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Sammanfattning 
Syftet med denna forskning är att få en bättre förståelse för de faktorer som påverkar  
konsumenternas beslutsfattande vid köp av möbler och hur Omni - kanaler och 
teknologiska innovationer kan bidra till möbelindustrin och hur det påverkar de olika 
marknadsföringskanalerna och hur det i slutändan kan förändra upplevelsen för kunden. 
Den teori som har använts i denna studie omfattar områdena Omni – kanaler, 
marknadsföring och detaljhandel, allmän detaljhandel och dess kundupplevelse , beslut 
och konsumentbeteende vid köp av möbler, hur sociala medier påverkar 
marknadsföringen och teknologiska innovationer inom möbelindustrin.  
För att förstå hur  omni-kanaler och teknologiska innovationer kan ändra 
kundupplevelsen och marknadsföringskanalerna för möbler, har tre semistrukturerade 
intervjuer och en undersökning gjorts . Resultatet av denna forskning kommer fram till 
att ha en teknikbaserad innovation som t.ex. InsideMaps gör köpupplevelsen mer 
fördelaktigt för både hedoniska och utilitaristiska konsumenter samt skiftar 
marknadsföringskanalerna åt mer direkt försäljning över Internet . Med hjälp av Internet, 
kan tillverkaren / återförsäljaren utvidga sitt varumärke till fler människor . Detta beror 
på det faktum att det blir lättare för kunderna att köpa möbler då de kan visualisera de 
möbler de köper innan och hur de skulle se ut i sitt eget hem . Men för att detta ska 
fungera på ett bra sätt är det viktigt att användarupplevelsen är bra . 
Genom att använda en teknikbaserad innovation kommer även leda till att en 
tillverkares / återförsäljares Omni - kanal och marknadsföring  blir starkare , eftersom 
sådana innovationer stärker och ger en konkurrensfördel gentemot andra tillverkare / 
återförsäljare. 
 
Nyckelord: omni-kanaler, online handel, multi-kanaler, möbel handel
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Abstract 
The objective of this research is to gain a better understanding of the factors involved in 
consumer decision making for buying home furniture and how Omni-channel retailing 
and technology-based innovation can help this industry to enhance its marketing channels 
and how it ultimately change the retail experience for the customer. The theoretical 
framework that has been used in this study covers the areas of Omni-channel marketing 
and retailing, general retailing customer experience, decision and consumer behaviors in 
retail furniture settings, how social media influences marketing and technology-based 
innovations within the furniture industry. In order to understand how the retail experience 
and the marketing channels of furniture shopping change through Omni-channel retailing 
and the use of technology-based innovations, three semi-structured interviews and a 
survey were done. The results of this research concludes that having a technology-based 
innovation such as InsideMaps will make the shopping experience more beneficial for 
both hedonic and utilitarian shoppers as well as shifting the marketing channels to more 
direct selling over the Internet. With the help of Internet, producers/retailers can extend 
their brand to more people. This is due to the fact that it will be easier for customers to 
buy furniture as they can visualize the furniture they are buying and how they would look 
like in their own home. However, for this to work it is important that the user experience 
is good. 
By using a technology-based innovation will also make a producers/retailers Omni-
channel marketing stronger, as such innovation strengthen and gives a competitive 
advantage over other producers/retailers that uses Omni-channel marketing.  
 
 
 
 
Key-words: Omni-channel, online shopping, multi-channel, furniture shopping, 



	  

	  



	  

	   10	  

 
 
	  
1	  Introduction	  ...............................................................................................................	  1	  
1.1	   Background	  .......................................................................................................................	  1	  
1.2	  Objective	  ..............................................................................................................................	  3	  
1.3	  Main	  research	  question	  .......................................................................................................	  3	  
1.4	  Delimitations	  ........................................................................................................................	  3	  

2	  Methodology	  ..............................................................................................................	  4	  
2.1	  Scientific	  approach	  ...............................................................................................................	  4	  
2.2	  Theoretical	  Framework	  ........................................................................................................	  5	  
2.3	  Interviews	  and	  surveys	  ........................................................................................................	  5	  
2.5	  Case	  Study:	  InsideMaps	  .......................................................................................................	  7	  
2.5	  Source	  criticism	  &	  reliability	  ................................................................................................	  7	  

3	  Theoretical	  Framework	  and	  literature	  review	  ...........................................................	  8	  
3.1	  Omni-‐channel	  retailing	  ........................................................................................................	  8	  
3.2	  Retailing	  customer	  experience	  ..........................................................................................	  11	  
3.3	  Consumer	  behaviors	  and	  decisions	  in	  home	  furniture	  ......................................................	  13	  
3.3.1	  Buying	  Furniture	  .........................................................................................................	  13	  
3.3.2	  Problem	  or	  need	  recognition	  ......................................................................................	  14	  
3.3.3	  Information	  search	  ......................................................................................................	  14	  
3.3.4	  Evaluation	  Criteria	  .......................................................................................................	  14	  

3.4	  Social	  Media	  .......................................................................................................................	  15	  
3.5	  Marketing	  channels	  ............................................................................................................	  17	  
3.5.1	  Direct	  selling	  ................................................................................................................	  17	  
3.5.2	  Selling	  through	  intermediaries	  ....................................................................................	  17	  
Agents	  ..................................................................................................................................	  17	  
Retailers	  ...............................................................................................................................	  17	  
Wholesalers	  .........................................................................................................................	  18	  
Distributors	  ..........................................................................................................................	  18	  

3.6	  Online	  Shopping	  .................................................................................................................	  18	  
4	  Emperical	  Findings	  ...................................................................................................	  20	  
4.1	  Technological	  innovations	  .................................................................................................	  20	  
4.1.1	  InsideMaps	  ..................................................................................................................	  20	  

4.2	  Interviews	  and	  findings	  ......................................................................................................	  23	  
4.3	  Survey	  ................................................................................................................................	  25	  
4.4	  Results	  ................................................................................................................................	  32	  

5	  Analysis	  ....................................................................................................................	  33	  
Visualization	  .........................................................................................................................	  33	  
Reducing	  perceived	  risk	  .......................................................................................................	  34	  
Marketing	  channels	  .............................................................................................................	  34	  
Increased	  urge	  .....................................................................................................................	  35	  
User	  experience	  ...................................................................................................................	  36	  
Competitive	  advantage	  and	  differentiation	  .........................................................................	  36	  

7	  Future	  research	  ........................................................................................................	  37	  
8	  Conclusion	  ................................................................................................................	  37	  
Bibliography	  ................................................................................................................	  38	  
Appendix	  I	  ...................................................................................................................	  42	  

Survey	  ..................................................................................................................................	  42	  



	  

	   1	  

1 Introduction 
This chapter presents the background and set the scene for this study. The background of 
the research will be presented and the challenges associated to it. Thereafter, the study’s 
research question and objectives will be described. 

1.1 Background	  
For a long time, retail has been much about relationships. For the last decades clerks and 
merchants have greeted and helped their customers as soon as they walked through the 
door. The relationship between the merchant and the customer has been of importance as 
the merchant can help and provide the needed information but also as the merchant is 
able to inform the customer about new products and other items that might be of interest 
for the customer. (Solutions, 2012) 
 
However, over time and especially over the last decade, this approach has slowly 
changed. As the economy has been facing hardships since 2008, consumers have become 
more prices sensitive when it comes to purchase of goods. (Petev & Pistaferri, 2012). 
This has led to more and more people trying to find the cheapest prices possible. (Lee, 
Atkins, Kim, & Park, 2006) 

As much information is provided on the Internet, many customers have started to rely on 
the Internet when it comes to finding information and prices about their goods and 
product but also when it comes to purchases. (Lee & Kim, 2008) (Lee & Kim, 2010)  

As the customers are more informed about the products and the variety of choices that 
they can chose from, in other words buying from different websites or different stores, 
has led to a decreasing loyalty and interaction to the “brick and mortar” retailer. (Jensen, 
Kees, Burton, & Turnipseed, 2003) 

Because of this, retailers have started working on how they can improve the customer 
experience. Retailers now have to tailor the shopping experience and they also have to 
understand the customer’s shopping behavior, whether the route starts on the Internet or 
in their store. It has therefore become extremely important for retailers to have a presence 
on both the Internet and in brick and mortar stores. Being able to offer these different 
retail channels to the customers is referred to as multi-channel retailing or sometimes 
Omni-channel. 

