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The retail industry is a competitive environment moving towards being rather service-oriented than 

product-oriented. It is hence essential for businesses to comprehend the market and act accordingly 

to differentiate themselves. A way of gaining competitive advantage and engage consumers is to 

invest in innovative technology.  

 

Self-scanning services are a fast-improving technology offering consumers a convenient way of 

shopping. To self-scan through scanners and via self-checkout cashiers are common on the Swedish 

food retail market. The retailing group ICA is however unique in the sense that they since 2014 

additionally offer mobile self-scanning through their smartphone application “ICA Handla”1.  

 

Despite the increasing use of self-scanning services, there is a lack of research on this area. Thus it is 

of interest to further investigate the views regarding self-scanning. An interesting concept is ‘Service 

Fascination’, which is defined as a positive emotional state arising through conscious and 

subconscious effects when using innovative technology. By reviewing ‘Service Fascination’, it is 

possible to investigate how innovative technology is adopted. 

 

The thesis hence proves to what extent Service Fascination can be measured regarding self-scanning 

services using the Service Fascination Evaluation Model (SFEM). Based on the model, the essay 

suggests areas of improvement within ‘Service Fascination’ and depicts the views on self-scanning 

from the perspectives of consumers, retailers and experts.  

 

Tailored communication regarding self-scanning, depending on if the receiver is a non-user, a user or 

a retailer, is suggested to be further elaborated on. The quality of the self-scanning equipment and the 

appearance/features are moreover also key conclusions which are proposed to be further developed. 

Self-scanning services used in the right way are by the thesis’ results argued to be a useful tool to 

differentiate on the Swedish food retail market. 

 

Keywords: self-scanning services, mobile self-scanning, service fascination, self-service technology, 

innovative technology adoption 
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Livsmedelsdetaljhandeln är en konkurrenskraftig marknad som rör sig mot ett serviceinriktat klimat 

där upplevelser väger tyngre än produkter. Det är således viktigt för företag att förstå marknaden och 

anpassa sig för att särskilja sig. Ett sätt att uppnå konkurrensfördel och på samma gång engagera 

kunder är att investera i innovativ teknik. 

 

Självscanningstjänster är en snabbt växande teknik som erbjuder kunder ett bekvämt sätt att handla. 

Idag är det vanligt förekommande med självscanning genom scanners och “snabbkassor” på den 

svenska livsmedelsmarknaden. Detaljhandelsföretaget ICA är dock unika med sin tjänst att 

självscanna via mobiltelefonen med hjälp av “ICA Handla”-appen2 som lanserades 2014.  

 

Trots den ökande användningen av självscanningstjänster finns det ett behov av mer forskning på 

området. Således är det av intresse att vidare undersöka synen på självscanning. Ett intressant 

begrepp är ”Service Fascination”, ett positivt känslotillstånd som uppkommer genom medveten och 

omedveten användning av innovativ teknik. Genom att studera ”Service Fascination” är det möjligt 

att undersöka hur innovativ teknik anammas. 

 

Uppsatsen visar därför till vilken grad Service Fascination kan mätas (gällande självscanning) med 

hjälp av “Service Fascination Evaluation”-modellen (SFEM). Baserat på modellen föreslår uppsatsen 

utvecklingspotential inom området Service Fascination och illustrerar synen på självscanning från 

kunders, ICA-handlares och experters perspektiv. 

 

Slutsatser som är föreslagna att arbeta vidare med är skräddarsydd kommunikation beroende på om 

mottagaren är en icke-användare, användare eller ICA-handlare. Kvaliteten på utrustningen och 

självscanningsenheters utseende/funktioner föreslås också att vidareutvecklas. Uppsatsens resultat 

motiverar för att självscanning som används på rätt sätt är ett användbart verktyg för att skapa 

konkurrensfördel på den svenska livsmedelsmarknaden. 

 

Nyckelord: självscanningstjänster, mobilsjälvscanning, service fascination, självbetjäningsteknik, 

anammande av innovativ teknik 
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AR  - Augmented Reality 

