shirt to his upcoming birthday. As he is 

clueless regarding what type of shirt he wants, he turns to the fashion shop where he conducts 

most of his clothing purchases. Once in the store, Henrik proceeds to a digital monitor that 

works as one's personal shopper and can give recommendations based on deep knowledge 

about the customer. He enters his name, the type of item that he would like to buy and for what 
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occasion it is. As he is a frequent buyer, the AI machine have established a deep and personal 

relationship with his him. Based on his exact body measurements and purchase history, the 

system filters out undesirable clothes and provides Henrik with alternatives from the assortment 

according to his preferences and needs. The monitor also has an inbuilt virtual fitting room 

where Henrik can dress his avatar with different shirts to provide a visual representation of 

how it would look and fit. If they have the specific shirt in stock, the monitor directs Henrik to 

the section where the shirt is located, and if out of stock, Henrik can make an online order and 

get it delivered the day after.  
 

Risk with AI/Machine Learning Technology 

Despite the obvious risk with analysis capabilities and accurate interpretation of data, lies the risk 

with the increasingly strict data protection regulations. As these technologies relies on its ability to 

utilize accumulated data, its future usage is currently threatened as there is an ongoing trend that 

seeks to restrict company’s capabilities to gather personal data about its customers. Since personal 

integrity is presently a hot and sensitive topic, and with the recent implementation of GDPR, one 

can only but speculate where this development may go. Retailers need to monitor this progression 

closely before committing to these technologies. 

 

Additional Remarks (Technology) 

With the emergence of increasingly sophisticated technology, with regard to its retail application, 

retailers will be able to provide additional value to its customers. Firstly, since companies 

presumably will be aware of your individual body measurements, retailers will be able to 

recommend the proper size, regardless of brand, that will have the most appropriate fit. Secondly, 

with data analytic tools being able to collect and analyze personal information about one’s 

preferences, retailers will be able to make relevant suggestions that is in line with what one finds 

desirable. This would bring about a new customer journey in which several traditional purchase 

phases, such as exploration and evaluation, would become obsolete. In addition to providing 

suggestions for future purchases, using the same idea, retailers could also provide inspiration for 

new outfits and styles that the customer may find attractive. Inasmuch, the benefit of using data 

analytics is twofold. Not only could it bring about a new kind of satisfaction as it would simplify 

the overall experience tremendously, but it could also result in more business as the customer is 

fed with advertising that agrees with one’s individual preferences. 
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CONCLUSION 
___________________________________________________________________________ 

As the main aim of the thesis is to investigate what future technologies to embrace, based on 

today's customer journeys as well as customers’ needs and values, this chapter summarizes the 

findings and present conclusions made regarding what technologies companies should 

ultimately implement to meet the Gen Y and Gen Z customer. To gain a fuller understanding of 

the different technologies and the logical reason for their implementation, the reader is 

prompted to read the “results and analysis” section.  

 

● RFID Tags and Biometrics 

With the notion that customers desire to acquire more information about products, and in 

particular, its environmental footprint, there is a considerable advantage of using RFID tags that 

can hold electronically-stored information that easily can be accessed by the customers, possibly 

through a smartphone. Another advantage of RFID is that it could be used, alongside biometrics, 

to facilitate contactless payment. As the need to queue in stores was highlighted as a primary source 

of friction, RFID could subsequently be used to resolve these two aspects. 

 

● Digital Mirrors and Augmented Reality in-store 

The most prominent source of friction, and highlighted pain point by the customers, was the need 

to physically put on clothes before the fit could be evaluated. In addition, one may have to stand 

in line to the dressing room before even being able to do so. Therefore, to combat this 

inconvenience, augmented reality alongside digital mirrors could be implemented in physical shops 

to allow for the customers to assess the fit of garments without having to put them on. Besides the 

increased functionality, this would also bring about an efficient and possibly even joyful way of 

evaluating apparel. Furthermore, as it was found that the importance of social media in customer’s 

customer journeys is likely to increase, the mirrors could also offer a way to share and live stream 

ones’ fitting session with others through social media.  

 

● Online Avatars 

The biggest issue for online customers is the inability to virtually assess the fit of clothes. This is 

accompanied with an uncertainty due to the evident risk of having to return an item due to 

inappropriate fit. This uncertainty could also deter a purchase, which is why retailers need to resolve 

this important element of online shopping. With the use of an avatar, in the form of a 3D-model, 

which is a digital copy of one’s body, customers would be able to examine the fit in a virtual dressing 



 86 

room. This would provide the customers with a visual representation of how the garment would 

fit and look like in reality. This service would, ultimately, make customers comfortable purchasing 

clothes from online channels.  

 

● Artificial Intelligence & Machine Learning (Big Data) 

The customers’ main expectation is a higher degree of personalization and for companies to 

establish a personal relationship with them, based on deep knowledge of who they are and what 

they care about. This entails knowing each individual’s needs and preferences at any given moment 

in time so that the customer experience is considered convenient and modified according to their 

own needs. This desire can be met by gathering a substantial amount of data (Big Data) of each 

individual and subsequently analyze and interpret the data with the help of machine learning and 

artificial intelligence. This would establish an understanding, and personal knowledge about what 

kind of clothes that one prefers and needs. It could also allow for the filtration of undesirable 

clothes and enable personalized recommendations. 
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DISCUSSION 
___________________________________________________________________________ 

The previous chapter brought up important aspects and highlighted intriguing conclusion 

regarding the apparel retail landscape. This chapter discusses the findings and the conclusions 

in terms of managerial implications, theoretical implications, and what future research that is 

needed. 
 