In December 2011, Motorola made a survey regarding Omni-channel. In this survey, 250 
U.S.-based retail executives were asked questions regarding their Omni-channel 
strategies, in order understand what impact Omni-channel retail trends are having on their 
business (Solutions, 2012) 
The survey showed that merchants today are having a hard time finding the right balance 
between their online presence and brick and mortar store locations 
 
One industry that has not been affected by this to the same extent is the home furniture 
industry. Although there is an online presence in this industry, people generally do not 
buy their furniture directly online  
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One reason for why furniture has not made this transformation online, is due to the fact 
that furniture is a product that requires extensive problem solving, as it is expensive and 
bought quite rarely. Another reason, is that many consumers view their homes as 
something personal and that the furniture that they have in their home is almost a 
reflection of them, thus it may be considered an emotional purchase. (Perry, 2007) 
 
Also, as consumers have little, or no experience, when buying furniture, the decision 
process becomes more important. This results in the consumer moving through the 
decision process more slowly in order to ensure that they will buy the right furniture, 
which make the buying process slow and difficult. 
 
According to Statista, (2014) furniture and home furnishings stores generated about 101,4 
billion U.S. dollars worth of sales in 2013, which makes it an interesting industry to 
explore. 
 
This paper will therefore examines the future of the retail experience of furniture 
shopping, and how this can change through Omni-channel retailing and the use of 
technology-based innovations 
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1.2	  Objective	  
The objective of this research is to gain a better understanding of the factors involved in 
consumer decision making for buying home furniture and how Omni-channel retailing 
and technology based innovation could help this industry to enhance its marketing 
channels and how it ultimately change the retail experience for the customer. 

1.3	  Main	  research	  question	  
The main questions that will be answered is: 
 

• How can the retail experience and the marketing channels of furniture shopping 
change through Omni-channel retailing and the use of technology-based 
innovations? 

1.4	  Delimitations	  
This research has focused its study on the North American market, specifically the San 
Francisco Bay Area market. This area is also sometimes referred to as Silicone Valley 
and is an optimal setting when it comes to testing out new technologies as the one that 
has been used in this research. Another reason for the study being delimited to the 
American market is due to the fact that American people tend to shop more online than 
any other country and that it is a 100 billion dollar market. (Statista, 2014) 
 
The theoretical delimitations have been limited to the areas of Omni-channel marketing 
and retailing, general retailing customer experience, decision and consumer behaviors in 
retail furniture settings, how social media influences marketing and technology-based 
innovations within the furniture industry. These areas were chosen in order to identify 
how the retail experience and the marketing channels of furniture shopping could change 
through Omni-channel retailing and the use of technology-based innovations. 
 
These areas were chosen due to the fact that they would supply valuable and in depth 
information about different aspects and areas that was needed in order to be able to 
answer the research question. These areas treat aspects from both customers and retailers, 
which is essential in order to come up with an unbiased and in-depth conclusion that 
would undermine the research question in a good way. 
 
The timeframe for this research has also been delimited to a time period of four months, 
which has created a limit on what has been relevant and feasible to cover. 
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2 Methodology 
This chapter presents how the study has been conducted and the methods that have been 
used to analyze and address the research question. It also explains how the study was 
designed and why the selected methods have been chosen. 

2.1	  Scientific	  approach	  
The scientific approach of this study, started off with choosing the appropriate research 
paradigm. As the study was researching on how the retail experience and the marketing 
channels of furniture shopping could change through Omni-channel retailing and the use 
of technology-based innovations, in other words, an exploratory basic research. It was 
therefore appropriate to choose an interpretivistic approach. (Collis & Hussey, 2009) 
 
The reason for this choice lies in the nature of the research question. As the research 
question was addressing how an experience and the different marketing channels that 
surrounded that experience could change, it was important to understand which factors 
that this research question was addressing.  
As the research question reside within the marketing spectrum, it was obvious that human 
understanding and behaviors had to be taken in consideration. As marketing is the 
purpose of communicating the value of a product or service to customers, it was of 
extreme importance to understand the needs and the behaviors of the customers in order 
to deliver an appropriate conclusion.  
 
With this in mind, and the fact that customers are a complex phenomena with highly 
subjective views, and the fact that the research needed to gain understanding of how the 
experience of shopping and the market channels could change through new technology 
based innovations, the most fitting research paradigm for this study was the 
interpretivistic approach. This choice of approach was also in key with the ontological, 
epistemological and the methodological assumption in the interpretivism approach and 
was also followed. (Collis & Hussey, 2009) 
 
The research data that needed to be gathered would therefore follow a more qualitative 
approach where the qualitative data such as interviews would be analyzed through 
various interpretative methods. However, it should be noted that it might be misleading to 
referring this research as a qualitative and interpretivistic research as the study is using 
surveys. However, as the survey and the interviews were used in order to gain insights 
and not to generalize the population to a full extent, it would therefore be right to classify 
the research as an interpretivistic approach (Collis & Hussey, 2009) 
 
The data that was used in the study were of both primary and secondary sources, where 
the primary sources consisted of 3 interviews and a survey and the secondary data 
consisted of articles, books and publications. 
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2.2	  Theoretical	  Framework	  
The theoretical framework that has been used in this study covers the areas of Omni-
channel marketing and retailing, general retailing customer experience, decision and 
consumer behaviors in retail furniture settings, how social media influences marketing 
and technology-based innovations within the furniture industry. These areas were chosen 
in order to identify how the retail experience and the marketing channels of furniture 
shopping could change through Omni-channel retailing and the use of technology-based 
innovations. 
 
These areas were chosen due to the fact that they would supply valuable and in depth 
information about different aspects and areas that was needed in order to be able to 
answer the research question. These areas treat aspects from both customers and retailers, 
which is essential in order to come up with an unbiased and in-depth conclusion that 
would undermine the research question in a good way. 
 
Another important aspect of the theoretical framework is that it adds both validity and 
reliability to the research. By only choosing interviews and surveys in the study could 
have affected the reliability and validity in a negative way and could have also made the 
research less scientific due to lack of reliability. Although this might interfere with the 
interpretivistic approach, having a theoretical framework will lead to higher validity and 
reliability. (Collis & Hussey, 2009) 

2.3	  Interviews	  and	  surveys	  
Three interviews have been conducted in order to obtain data on opinion, feelings, 
attitudes, thoughts and understanding on how retailers felt by using a technological 
innovation that could help them when buying furniture. 
 
The interviews were conducted in a semi-half structured way where the discussion is 
started with already determined questions. The interviewees were then free to lead the 
discussion to the topics they think could be most valuable for the interviewee and the 
company.  These interviews ran from March 2014 to the end of April 2014. 
 
Analogically, the interviewers oriented the discussions when they felt something of 
interest had been brought up. This provided the interviewers with both concrete 
information and employee perception concerning the company’s values and thoughts. 
 
Moreover, all interviews have been written down in order to set up protocols for 
information analyzing.  The interviews were then summarized and analyzed and can be 
found in Chapter 4.2 
 
The interviewees were all from the furniture industry and reflected both small companies 
and some of the top furniture companies in the US. The interviewees were all executives 
people, in order to get the valuable and in depth insight  
 
All interviewees were promised both anonymity and confidentiality, meaning that their 
names would not appear together with their statements and that no sensible information 
would leak from the company. The interviews were approximately 30 minutes in length. 
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A number of surveys were conducted in order to obtain data about opinion, feelings, 
attitudes, thoughts and understanding how customers felt by using a technological 
innovation that could help them when buying furniture. The surveys were conducted with 
a total of 240 homeowners by showing them a 3D model and describing the capture 
process and the possibilities of using such tool.  
 
The surveys were progressive surveys and consisted of four main questions. The surveys 
ran from March 2014 to April 2014. The surveys were randomly sent out through realtors 
to people that were looking for new homes in the “Bay Area” of San Francisco, 
California, USA, primarily Los Altos & Palo Alto.  
 
A reason for why the surveys were progressive was due to the fact that it was possible to 
change one of the parameters [The visual of the 3D model and not the questions] to get 
better insights of people’s opinion, feelings, attitudes, thoughts and understanding (See 
Appendix I).  
 
This means that the survey was actually sent out 4 times and the total of respondents to 
these 4 surveys were 240 homeowners. 
 
The first survey started out by not showing any 3D models, thus only asking questions. 
In the first survey, 30 people were asked. 20 people were homeowners from The Bay 
Area, primarily Los Altos & Palo Alto.  10 people were real estate agents. 
70% of the respondents were women. 
 
In the second survey, homeowners would be asked the same questions, but this time the 
sample size were 4 times bigger (120 people).  
 
In the third survey, a demo of a 3D model was made and the same questions were asked 
again:  This time, people would be shown a 3D model, which at the time was CAD-like 
model (in other words, not photo-realistic).   
 
In the fourth survey, 70 more people were asked.  The total number of people that have 
been asked at that point were 240. 
The fourth survey was made in order to explore how important photo-realistic 3D models 
were, as this had changed the previous survey greatly. A new 3D model was created and 
the questions were also expanded. 
 