B2B   -  Business-to-Business 

B2C   -  Business-to-Consumer 

C2C  - Consumer-to-Consumer 

CEM   -  Customer Engagement Management 

CRM   -  Customer Relationship Management 

ED  - Experiential Design 

GUI   -  Graphical User Interface 

HCI   -  Human-Computer Interaction 

ICT   -  Information and Communication Technology 

IT   -  Information Technology 

NFC   -  Near Field Communications 

POS   -  Point of Sale 

PEOU  - Perceived Ease of Use 

PU  - Perceived Usefulness 

QR   -  Quick Response 

RFID   -  Radio Frequency Identification 

SF  - Service Fascination 

SFEM   -  Service Fascination Evaluation Model 

SFRM   -  Service Fascination Research Model 

SN   -  Subjective Norm 

SST   - Self-Scanning Technology 

TAM   -  Technology Acceptance Model 

TPB   -  Theory of Planned Behavior 

TRA   -  Theory of Reasoned Action 

TR  - Technology Readiness 

UCD   -  User Centered Design 

UI   -  User Interface 

VR   -  Virtual Reality 
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The retail industry is a competitive environment moving towards being rather service-oriented than 

product-oriented, where consumers tend to increasingly value experiences (Pine & Gilmore, 1998). 

It is hence essential for businesses to comprehend the market and act accordingly to differentiate 

themselves. (Pratibha et al, 2003) 

 

A way of gaining competitive advantage and engage consumers is to invest in innovative technology, 

which is proven to add increased service ratio, an enhanced shopping experience and brand loyalty 

(Pantano, 2014a). Frequent innovative technologies used in the food retail industry are elementary 

ones such as information kiosks and interactive screens, intermediate innovations as self-checkout 

cashiers and complex ones such as mobile apps for self-checkout through smartphone (Pantano & 

Migliarese, 2014). 

 

Self-scanning services are a fast-improving technology offering consumers a convenient way of shop-

ping. To self-scan through scanners and via self-checkout cashiers are common on the Swedish food 

retail market. The retailing group ICA is however unique in the sense that they since 2014 additionally 

offer mobile self-scanning through their smartphone application “ICA Handla”3. 

 

Despite the increase of self-scanning services, research on the subject is limited (Pantano, 2014a; 

Pratibha et al, 2003). The lack of retailers’ pull on new technology and the increasing demands of 

technology-based innovations for making stores more appealing argue for the importance of further 

investigations on the area.  

 

Understanding what consumers and retailers expect is essential for successful adoption of technology 

innovations and can figure in favor for minimizing risks such as monetary investments, obsolescence 

and consumers’ acceptance of new technology. (Pantano & Viassone, 2014; Pantano et al, 2013; 

Pantano & Timmermans, 2014). An interesting concept is ‘Service Fascination’, which is defined as a 

positive emotional state arising through conscious and subconscious effects of using innovative 

technology (Zagel, 2015). By reviewing ‘Service Fascination’, it is possible to investigate how 

innovative technology is adopted. 

 

Hence, it is of interest to investigate how consumers and retailers view self-scanning services from a 

Service Fascination perspective. This knowledge will assist to depict the incentives of using self-

scanning services and thus propose possible areas of improvement within the area of self-scanning 

on the Swedish food retail market. 

  

                                                
3 http://www.ica.se/appar/ica-handla/  

http://www.ica.se/appar/ica-handla/


2 
 

The thesis aims to review the opinions on self-scanning services in the food retail environment from 

a ‘Service Fascination’ perspective and thus identify incentives for utilizing the services. In order to 

understand the self-scanning environment, it is essential to grasp which incentives exist for using 

self-scanning services and to what extent they are of importance.  

 

Zagel (2015, p.269) investigates how the concept ‘Service Fascination’ regarding innovative 

technology is adopted on the German retailing market. He illustrates how the Service Fascination 

Evaluation Model (SFEM, see Figure 1) can be applied to the retail industry to measure essential 

factors regarding Service Fascination. As a proposition of future research, Zagel also raises the 

question if the model is applicable on other industries.  

 

The SFEM can serve in favor to understand how self-scanning services are adopted on the Swedish 

food retail environment, either from a qualitative perspective or (preferably) both from a qualitative 

and a quantitative aspect. Hence, the following three research questions has been chosen to 

understand the Swedish food retail environment regarding self-scanning services: 

- To what extent can the Service Fascination Evaluation Model be applied on the Swedish food 

retail market regarding self-scanning? 

- What are the current views on self-scanning? 

- What are the incentives of using self-scanning services? 

 

 

Figure 1: Service Evaluation Fascination Model (SFEM), adapted from Zagel (2015) 
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The objective of the thesis is to investigate how self-scanning services are adopted and used from a 

Service Fascination perspective. The thesis will prove to what extent the Service Fascination 

Evaluation Model can be applied to the Swedish food retail market and illustrate the views on self-

scanning. Moreover, the thesis will also depict incentives behind the usage of self-scanning services 

on the Swedish food retail market and associate this with related research.  