5.1 Managerial Implications 
A key managerial implication from this study is that retailers should acknowledge the potential how 

technologies, with the right application, can enhance the overall customer experience and help to 

accommodate the needs of the future customer. Retailers should exploit the given insights from 

the different sections that sought to answer the different research questions.   

 

From the first research question, it was possible to track how customers behave across different 

channels and what attributes that were most essential to them. Retailers should try to exploit these 

insights to understand what channels that are considered important and how customers resort 

across different channels for different purposes. This will hopefully help retailers to understand 

their customers better but also to make decisions regarding how they can make the customer 

journey smoother and more exciting.  

 

From the second research question, it was possible to identify the needs, values and expectations 

the customer of the future has. Retailers should acknowledge these insights as it gives an indication 

where their attention should be and what aspect that needs to be resolved in the future to satisfy 

the future customers.  

 

From the third research question, the authors give recommendation on technologies that could 

potentially have a retail application and met the needs of the future customer to ultimately enhance 

the customer experience. Although there are several prospective technologies being developed, 

retailers should be predisposed to try to implement new technologies that resolve either the 

different pain points that were identified or to meet the need, values, and expectations of how the 

customers will want to shop in the future. 

 

It should be noted that the given technology recommendations are highly speculative. Nothing is 

for certain and one should not forget that the future is obscure. Nevertheless, the 
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recommendations are intended to give retailers an understanding what potential new technology 

can bring to the business and how it can help to accommodate the needs of the customer.  

 

5.2 Theoretical Implications 

From a theoretical perspective, the thesis contributed to the scientific community as the thesis 

provides a new developed framework which has a high explanatory power to make future 

predictions. This framework could be helpful for both researchers and retailers in order to make 

future predictions of a company or an industry. This is a response to the fact that a methodology 

to enable future predictions of an industry was absent. Furthermore, the thesis also contributes 

with several intriguing findings, in which both contradictions and concurrences with theory ensued. 

  

5.3 Future Research 

Although this study did present valuable findings for retailers, the inability to map and understand 

certain aspects of the retailing landscape calls for additional research to be conducted. Firstly, 

although this research was able to map how customers migrate across the different channels as 

they purchase apparel, there is a lack of understanding how they behave within each stage of the 

journey. It is therefore possible that certain needs, pain points, and desires may have been 

overlooked. Future research should investigate this aspect of the customer journey further in order 

to fully understand the reason for certain behaviors and decision. Secondly, the findings about the 

perceived customer experience being of minor importance is in contradiction to the theory. As 

such, further research is needed to fully understand weather or not this plays a vital role for 

customers within the chosen segment. For this kind of research, if a market research is conducted, 

it will be essential for future researchers to define what customer experience really is. It is possible 

that the findings about customer experience not being important is a consequence of inadequate 

understanding concerning the concept among the participating customers. Future retailers need to 

fully understand its customers, especially the younger generation, in order to reinvent the shopping 

experience to the actual needs and desires of the future customers. This is especially important 

before sophisticated technology is introduced to the retailing environment. 
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Appendix A - Preliminary Interview Guide 
 
How long have you been working in retail? 

Have you seen any changes in customer behavior/habits? 

In your opinion, what is the most recurring problems that customer experiences when they shop 
in-store? 
 
Do you think physical stores limits the for customers? How? 

Do you experience that customers have knowledge about specific garments before visiting the 
store? 
 
Do you think customers use other channels than the physical? 

How do you experience customer loyalty with regard to brand? 

What types of questions do you normally get from customers? 

 

  
  



II 
 

  



III 
 

Appendix B – Time Table 

 
This section provides a visual representation over key activities that will be executed throughout 

the course of the master thesis. The allocated time has been broken down into weeks and all 

deadlines has been set with a degree of flexibility to cope with unforeseeable occurrences. However, 

this is a preliminary time schedule and necessary adjustments will be made accordingly during the 

project. The time table is located below. 
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Appendix C - Pilot Questionnaire: Segmentation 
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Appendix D - Main Questionnaire: Segmentation 
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Appendix E - Main Questionnaire: Customer Journey 
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Appendix F - Complementary Questionnaire: Customer Journey 
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Appendix G - Interview Framework: Experts and Researches 

 
Introduction 
Describe the project, why the interview was requested. 
  
� Could you describe who you are, what you work with, and your position within 

[Company name]? 
� Based on the information on your company’s website, it seems like your organization has 

been part of several interesting retail project about digitalization and strategy. Could you 
tell us a more about these projects? 

  
The Customer 
  
         Today 
� What does the contemporary customers want? (Expectations) 
� How does customer today act? (Traits) 
� What common problems do customers’ today experience throughout their customer 

journey? (Negative aspects, complications) 
  

10 years 
� What does customers want in 10 years? (Values, needs, expectations) 
� In your opinion, how will the customer need develop and look like in 10 years? 
� How do you think people will purchase clothes in 10 years? 
� How will a typical customer journey look like in 10 years? 
� What kind of information will the future customer want? 
� Personalize encounters and offers, how and why? 

 
  
Company 
  

Today 
� What are apparel retailers most prominent issue today, both technical and customer 

related? 
� What does apparel retailers do today to meet the needs of the contemporary customer, 

and also to increase their understanding about customers today? 
  
10 years 

� What plans do apparel retailers have to ensure that they remain relevant in the future? 
(Both technical and customer related) 

� How do you think the physical shop's role will change over the next 10 years? What will 
happen? 

� How do you think the online store's role will change over the next 10 years? What will 
happen? 

  
Conclusion 
� Can you think of anything we may have missed that you think could be of value for our 

research? 
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Appendix H - Interview Framework: Customers 
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Appendix I - Complementary Questionnaire  
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