The purpose of these surveys were to gain valuable information from the customers’ 
perspective, whereas the interviews gave perspective and insights from a 
retailer’s/producers point of view. A reason why a survey was chosen as a method for the 
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insights of the customers and not interviews, where due to the fact that surveys where 
easier to conduct and less time consuming resulting in a higher sample rate (240 people).  
 
As the sample rate was important in order to gain high validity and reliability, conducting 
a survey was found to be the best fit to this task.  

2.5	  Case	  Study:	  InsideMaps	  
A case study was done in order to gather information and insights about how technology 
based innovations could help the furniture industry. The company that was chosen was 
called InsideMaps. By creating a smartphone-based 3D model creation tool, InsideMaps 
is allowing homeowners to visualize furniture and décor changes and improvements to 
their own home.   

2.5	  Source	  criticism	  &	  reliability	  
Reliability refers to the trustworthiness of the gathered information. This has been 
considered and in order to build high reliability, all articles and literature used in this 
study were found in eminent recent published sources. Most of the sources that are 
related to Omni-channel and online shopping are no more than 5 years old in order to add 
validity and reliability to the research. However, some sources, that explain crucial and 
important marketing or social phenomena’s and foundations might be older.  
 
Most sources are from either books or published scientific articles. When the sources 
where not from books or articles, they were instead from highly respected companies that 
had made researches within that field, such as Motorola, The Wall Street Journal and 
Webcredible. These companies have more then 10 years of experience in their fields and 
are also critically acclaimed sources. 
 
Furthermore, the authors have been examined to have relevant background within the 
article’s subject area and have written more than one book or research paper within the 
area. The interviews and surveys were also selected so that they would reflect both 
customers and retailers in order to receive the best information about the markets 
demands and needs. 
 
Protocols of the interviews have been written down in order to be able to repeat the study. 
This will also add reliability, as it will be easier to repeat the study. Another important 
aspect of the study and its reliability is the generalizations and some of the conclusions 
and findings that are made in the analysis. As this study is under the interpretivistic 
paradigm, generalizations and findings from one similar setting are to be used. (Collis & 
Hussey, 2009) 
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3 Theoretical Framework and literature review 
This chapter introduces theoretical concepts and previous works within the field of 
Omni-channel retailing and retailing customer experience, which are related to the 
research question of this thesis 

3.1	  Omni-‐channel	  retailing	  
Omni-channel retailing is a concept that seamlessly and in the best possible approach, 
ensuring the customer a consistent and uniform experience through a variety of different 
shopping channels such as: mobile, Internet and brick and mortar stores. Thus it can be 
defined as practicing multi-channel properly. (Webcredible, 2012) 
 
Since the increase of smartphone sales and the increase in Internet usage, customers now 
have multiple choices where to buy their products.  Due to the boom in the engagement 
of these mediums, retailers now have to meet the customers demand by implementing 
multi-channel retailing to their marketing strategies. (Jensen, Kees, Burton, & 
Turnipseed, 2003) 

However, it is no surprise that more and more companies are implementing a multi-
channel strategy in their marketing. According to the British government Department of 
Business, an increase of 500% was made in mobile-commerce since 2009.  (Department 
for Business, Innovation and Skills , 2011) 

As the habits of shopping are shifting, due to more consumers adopting smartphones, the 
way of shopping also changes. Today, people are using their smartphones in the store for 
many different purposes, such as; price comparison, product reviews and even shopping 
list. Shoppes have now become more used to getting the information that they want, 
when they want it and it does not matter if it is in the store or outside. Not only that, 
shopper also like the benefits that Omni-channel retailing is giving them, because the 
shopping becomes more convenient. (Lee & Kim, 2008) (Lee & Kim, 2010) 
Today, “Customers expect far more and better channel choices for gaining access to a 
vast array of products and services from all over the planet-how, where, and when they 
want them” (Rosenbloom, 2013) 

This has resulted in a wider variety of channels that retailers can access their customer, 
thus increasing the channel mix. This can include: 

• Traditional retail store channels [Brick and mortar stores] 
• Mail order channels 
• Wholesale distribution channels 
• Sales represented channels 
• Company owned retail store channels 
• Online retail channels 
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The shift towards the multichannel behavior has caused problems among retailers, as they 
have to offer their products through a variety of channels, thus making it more difficult to 
selling their products in brick and mortar stores. This also creates more competition, 
which makes it even more difficult for normal retailers to sell their products. According 
to Motorola (2012), 73% of shoppers would prefer to use their smartphone rather than 
engage a store associate  
 
A company, who has been able to widen their channels, is Apple. As seen in the figure 
below, Apple has been able to sell their products through a variety of channels, making it 
easier for customers to buy their products, which makes them a good example of a 
company that uses of Omni-channel in a good way. (Rosenbloom, 2013) 
 

 
 
 
Fig.1 A chart overview of how Apple use a variety of different channels to sell their 
products 
 
As mentioned above, Omni-channel retailing is about creating a consistent and seamless 
customer experience.  
In order to create a well functioning Omni-channel presence, it is essential for companies 
to understand: 
 
•  How people behaving in real life and how they make their decisions  

•  The interaction that the consumers have across the different marketing channels 
such as online and offline channels.  

•  The importance of engagement and communication through the used marketing 
channels 
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In order for retailers to understand their customers, retailers have to investigate the 
shopping experience in detail. This could include looking into the things such as: 
suggestions, delivery and after sales messages. When this information is gathered, the 
most important part has to be addressed, the Omni-channel experience.  
 
In a recent research made by Webcredible (2012), an expert review of the retail sector in 
UK was made. This research was made in order to measure the present level of Omni-
channel. Webcredible evaluated the digital customer experience of 10 well-known UK 
retail brands from an Omni-channel perspective including their different marketing 
channels such as; websites, mobile sites and apps and their in-store experiences.  

In this research, four sets of advice were suggested for succeeding in Omni-channel 
retailing. These were: 

• A consistent look and feel over the various marketing channels  
• Seamless personalization over the various marketing channels 
• Uniform and memorable experience over the various marketing channels 
• Functionality which meets customers needs 

 

Fig.2 

An example from Ralph Lauren on how retailers can create a consistent look and feel 
and a uniform and memorable experience over the different marketing channels. To the 
right is a screenshot from their website and to the left is a screenshot from their mobile 
site 
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Although, many of these advices usually refer to websites and mobile applications, it is 
equally important to have a strong in-store experience. In order for the “offline” 
alternatives such as “brick and mortar stores” to enhance and work well together with the 
other marketing channels [online], it is essential that these stores can help and support the 
other channels. Informing the customers about the various marketing channels that are 
available to them could be one way of doing that. Another way could be to offer free Wi-
Fi so that the customers can use the other available channels or having tablets where the 
customers can easily browse the content of the store or log in to their personal account 
where they could have stored their shopping list.  

However, by just incorporating these suggestions above, does not necessarily mean that 
the business will be successful in their Omni-channel marketing. It could however, help 
companies in making their Omni-channel marketing competitive. In order for companies 
to become more successful with their Omni-channel marketing, it is vital to have a 
unique Omni-channel strategy that fits and reflects their customers in the best way 
possible. 

The reason for creating a unique Omni-channel strategy is of importance due to the 
different shopping behavior that customers have and the experience that they are 
expecting. (Webcredible, 2012) 

	  

3.2	  Retailing	  customer	  experience	  
Creating customer experience is essential in modern retailing. (Verhoef , Lemon , & Par, 
2009). However, it is difficult to say what customer experience is. Customer experience 
is different regarding whom you ask (Michelli, 2007)In order to understand the customer 
experience, when it comes top retailing, one must be familiar with shopping orientation. 
 
Shopping orientation is defined as shopping lifestyle and refers to how customers behave 
when they are shopping, in other words, what influences them, their decisions and their 
activities. (Stone, 1954) Understanding the customers shopping orientation, retailers can 
figure out customers’ needs and their motivation when it comes to shopping.  
 
This is of importance as Choi and Park (2006) found out that there are many differences 
in the shopping orientation when comparing multichannel shoppers and single channel 
shoppers. In their research they found out that multichannel customers are more 
economic, engaged and less indifferent than single channel shoppers.   
By using the research of Babin et al. (1994), shopping orientation can be divided into two 
sets of customers, utilitarian and hedonic.  
 