The thesis focuses on self-scanning usage on the Swedish food retail market and exclusively on the 

retailing group ICA. The data gathering (excluding the literature study) will thus consist of 

information assembled from ICA departments, ICA consumers and ICA retailers. 

The project is taking place between January and June 2016, as the final examination of the Master of 

Science in Engineering program in Media Technology at the Royal Institute of Technology (KTH) in 

Stockholm, Sweden.  

 

The project will be conducted at the retailing group ICA with supervisors at the digital communication 

department at ICA and at the department for Media Management (Media Technology) at KTH. The 

outcome of the project is a master thesis, an oral presentation and guidelines for ICA. 

The headlines and structure of the thesis is based on “Att Skriva en Bra Uppsats” (Rienecker & Stray 

Jørgensen, 2014) as well as “Method for Engineering Students: Degree Projects Using the 4-Phase 

Model” (Blomkvist & Hallin, 2014). The method for referencing is based on the Harvard System with 

a reference list at the end of the thesis (University of Exeter, “Referencing - the Harvard System”, n.d.). 

The retailing group ICA constitutes of segments operating in Sweden, Norway, Asia and in the Baltic 

countries within food retail, banking, real estate, pharmacy and retailing. ICA’s main business is their 

grocery stores on the food retail market where they have 1300 stores in Sweden.  

 

The vision of ICA is to make every day a little easier endeavoring towards the mission to become the 

leading retailing company focusing on food and wellness. To achieve this, ICA is currently working 

with the following areas of improvement: 

 

- Empower customer loyalty and the brand position 

- Strengthen and widen customer offers (e.g. in wellness) 

- Develop and broaden sales channels (e.g. omni-solutions) 

- Simplify the business with focus on digitalization and retail management 

- Engage and develop co-workers 

- Be a front responsible business enterprise (ICA, “ICA-gruppen”, n.d.) 
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The theory section is divided into six sections where the first one depicts the food retail environment 

and the second one illustrates available self-service technologies (SSTs). The third section presents 

related research regarding the area of self-scanning, whereas the fourth, fifth and sixth sections 

describe the construct of Service Fascination with corresponding models and theory. 

Blomqvist and Dagergård (2006) claim that the competition on the Swedish food retail market can, 

with Porter’s Five Forces Model (Porter, 1979), be viewed as an oligopoly with sharp internal rivalry 

among few players. With pressured prices and profitability, it is essential for retailers to comprehend 

the market and act accordingly to achieve competitive advantage (Pratibha, et al, 2003). Competitive 

advantage is a dominance to competitors which is achieved by offering customers more value by 

lowered prices or by providing benefits and/or services which advocate higher prices (Porter, 

1985a). Three approaches for gaining competitive advantage are depicted in the essay; Generic 

Strategies, Strategic Groups and Inner Qualifications. 

 

The Generic Strategies Model (see Figure 2), by Porter (1985b, p. 61), contains differentiation, cost 

leadership and focused strategies. The food retail industry consists of grocery chains specializing in 

various areas, such as pricing, quality and environmental friendly which can be observed as to meet 

generic strategies. 

 

 
Figure 2: Generic Strategies - how to create competitive advantage (adapted from Porter 1985b, p.61) 

 

The second approach to gain competitive advantage is to segregate the market. By dividing into so 

called strategic groups, it is possible to evaluate opportunities for retailers in an even narrower 

context (Porter, 1979; Blomqvist & Dagergård, 2006). The Five Forces Model can still be used for 

reviewing with the exception of re-naming “entry barriers” (possible threats of new players on the 

market) to “mobility barriers” due to the ever-changing environment (see Figure 3). The mobility 

barriers are based on the threat of new entry barriers but works to compare strategic groups within 

the same industry. (Blomqvist & Dagergård, 2006, p.25-27)  
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The three most important areas regarding Mobility Barriers are market related strategies, 

sustentation characteristics and characteristics of the company. An additional essential dimension to 

take into account is isolated mechanisms which serve as unexpected events within the Mobility 

Barriers sector, such as technology shifts and changed consumer preferences. (Porter, 1979; 

Blomqvist & Dagergård, 2006) 

 

Figure 3: Strategic Groups - how to analyze strategic groups (adapted from Porter, 1979 and Blomqvist & 

Dagergård, 2006) 

 

A third advance to gain competitive advantage is to use a retailer’s resources and competences, also 

known as Inner Qualifications (see Figure 4). By adjusting these, retailers can benefit a strategic 

position. This is measured on physical, human, financial and intangible facets (Johnson et al, 2005). 