Starting with the later, hedonic shoppers are defined as shoppers who enjoy shopping as 
an activity and find amusement and excitement from finding new products. (Babin, 
Darden, & Griffin, 1994) (Gehrt & Carter, 1992) 
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Utilitarian shoppers, however, are not driven by the same excitement as hedonic 
shoppers. Instead they see shopping as a task and want to minimize the amount of effort 
and time that they need to put into shopping. (Babin, Darden, & Griffin, 1994) 

By understanding these different shopping styles, multichannel shopping can provide 
something that pleases both hedonic and utilitarian shoppers by using different channels. 
(Jensen, Kees, Burton, & Turnipseed, 2003)  

Another equality important aspect of the customer experience and shopping is the value 
of shopping. As showed above, there are two types of shoppers, however, shoppers also 
have a perceived value when it comes to shopping. Perceived value, according to 
Zeithaml (Zeithaml , 1998), is the “Consumer’s subjective overall evaluation of the 
benefits and sacrifice of a product or a service based on the consumer’s perception. These 
perceptions are of a multidimensional nature and consist of multiple dimensions such as: 
Social, emotional, quality, convenience, assortment, time and monetary value. (Sweeney 
& Soutar, 2001) (Anderson & Srinivasan, 2003) (Forsythe, Liu, Shannon, & Gardner, 
2006) 

By offering a multi-channel experience, it is more likely that more consumers’ 
perceptions are met, as it is easier to meet their perceptions (see above) through the use of 
multiple channels. (Kwon & Jain, 2009) 

Although perceived value is important, equally important is customer satisfaction.  
Customer satisfaction is defined as “the consumer’s overall, global sentiment of 
satisfaction or dis- satisfaction of one’s experiences in the retail environment regarding 
experiences with not only store image or environ- mental aspects but also the 
merchandise quality selling in the store” (Westbrook, 1981)  

Factors that influence the customers’ satisfaction are things such as quality, service and 
policies. Researchers have found that there’s a positive linear relation between value and 
satisfaction, but also between satisfaction and loyalty intention. This is true to both 
utilitarian and hedonic shoppers. (Carpenter & Fairhurst, 2005) 

Satisfied customer will also spread good words to their friends and family about the 
service, experience and product if they like it, thus creating positive word-to-mouth 
marketing, but also to encourage them to try it. (Petrick, 2004) 
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3.3	  Consumer	  behaviors	  and	  decisions	  in	  home	  furniture	  	  
In the two previous chapters, consumer behavior and their experience in an Omni-
channel setting has been explained. However, when it comes to buying furniture, the 
experience and the behavior changes. (Perry, 2007) 
According to the Engel-Kollat-Blackwell model (1978) there are five different stages that 
a consumer is facing when purchasing an item. These are: 
 

1. Problem or need recognition 
2. Information search 
3. Alternative evaluation 
4. Outlet selection and purchase 
5. Post purchase evaluation 

 
 
These steps play a big role when it comes to buying furniture, as furniture are expensive, 
have to be durable, have to fit and aren’t bought frequently. It is also important because 
furniture is personal and that you will see them everyday in your home. (Perry, 2007) 
 
In order to understand how consumers behave and think when they buy furniture, a 
survey was sent to more than 2000 U.S consumers in 2013 (Ponder, 2013) 
In this research, it was found out that 42% of all furniture buyers are in the age between 
48 and 66. These people also represent 45% of the total dollar spent on furniture each 
year. (French, 2013) 
 
However, an equally important set of people is the ones in the ages between 18 and 34, 
which accounts for 37% of all furniture buyers. (Ponder, 2013) 

3.3.1	  Buying	  Furniture	  
When it comes to buying furniture, it is evident that furniture involves high amount of 
emotions and that the furniture that are bought reflects a person’s personality. (Ponder, 
2013)  
 
In the research that Ponder did (2013) it was shown that more than 67% felt that the 
furniture one buys reflects ones personality and that you can tell a lot about a person by 
the furniture they own.  In the research, more than 50% of the respondents also said that 
the living room was the favorite room, due to the fact that it was there family and friends 
gathered and also where they spent most time. Second to that was the bedroom with a 
response rate of 28% and the motivation: “it represents relaxation and privacy” 
 
Even if there is a big interest in purchasing furniture, it is not something that people buy 
everyday. In fact, it is an item that people buy fairly rarely. Much of this is due to the 
high amount of involvement and decision-making, but also due to the fact that furniture is 
something that you want to last and it is rather expensive. In the same research made by 
Ponder (Ponder, 2013), 95.1% of the respondents agreed that they “expected their 
furniture to last for more than 7 years” and that more than a third agreed to the statement 
that they “only like to replace their furniture every few years”. 
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Interesting enough, in the same research, half of the respondents stated that they liked to 
shop furniture, without having a specific need. 
When it comes to shopping online, more than 20% of the respondents said that they 
purchased furniture online.  
 
This is almost double of what it was 5 years before that. It is also believed that this 
number will increase, as more than a third agreed that they would shop furniture inline 
over the next few years. What’s also of interest is that more than half of all the 
respondents also said that they are willing to purchase furniture online, but they have not 
done it yet. 

3.3.2	  Problem	  or	  need	  recognition	  
Looking at the first stage of purchase, in other words, “problem or need recognition”, it 
was found that this stage was triggered when the consumer was experiencing a life 
change. This could include: having children, buying a new home or getting married. It is 
therefore not a surprise that this stage involves a high amount of decision making.  
 
This was also reflected in the research, where 71.6% of those who had a spouse consulted 
with their significant other before making the final purchase decision. Also, 67.8% said 
that their wife took and active role when it comes to furniture shopping, which meant that 
they didn’t do the shopping nor the decisions alone. To that, 75% also responded that 
they asked the entire family of their opinion before making the final decision. (Ponder, 
2013) 

3.3.3	  Information	  search	  
When searching for furniture, many customers find inspiration and information about 
their furniture through the use of different marketing channels. These channels vary from 
the traditional Omni-channels such as the Internet, mobile sites to social media apps like 
Pinterest, which is used by almost 15% of the consumers in order together information 
and inspiration.  
 
According to a study by Cisco (Cisco, 2012) over 70% of consumers search the Internet 
before they make a purchase, as it gives information, that could otherwise be difficult to 
get and that it is convenient. 
Interesting enough, almost half of all people find their inspiration and information from 
more traditional media sources such as TV, shows and magazines. (Ponder, 2013) 

3.3.4	  Evaluation	  Criteria	  
Once information has been found, consumers start to evaluate their choices. This step is 
called the evaluation criteria, and is referred to evaluating the attributes of the furniture. 
These attributes can vary from price, quality, if the furniture is environmental-friendly 
and if the furniture is made in a specific country.   

On top of the regular evaluation criteria, there is also the alternative evaluation. This 
evaluation arises when the consumer has to compare items against each other to find the 
best item according to the customer’s most important criteria (Del & Mothersbaugh , 
2012) 
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In the research that was made by Ponder (2013) he asked the American consumers, how 
important these criteria’s were. The survey started by asking if they only “tried to buy 
furniture that was made in the U.S” and if they were “willing to pay more if the furniture 
was made in the U.S”. To these statements, more than 57% of the asked said yes.  
 
However, although more than 57% said yes to the statement above, 43% responded that 
they wouldn’t pay more money for a piece of furniture if the furniture was made in the 
U.S instead of China. Similar results were found when asked if they would pay more for 
furniture that is environmental-friendly. 
 
However, something consumer would pay more money for is quality, which 80% of all 
customers agreed on. (Ponder, 2013) Quality also ranked first, when asked how 
customers would rank four features in order of importance, where mare than 50% ranked 
it as the most important feature. The second most important feature, according to 
customers, was the price. 
 
When it comes to evaluating if there is any brand loyalty involved in furniture shopping, 
almost 80% said that they “weren’t loyal to a specific brand”.   
76% also said that they look at many furniture stores before the make a purchase. 
However, when asked if they had any favorite brands or stores, Ikea was the most 
popular brand that came to mind. (Ponder, 2013) 

3.4	  Social	  Media	  
During the last decade, social media has shaped a strong word of mouth effect that has 
notably improved sales of retail products. By using social media, retailers can understand 
their customer’s demands and behavior in a more efficient way and at the same time get 
feedback from their customers. (Flavian & Guinaliu, 2005)  

It has been noted that many people use social media not only to get information, but also 
for advice, which is helpful in the decision making stages of a purchase. On forums, for 
instance, people can discuss about the properties and information about a product. They 
can also give suggestions, opinions and reviews of a product, which greatly enhances the 
word of mouth effect. 

This phenomenon has been seen in many different markets, including everything from 
electronics to more personalized items such as apparel. (Thomas, Peters, & Tolson, 2007) 

One of the reasons why social media is highly used in these situations is because of trust. 
Many people that are using communities such as Facebook feel a moral responsibility 
and trust towards the other members of the community. Much of the trust and 
responsibilities commitments come from the fact that they share the same values and thus 
feel a connection and are able to identify themselves with these people. Due to this 
phenomenon, people are more committed to being honest and influence the other people 
of the community. (Park & Cho, 2012) 
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One of the most popular social media communities today is Facebook (Park & Cho, 
2012) (Park & Cho, 2012). However, when it comes to furniture, Pinterest and Houzz are 
also very popular, as they are good communities when it comes to inspiration. 
(InsideMaps, 2014) 

In a recent research made by Park and Cho, (Park & Cho, 2012) it was found out that 
students spend at least 10 minuets or more on social media and are at least logged on 
once every day. What’s also interesting was that every subject, of the research, was 
connected to 100 people or more in their community. 

 

 

Fig.3  

Pinterest (to the left) and Houzz (to the right) have become two of the most popular 
social media communities where people can find and give advice and inspiration when it 
comes to buying furniture 
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3.5	  Marketing	  channels	  	  
Marketing channels could be described as the path taken by a product or a service, as it 
moves from the producer to the consumer (Rosenbloom, 2013). Or as Kerin et al. (2011) 
explains it:  
 
“Marketing channel is consists of individuals and firms involved in the process of making 
a product or service available for use or consumption by consumers or industrial users” 
 
Using the marketing channels in an efficient way, could lead to a sustainable competitive 
advantage against other companies.  The traditional marketing channels consist of: Direct 
selling, selling through intermediaries and dual distribution. In order to use the right 
marketing channels, one must understand the shopping behaviors of ones customer but 
also chose the appropriate channel for the product that one is selling. 
Alongside the marketing channels, marketers can also use the traditional marketing mix, 
which contains the four Ps [Product, Price, Promotion and Place] (Rosenbloom, 2013) 

3.5.1	  Direct	  selling	  
Direct marketing is when the firms sells and market their products directly to their 
customers, which means that there is no fixed retail location. Today direct selling is most 
known in the form of online shopping, where customers buy the products directly from 
the firm. This could also include ordering from a company catalog or buying a product 
from a door salesman.  A benefit with the traditional direct selling is that it is possible to 
easier demonstrate and explain the product. It is also less expensive, as there is no need 
for big inventories. Marketing that is usually used in conjunction with direct selling, is 
multi level marketing, sometimes referred to as pyramid marketing. (Kerin, Hartley, & 
Rudelius, 2011) 

3.5.2	  Selling	  through	  intermediaries	  
Using intermediaries as a marketing channel is when producer uses wholesalers and 
retailers to make their product available for the customers. This marketing channel is also 
called an indirect channel due to the fact that the producer uses many intermediaries to 
sell a product, thus becoming less direct as supposed to direct selling. However, 
intermediaries are very important, as they are the link between producers and customers, 
thus making it possible for producers to sell their products to the customers. The most 
used intermediaries are: agents, retailers, wholesalers and distributors. 

Agents	  
Agents, or sometimes so-called brokers, can be people or companies that act as an 
extension to the producers. The main task for an agent is to represent the producer and 
sell their products to the customer. However, the agent never owns the product, thus they 
will only make profits through commission.  

Retailers	  
Retailers can be everything from a grocery store, to a large retail chain such as Wal-Mart.  
Retailers do not buy the products directly from the producer; instead they buy it from 
other intermediaries and then sell it to the end consumer.  
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Wholesalers	  
Wholesalers, however, unlike agents, wholesalers owns the product that they sell. They 
sell the producers products and also store their products in their warehouses. However, 
wholesalers rarely sell to the end customer, instead they sell other intermediaries such as 
a retailer, which could be Target for instance 

Distributors	  
Distributors are much like wholesalers; however, there’s a big difference. Distributors 
only sell one product, unlike wholesalers who can sell many different products. By doing 
this, it is easier for distributors to maintain a close relationship with the producer. (Kerin, 
Hartley, & Rudelius, 2011) 

3.6	  Online	  Shopping	  
Online shopping has become very popular during the last 10 years and has grown 10% 
over the last 4 years in the U.S.  (Statista, 2014) During the same time, sales also grew 
57%. (Statista, 2014) 
 
Due to this fact, online shopping has become a great marketing channel, but also an 
important channel for distribution. One of the biggest online retailers in the world is 
Amazon. They have a revenue of $20 billion in annual sales, and has also become the top 
choice when it comes to online shopping. 
 
However, although online shopping has become more popular, 58% of Internet users find 
online shopping confusing and frustrating. (Horrigan, 2008) 
Much of this is due to the uncertainty and the perceived risks that online shopping causes 
(Eggert, 2006) 
 
Perceived risk is the amount of uncertainty a customer feels about a service or a good and 
its consequences (Bauer, 1960). The perceived risk is of importance, especially in the 
online context, as it is difficult to examine the physical attributes and the performance of 
a product and how it will look visually. (Garbarino & Strahilevitz, 2004) (Park & Stoel, 
2005) These risks are usually referred to as product risks or performance risks. 
 
These risks results in customers being less willing to purchasing goods through the 
internet, especially when it comes to items that needs inspection, such as apparel and 
furniture. (Garbarino & Strahilevitz, 2004) (Levin, Weller, & Levin, 2005).  
 
Chief executive of Ikea, Peter Agnefjäll, have also commented on this, where he says that 
Ikea has found out that:  
"We see that Internet and e-commerce is growing, but at the same time, when buying a 
new bed a lot of people want to try it first, and if you buy a sofa you may want to touch 
the fabric." (Hansegard, 2014) 
 
However, when it comes to products that has lots of information and are well defined, 
such as electronics and software, people actually prefer to shop online due to its 
convenience and the ability to get in-depth information and reviews. 
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Although it should be noted that shoppers who have online shopping experience and 
shoppers who have already had an online apparel shopping experience, tend to prefer 
online shopping as they are familiar and used to the experience and are more confident 
about their ability to choose the right product (Forsythe , Kwon , & Dai, 2014)  
 
Although it might seem that brick and mortar stores are becoming obsolete due to the fact 
that more people are shopping online, there is still people who enjoy touching and 
browsing real products in real stores as it fits some peoples style better [Hedonic 
shoppers]. Not only that but it also decreases the perceived risk, as you can physically 
examine the product. This is not only true to apparel, as mention above, but also to 
electronics. This is why Gateway, the second largest direct seller of computers, has 
started to invest in real stores.   
 
They have found out that people still prefer to browse in a store and to talk to a sale 
person before purchasing a product. Due to this, Gateway has decided to open up 400 
“showroom” stores. By doing this, Gateway enhances their multi channel marketing and 
reduces the perceived risks for their customers. This has led Gateway to reduce their store 
and to only keep a few stores where they can showcase their products, reducing a lot of 
their costs, as people can still browse their products online and are able to physically 
inspect them by visiting their stores. Since implementing showrooms, 80% of Gateways 
growth is thanks to them implementing showrooms (Kerin, Hartley, & Rudelius, 2011) 
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4 Emperical Findings 
This chapter presents the empirical data and findings from the research. The empirical 
finding consists of data from technological innovations such as InsideMaps, a survey of 
240 homeowners and 3 interviews with executives in the furniture business.  

4.1	  Technological	  innovations	  
One big challenge that homeowner are facing when buying furniture, either online, or in 
a retail store, is that it is hard to tell if it matches a homeowner’s particular style or if it 
fits the home.  Ikea has reported that 14% of shoppers have bought a wrong-sized piece 
of furniture. (InsideMaps, 2014) 
 
Tools that can diminish these problems are technologies such as 3D models and 
augmented reality. By having a 3D model of your home, or using augmented reality, 
homeowners can more easily visualize furniture in their own home. At the moment, 
technically astute individuals create 3D models to better visualize potential changes in 
their homes. Augmented reality could also be used for this purpose, as companies such as 
IKEA are offering this to their customers. However, at the moment this technology 
doesn’t offer good enough results for the end customer, which is a reason why some 
furniture companies has chosen not to use such technology. (Interview Person B, 2014) 
 
These homeowners measure their home and use CAD programs, such as Google 
SketchUp, to recreate their home in 3D. For most homeowners, 3D creation tools 
available today require one to rent equipment or pay someone to create a 3D model or 
spend time learning a CAD tools.  Due to the lack of simple 3D creation tools, the 
number of homeowners that use 3D models for visualizing home improvement is less 
than 0.1%. (InsideMaps, 2014)  
 
Clearly this shows that today's Tools are not good enough to have any meaningful impact 
on furniture shopping. Better technology is needed and that is what is studied in this 
thesis. A very interesting technology is to use a camera that automatically by software 
generates a 3D model.  There are different companies working on this and it is explained 
in more detail below. 

4.1.1	  InsideMaps	  
A company that makes it possible for users to make 3D models of their home is 
InsideMaps. By creating a smartphone-based 3D model creation tool, InsideMaps is 
allowing homeowners to visualize décor changes and improvements to their own home.  
Below are use case examples that are possible using InsideMaps [note, some of these 
features are planned for later releases of the product] 
 

• A homeowner can see how a particular couch could fit in the living room 
• A potential homebuyer can see whether a dresser from their existing home will fit 

in the bedroom of a new home. 
• A user can see their daughter’s bedroom in yellow and easily determine the 

amount of paint required. 
• A homeowner can try out different rugs for the family room and before 

purchasing, ensure that the appropriate size and style fit the existing environment. 
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InsideMaps is solution for allowing the creation of a 3D model from a smartphone 
camera or from a DSLR [Digital Single lens Reflex camera]. 
This is done by having the user “scanning” their room by taking multiple pictures with 
their phone or camera. InsideMaps then analyzes the pictures and creates a 3D model of 
that space with the right measurements where the user can see their own furniture and 
ultimately buy new furniture and see how they would fit. This does however take some 
time and the model is not done immediately. At the moment it also takes between 4-8 
minutes to scan a room.  

 
 
Fig.4 
And explanation of how InsideMaps works 
 
Being able to visualize furniture in one’s own home is compelling to furniture retailers as 
it increase purchase confidence, decreases product returns, helps upsell accessories and 
assists in new customer acquisition.  (InsideMaps, 2014) 
 
 

 
Fig.5 
An illustration of how InsideMaps will look like on a tablet 
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4.1	  2	  Other	  technological	  solutions	  
At the moment there are also other solution that makes it possible to visualize furniture in 
one’s own home. The most used way is to create a 3D model. However, as mentioned 
earlier, in order to create a 3D model of a home, software such as CAD has to be used. 
These programs also require some knowledge, in order to be able to recreate a 3D model 
of one’s home. 
 
Another solution, that does not require CAD and is similar to InsideMaps, is Floored. 
This company does also produce 3D Models of one’s home. However, Floored uses 
different technology than InsideMaps does, in order to recreate a 3D model of a home. In 
the case of Floored, they use a laser scanner, in order to capture and create the 3D 
visualization. This approach is similar to another company that also creates 3D models, 
which are called Matterport. Both Matterport and Floored uses specialized hardware to 
create the 3D models. In the case of Matterport, they use a 3D camera that consists of 3 
Microsoft Kinect type cameras that are positioned differently in order to capture the 
whole room. The camera then spins and captures the room and can calculate the 
dimensions and relationships between different objects. (Matterport, 2014)  
 
However, both Matterport technology and Floored technology requires to date that the 
user to has to buy the 3D camera from them in order to scan the room/ building the 3D 
model. This results in that the customer either has to buy, rent or hire someone to create 
the 3D model, which can be costly. On the contrary, these technologies provide, to date, a 
better visual experience than InsideMaps. A strength with software, however, is that it 
makes it possible for anyone to create a 3D model by only using a existing camera and is 
thus not too expensive. Being able to distribute the product is of importance, due to the 
fact that the shopper/user has to be able to make a 3D model of their home in order to be 
able to see how other furniture would fit in one’s home. 
Nevertheless, as the homeowner only has to create the model once, they will probably 
choose the approach that is the best looking, easiest, most affordable and less time 
consuming to them.  
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4.2	  Interviews	  and	  findings	  
Three interviews have been conducted in order to obtain data on opinion, feelings, 
attitudes, thoughts and understanding on how retailers felt by using a technological 
innovation such as InsideMaps. 
 
The interviews were conducted in a semi-half structured way where the discussion is 
started with already determined questions. The interviewees were then free to lead the 
discussion to the topics they think can be most valuable for the interviewers and the 
company.  These interviews ran from March 2014 to the end of April 2014. 
 
4.2	  1	  Interview	  at	  Company	  A	  findings	  
Interview person A was recently one of the decisions makers at one of Americas top 10 
furniture companies.  Interview person A is today responsible for Company A's groups 
finance, IT and things like antiques.  Company A, purchased by Company A in 2011, 
sells through direct showrooms in Berkeley, LA, Portland and Seattle. 
 
During the interview, Interview person A said they are always looking for ways of 
promoting their products online. In the interview, Interview person A was asked about 
Company A’s strategic needs. He said customization is big as Company A wanted to take 
advantage of the fact that they manufacture all their products in one single 
state.  Interview person A said that to allow homeowners to visualize possible 
customization through InsideMaps would be nice to have. 
 
95% of what Company A sells is lamps but Company A also sells furniture and rugs - it 
is just that they are better known for lamps. 
 
Interview person A also said that using a solution such as InsideMaps is very compelling 
to an interior decorator whose job is to help their clients visualize their suggestions.  In 
the interview it was mentioned that floor plans are of interest to realtors. When Interview 
person A heard this he said that he is shopping for a home in Portland and that he hates 
that none of the listings have floor plans. 
 
Company A have no problem giving 3D CAD files to their products as they already give 
the models to architects. This makes it easier for InsideMaps to incorporate Company A’s 
products in their 3D models. 
 
Interview person A seemed completely sold on the significance of a tool such as 
InsideMaps to furniture retailers.  Interview person A felt that InsideMaps could be one 
of the Holy Grail's for the furniture industry.  Interview person A said that visualizing a 
piece of furniture in our home was really valuable.  Interview person A said, "you do not 
need me to tell you that.  Just ask interior designers" 
 
Interview person A said that online was really important to Company A because they 
only had 4 stores.  However, Interview person A was careful in not stating how much 
business came from online or anything about the company.   
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Visualizing virtually was compelling because Interview person A said, "We send a truck 
with consultants into people's homes, for FREE, and lug crates into the homes to try out 
different lamps.  How inefficient is that? Margins are really bad, yet we do it." 
 
4.2	  2	  Interview	  at	  company	  B	  findings	  
Interview person B is part of one of the US biggest furniture company. Interview person 
B is today responsible for Company B's corporate development, and has worked at the 
company for a long time.  
 
As in the interview with Interview person A, Interview person B also liked the idea of 
being able to visualize furniture in one’s home.  
 
“The whole idea of seeing furniture in one’s own home really resonated with me” 
 
Interview person B said that using a solution such as InsideMaps would increase the 
purchase confidence for customers and thus reduce the perceived risk and the return rate. 
However, Interview person B was also clear on the fact that if this solution would reduce 
the perceived risk, the end user experience has to be good.  
 
At the moment Company B only provides pictures with zoom capabilities and not 360 
views, which makes the quality of the pictures very important. Thus, being able to 
visualize the furniture in a better way than just a picture is very appealing for company B.  
Company B has also tried other solutions such as augmented reality, but found that that 
solution didn’t work in the way they wanted and didn’t give a good end result either 
visually nor a good user experience. 
	  
4.2	  3	  Interview	  at	  company	  C	  findings	  
Interview person C is part of one of a small self-owned US furniture company, located in 
the Bay Area of San Francisco, California. Interview person C is the owner of the store 
and has had the store for more than 7 years. Company C produces custom-made wood 
furniture and does not currently use 3D CAD models to create their furniture. 
 
As in the interview with both Interview person A and B, Interview person C really saw 
the benefits and loved the idea of being able to visualize furniture in one’s home.  
 
“People have a really hard time visualizing furniture in their own home. Many do not 
know if it will fit or not. 
If there was a tool that could help them with that, it would help my business greatly” 
 
Interview person C said that using a solution such as InsideMaps would also help the 
reach out to more customers, as it is difficult for them to reach out to people in other 
states. At the moment, less than 10% of all furniture that Company C sells is directly 
from Internet sales. However, Interview person C thought that by using a tool such as 
InsideMaps would probably increase this amount. At the moment, they way that 
Company C is marketing themselves is mostly through word to moth and some social 
media, such as Houzz. According to interview person C, social media has actually 
generated more sales to them, which is much needed when you are operating a small 
company as Company C.  



	  

	   25	  

4.3	  Survey	  	  
A number of surveys were conducted in order to obtain data about opinion, feelings, 
attitudes, thoughts and understanding how customers felt by using a technological 
innovation that could help them when buying furniture. The surveys were conducted with 
a total of 240 homeowners by showing them a 3D model and describing the capture 
process and the possibilities of using such tool.  
 
The surveys were progressive surveys and consisted of four main questions. The surveys 
ran from March 2014 to April 2014. The surveys were randomly sent out through realtors 
to people that were looking for new homes in the “Bay Area” of San Francisco, 
California, USA, primarily Los Altos & Palo Alto.  
 
A reason for why the surveys were progressive was due to the fact that it was possible to 
change one of the parameters [The visual of the 3D model and not the questions] to get 
better insights of people’s opinion, feelings, attitudes, thoughts and understanding (See 
Appendix I).  
 
This means that the survey was actually sent out 4 times and the total of respondents to 
these 4 surveys were 240 homeowners. 
 
The first survey started out by not showing any 3D models, thus only asking the question 
below. In the first survey, 30 people were asked.  20 people were homeowners from The 
Bay Area, primarily Los Altos & Palo Alto.  10 people were real estate agents. 
70% of the respondents were women. 
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1. If you had a 3D model of your home where you could easily drag and drop 3D 
models of furniture into the model, would you use it to help you: 
 (A) Visualize how new furniture would look?  
 (B) Buy new furniture? 
 

 
 
 
2. If you could take your smartphone and create a 3D model by capturing photos of 
your room, would you use it? 
 

 
 
 
 
 
 
 
 
 
 
 
 

Yes	  
60%	  

No	  
40%	  

1A	  
Yes	  
15%	  

No	  
85%	  

1B	  

Yes	  
30%	  

No	  
70%	  

2	  
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3. Is there a time in the last 3 months where you think you could have used a 
solution for visualization as we described? 
 

 
 
4. Is there a time in the last 1 month where you think you could have used a solution 
for visualization as we described? 
 

 
In the second survey, homeowners would be asked the same questions, but this time the 
sample size were 4 times bigger (120 people). However, the results tracked the same 
response rate as above.  In other words, 60% said they would want a 3D model. 
 
In the third survey, a demo of a 3D model was made and the same questions were asked 
again:  This time, people would be shown a 3D model, which at the time was CAD-like 
model (in other words, not photo-realistic).   
 
The results of the third survey were of 20 more homeowners and realtors.  The results are 
as follows: 
 
 
 
 

Yes	  
50%	  

No	  
50%	  

3	  

Yes	  
45%	  No	  

55%	  

4	  
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1. If you had a 3D model of your home where you could easily drag and drop 3D 
models of furniture into the model, would you use it to help you: 
 (A) Visualize how new furniture would look?  
 (B) Buy new furniture? 
 

 
 
2. If you could take your smartphone and create a 3D model by capturing photos of 
your room, would you use it? 
 

 
 
 
 
 
 
 
 
 
 
 
 
 

Yes	  
20%	  

No	  
80%	  

1A	  
Yes	  
15%	  

No	  
85%	  

1B	  

Yes	  
30%	  

No	  
70%	  

2	  
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3. Is there a time in the last 3 months where you think you could have used a 
solution for visualization as we described? 
 

 
 
4. Is there a time in the last 1 month where you think you could have used a solution 
for visualization as we described? 
 

 
 
 
 
 
 
 
 
 
In the fourth survey, 70 more people were asked.  The total number of people that have 
been asked at that point was 240 
The fourth survey was made in order to explore how important photo-realistic 3D models 
were, as this had changed the previous survey greatly. A new 3D model was created and 
the questions were also expanded to the following: 
 

Yes	  
20%	  

No	  
80%	  

3	  

Yes	  
5%	  

No	  
95%	  

4	  
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1. If you had a 3D model of your home where you could easily drag and drop 3D 
models of furniture into the model, would you use it to help you:  
(a) Visualize how new furniture would look?   
(b) Buy new furniture? 

 
 
2.  
(a) If you could take your smartphone and create a 3D model by capturing photos of 
your room, would you use it? 
(b) If you could call someone and pay them $20 to scan your home, would you do it? 

 
 
 
 
 
 
 
 
  

Yes	  
90%	  

No	  
10%	  

1A	  

Yes	  
40%	  

No	  
60%	  

1B	  

Yes	  
40%	  

No	  
60%	  

2A	  

Yes	  
40%	  

No	  
60%	  

2B	  
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3. Is there a time in the last 3 months where you think you could have used a 
solution for visualization as we described? 
 

 
 
 
4. Is there a time in the last 1 month where you think you could have used a solution 
for visualization as we described? 
 

 
 
 
 
 
 
 
 
 
 
 
 
 

Yes	  
70%	  

No	  
30%	  

3	  

Yes	  
55%	  

No	  
45%	  

4	  
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4.4	  Results	  
From the interviews it was clear that visualization was important. It is also interesting to 
see that if the visualization is not good, people are generally uninterested in the product. 
However, when the visualization is good, more people tend to see the possibilities and 
usefulness of using a 3D model solution. 
 
According to the interviews, being able to visualize the furniture in one’s home before 
buying, would decrease the amount of returns, decrease the perceived risk, thus 
increasing the purchase confidence. It was also evident that other solutions such as 
augmented reality had been used before but didn’t achieve the results that was requested 
or needed.  
 
The interview results are also in line with the survey, where 90% of homeowners liked 
the concept of being able to visualize furniture in one’s own home and 40% also said that 
they would use it to buy furniture. 
 
As stated above, near photo-realism is very important for homeowners, which is both 
psychologically reasonable to expect this but also logical.  If possible, people want to see 
furniture, as it would look in their own home. It was also evident that if the model wasn’t 
good enough, in other words, if the visualization is bad, people are very likely to be 
uninterested and not use the technology at all, which would then not help homeowners 
when buying new furniture.  
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5 Analysis 
This chapter will analyze the results and findings and put them in relation to the research 
question. As the research question is divided into to segments, in other words, how Omni-
channel retailing and how technology based innovations could change the retail 
experience and the marketing channels, this discussion will start by first examining how 
technology based innovations can improve the retail experience and the marketing 
channels and then look into how Omni-channel retailing can change the retail experience 
and the marketing channels. This is done to make it easier for the reader to understand 
the different findings.   
 
This research has been focusing on how the retail experience and the marketing channels 
of furniture shopping could change through Omni-channel retailing and the use of 
technology-based innovations. 
 
This research will therefore point out useful implications of multichannel retailing and 
the use of technology-based innovations in a furniture environment. 

Findings from this study will provide insights regarding how the retail experience and the 
marketing channels will change and how they can benefit from the use technology-based 
innovations and Omni-channel retailing and how this would affect both the customer and 
the merchant. This is not only of interest to the furniture field, but will also be of interest 
and applicable to similar fields, such as apparel. 

This study extends and complements the multi-channel literature and the furniture 
literature by having exanimated whether and how experiential multi-channel and 
technological inventions will change the retail experience and the marketing channels. 

In order to successfully undermine the research question, the research has been analyzing 
the areas of Omni-channel retailing, marketing channels, retailing customer experience, 
consumers behaviors and decisions when buying furniture, social media, technological 
based furniture innovations and online shopping.  A survey as well as interviews has also 
been conducted in order to answer the research question. 

In total, the research found areas were Omni-channel retailing and technology-based 
innovations could change and improve the retail experience and the marketing channels. 
These improvements will both benefit the customers as well as the producers/retailers.  

Visualization	  
From both the survey and the interviews, it is clear that being able to visualize furniture 
in one’s home is important.  In both the interviews, the interviewees strongly expressed 
their feelings and attitudes about the importance of being able to visualize furniture in 
one’s home before you buy it.  
 
What was also seen in the surveys, was that, even if the idea of being able to visualize 
furniture in one’s home, the technology to do so has to be good. It was clear from the 
survey that if the experience where near to photorealism, people found a strong use for 
such innovation. This could be seen when people where shown a CAD 3D model and a 
photorealistic model.  



	  

	   34	  

When asked: ”If you had a 3D model of your home where you could easily drag and drop 
3D models of furniture into the model, would you use it to help you : (a) visualize how 
new furniture would look?  (b) buy new furniture” 
 
When people where shown a CAD model, only 20% responded “yes”, as to 90% when 
they were shown a photo realistic model. Therefore, as stated earlier, near photo-realism 
is very important for homeowners, which is both psychologically reasonable to expect 
this but also logical.  If possible, people want to see furniture, as it would look in their 
own home. It was also evident that if the model wasn’t good enough, in other words, if 
the visualization is bad, people are very likely to be uninterested and not use the 
technology at all, which would then not help homeowners when buying new furniture 

Reducing	  perceived	  risk	  
However, all interviewees were certain that a technology-based innovation such as 
InsideMaps would help them sell their furniture online and in store easier. Interview 
person B, for instance, also said that being able to use a technology based innovation 
such as InsideMaps, would also help producers/retailers to reduce the perceived risks 
when buying furniture, both online and in brick and mortar stores.  This is extremely 
important, as the perceived risk is one of the main reasons people do not buy furniture 
online. (Eggert, 2006) (Levin, Weller, & Levin, 2005)  
 
By reducing the perceived risk, producers/retailers will be able to decrease the amount of 
returns but also increase customers purchasing confidence. By increasing the purchase 
confidence, producers/retailers are making it possible for their customers to more easily 
go through the decisions stages with more confidence. By doing this and reducing the 
perceived risk, customers will be more likely to carry through with their purchase.  

Marketing	  channels	  
By making the online channel more attractive and available to the customer, it will also 
be easier for producers/retailers to truly offer an Omni-channel retail experience. This is 
of value, as shopper likes the benefits that Omni-channel retailing is giving them, because 
the shopping becomes more convenient. (Lee & Kim, 2008) (Lee & Kim, 2010). It will 
also help them to extend their brand to more customers, as it is easier to reach out 
through the Internet 

Today, “Customers expect far more and better channel choices for gaining access to a 
vast array of products and services from all over the planet-how, where, and when they 
want them” (Rosenbloom, 2013) 

Although, this may shift the marketing channels towards Internet and direct selling, it is 
still important to have a strong in-store experience. In order for the “offline” alternatives 
such as “brick and mortar stores” to enhance and work well together with the other 
marketing channels [online], it is essential that these stores can help and support the other 
channels. 

It is also important to note that there is still people who enjoy touching and browsing real 
products in real stores as it fits some peoples style better [Hedonic shoppers]. Not only 
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that but it also decreases the perceived risk, as you can physically examine the product.  
A solution to this marketing channel shift would be to set up showrooms where 
customers can feel and touch the products. This will also reduce the producers/retailers 
cost, as they do not have to have as many physical stores. (Kerin, Hartley, & Rudelius, 
2011) 
 
By offering a multi-channel retail experience, it is easier to provide something that 
pleases both hedonic and utilitarian shoppers by using the different channels. (Jensen, 
Kees, Burton, & Turnipseed, 2003). It is also more likely that more consumers’ 
perceptions are met, as it is easier to meet their perceptions through the use of multiple 
channels. (Kwon & Jain, 2009) 
It can also reduce the time spent on buying furniture as producers/retailers can make it 
possible for customers to buy furniture online with the use of an online channel. As over 
70% of consumers search the Internet before they make a purchase (Cisco, 2012), 
producers/retailers have a chance to bundle this experience with an option to directly buy 
the furniture and not only finding information about the furniture. With the use of 
technology-based innovations such as InsideMaps, the likelihood of customers buying 
furniture online will also increase as they can better visualize the furniture in their own 
home. (Interview Person A, B and C, 2014) 

Increased	  urge	  
However, although there may be many benefits with using a technology-based 
innovation, it is difficult to say if people will buy more furniture. The benefits will make 
it easier for customers to buy furniture online and also for customers to see if furniture 
fits in their own home. However, this does not make up for the fact or increase the need 
of furniture, as, it is not something that people buy everyday. In fact, it is an item that 
people buy fairly rarely.   
 
Much of this is due to the high amount of involvement and decision-making, but also due 
to the fact that furniture is something that you want to last and it is rather expensive. In 
the research made by Ponder (Ponder, 2013), 95.1% of the respondents agreed that they 
“expected their furniture to last for more than 7 years” and that more than a third agreed 
to the statement that they “only like to replace their furniture every few years”. 
It might however create a bigger urge to but furniture, as you can more easily visualize 
the furniture and easily discover more furniture, which then will lead to people buying 
more furniture 
 
Although it will make the shopping experience better and easier for the customer, as they 
can browse furniture more easily and see if it fits in their own home  
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User	  experience	  
Also in order for this to have the impact, as described above, it is important that the 
innovation is easy to use and that user experience is good. It is also important that such 
innovation can easily be distributed an available for customers, so that the can easily use 
it. As people only buy furniture seldom, such innovation, if not distributed right, may not 
be used, as it would be too much hazel to use. It is also of interest to look into what kinds 
of people that buy furniture. According to Ponder (2013), women are between the ages of 
36-66 more likely to make the decisions about purchasing furniture. This category is also 
less tech-savvy than the younger generation. 

Competitive	  advantage	  and	  differentiation	  	  
However, what this can do is this also opens up possibilities for companies to more easily 
differentiate themselves from other furniture companies, as the can say that homeowners 
can visualize the furniture in their own home before buying. They can also more easily 
attract utilitarian shoppers and a younger generation. By having such innovation, it will 
also be easier for people to share furniture with friends and family and through social 
media, which will also benefit producers/retailers, as they gets more marketing, which 
will lead to more sales. (Interview Person C) (Thomas, Peters, & Tolson, 2007)  
Also, by using a technology-based innovation, will also make a producers/retailers Omni-
channel marketing stronger, as such innovation strengthen and gives a competitive 
advantage over other producers/retailers that uses Omni-channel marketing. This is key 
in being successful in Omni-channel marketing. 
 
Even if much can be solved with technology-based innovation, there is still a problem 
with being able to touch the furniture. As furniture is very emotional, it is important for 
people to feel the furniture, which is not yet possible with today’s innovations. 
(Hansegard, 2014).  
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7 Future research  
One thing this research has not done is to look into how certain things should be done. 
For instance, no research has been done in how the user experience for a technology-
based innovation such as InsideMaps should be done, in order for people to use it. 
Neither has it been researched on how producers/retailers should set up their showroom 
stores or in-depth strategy of how to implement Omni-channel retailing into their 
marketing. Another limitation of this research is the fact that the technology is not fully 
developed and that these findings build upon the possibilities and the vision of how a 
technology-based innovation could work. Also, as the result showed that 70% of the 
respondents were women, using these results for generalization may be limited. 
However, as the research of Ponder (2013) showed, almost 70% of the wives usually do 
the shopping and the decisions alone. 
 
For future research, it would therefore be of interest to look deeper into the behaviors of 
different demographics when using a technology-based innovation such as InsideMaps, 
as it could give insights of how the user experience should be. It would also be of 
relevance to examine how people buy furniture online. As stated earlier, future research 
could also look into what the optimal ratio between the different channels that could be 
used Omni-channel marketing, thus examining the optimal amount of showroom stores a 
retailer needs.  
 

8 Conclusion 
Having a technology-based innovation such as InsideMaps will make the shopping 
experience more beneficial for both hedonic and utilitarian shoppers as well as shifting 
the marketing channels to more direct selling over the Internet. With the help of Internet, 
producers/retailers can also extend their brand to more people. This is due to the fact that 
it will be easier for customers to buy furniture as they can visualize the furniture they are 
buying and how they would look like in their own home. However, for this to work and 
to have the implications as discussed earlier, it is important that the user experience is 
good. 
 
By using a technology-based innovation, will also make a producers/retailers Omni-
channel marketing stronger, as such innovation strengthen and gives a competitive 
advantage over other producers/retailers that uses Omni-channel marketing. This is key 
in being successful in Omni-channel marketing. 
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Appendix I 
 

Survey	  
 
1. If you had a 3D model of your home where you could easily drag and drop 3D 
models of furniture into the model, would you use it to help you: 
 (a) visualize how new furniture would look?  
 (b) buy new furniture? 
 
2. If you could take your smartphone and create a 3D model by capturing photos of 
your room, would you use it? 
 
3. Is there a time in the last 3 months where you think you could have used a 
solution for visualization as we described: 
 
4. Is there a time in the last 1 month where you think you could have used a solution 
for visualization as we described: 
 
In the first survey, 30 people from were asked.  20 people were homeowners from The 
Bay Area, primarily Los Altos & Palo Alto.  10 people were real estate agents. 
70% of the people we asked were women 
 
The initial results are as follows: 
 
1a. 60% - Yes 
1b. 15% - Yes 
 
2.  30% said they would scan their home. 
 
3. 50% - Yes. 
 
4. 45% - Yes. 
 
 
 
In the second survey, homeowners would be asked the same questions, but this time the 
sample size were 4 times bigger (120 people). However, the results tracked the same 
response rate as above.  In other words, 60% said they would want a 3D model. 
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In the third survey, a demo of a 3D model was made and the same question were asked 
again:  This time, people would be shown a 3D model, which at the time was CAD-like 
model (in other words. not photo-realistic).   
 
The results of the third survey were of 20 more homeowners and realtors.  The results are 
as follows: 
 
1a. 20% - Yes [having shown the 3D CAD model] 
1b. 15% - Yes 
 
2.  30% said they would scan their home. 
 
3. 20% - Yes 
 
3. 5% - Yes 
 
The fourth survey was made in order to explore how important photo-realistic 3D models 
were, as this had changed the previous survey greatly. A new 3D model was created and 
the questions were also expanded to the following: 
 
1. If you had a 3D model of your home where you could easily drag and drop 3D 
models of furniture into the model, would you use it to help you  
(a) visualize how new furniture would look?   
(b) buy new furniture? 
 
2.  
(a) If you could take your smartphone and create a 3D model by capturing photos of 
your room, would you use it? 
(b) If you could call someone and pay them $20 to scan your home, would you do it? 
 
3. Is there a time in the last 3 months where you think you could have used a 
solution for visualization as we described: 
 
4. Is there a time in the last 1 month where you think you could have used a solution 
for visualization as we described: 
 
In the fourth survey, 70 more people were asked.  The total number of people that have 
been asked at that point was 240 
 
 
The results were: 
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1a. 90%  
1b. 40% 
 
2a. 40% 
2b. 40% 
 
3. 70% 
4. 55% 
 

 
 

 

	  

 