Inner qualifications applied on the food retail industry can be understood as physical resources being 

products sold. Human competences can furthermore be seen as how the employees in grocery stores 

approach consumers. Moreover, financial resources can be regarded as the available assets and 

intangible qualifications can be seen as non-physical objects such as brand name and reputation. 

 

Figure 4: Inner Qualifications consisting of resources and compentences (adapted from Johnson et al, 2005) 

 

Retailers tend to steer towards a service-oriented rather than a product-oriented market to provide 

their consumers experiences as well as to create deeper interactions (Pantano, 2014b; Pine & 
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Gilmore, 1998; Straker et al, 2015). A frequently offered service on the Swedish food retail market is 

innovative technology solutions, which is shown to be a successful way of differentiation (Pantano, 

2014a; Gustafsson & Johnson, 2003; Pantano, 2010).  

 

Other than differentiating, innovative technology solutions are also proven to add increased service 

ratio, an enhanced shopping experience, satisfaction and brand loyalty (Pantano, 2014a; Pantano, 

2014b). Hence, it is a useful aspect to analyze when reviewing retailers’ opportunities to gain 

competitive advantages on the market (through generic strategies) as well as within strategic groups 

(mobility barriers and inner qualifications). 

Alongside the development of innovative technology, social behavior among consumers changes as 

well as the interaction between consumers and retailers (Straker et al, 2015; Pantano & Migliarese, 

2014). Frequent innovative technologies used in the food retail industry are self-service technologies; 

intermediate ones as mobile payment and interactive screens as well as complex ones such as food 

delivery and self-scanning services (Pantano & Migliarese, 2014).  

In addition to offer consumers the option to pay cash or with credit cards, retailers can also provide 

mobile payment. Mobile payment is performed by the consumer creating a connection between the 

cashier terminal and his/her smartphone. This can be done by for example scanning a QR code or 

establishing a NFC (Near-Field-Communication) session. (ICA, “Betala med mobilen”, n.d.; CNET, 

Profis, 2014) 

To provide consumers further information or help, interactive screens are often used. These work as 

smart devices responding to consumer interaction. In grocery stores, interactive screens are for 

example used in the vegetable section for weighing and when conducting a self-checkout at the 

cashier. (Retail Innovation, 2015a; Retail Innovation, 2015b)  

This service enables consumers to do their grocery shopping online and either get their groceries 

delivered to their home or pick up their (already packed) groceries at the store. An additional option 

for consumers is to subscribe to a service where the grocery store chooses the products for various 

meals and deliver them in a so called food bag. ICA for example calls this service ‘Matkassen’ (english: 

“the food bag”) and provides tailored meal packages for households. (ICA, “Handla mat på nätet”, n.d.) 

Self-scanning services are an example of a fast-improving technology offering consumers a 

convenient way of interactive shopping (Pantano, 2014a). The consumer is given three options to 

self-scan; self-checkout cashiers, self-scanning with scanners and self-scanning through their 

smartphone. The first two options are commonly available on the Swedish food retail market, while 

self-scan with a mobile application only is offered by ICA via their application “ICA Handla” (ICA, 

“Självscanna med mobilen”, n.d.). 
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Consumers self-scan their products at the cashier and then proceed to payment. The interactive 

screen, barcode scanner and payment terminal are used instead of the traditional cashiers. A SWOT-

analysis (see Appendix 9.1.1) shows a strength of self-checkout cashiers being a convenient way of 

shopping with shorter queuing (Pantano, 2014a). However, the fact that the consumer might feel as 

if he/she does the teller’s work is considered a fundamental weakness (Blomqvist & Dagergård, 2006, 

p.61).  

 

Self-checkout cashiers enable the opportunity for consumers to conduct the payment session in a 

more flexible way compared to the traditional way of grocery shopping. Since technology is fast-

improving in this area, the feeling of a freer way of shopping increases and will continue to increase 

alongside technology. (Pantano, 2014a) The main threat of self-checkout cashiers is regarded as the 

service being too complicated and taking too much effort for consumers to conduct and hence 

resulting in consumers not using the service (Zagel, 2015). 

With handheld barcode scanners, consumers are able to scan and pack their groceries in the 

meantime they are shopping. The payment session is similar to the self-checkout cashier with the 

exception that their chosen products already are scanned. A sample of checking-sessions are made by 

the employees at the grocery store to ensure that the consumer has scanned his/her groceries in a 

correct way. (ICA, “självscannng med scanner”, n.d.) 

 

The strengths with self-scanning with scanners are thus both the shorter queuing time, special offers 

shown on the scanner’s display as well as the fact that the groceries already can be packed in shopping 

bags, i.e. no need to re-pack the items (Blomqvist & Dagergård, 2006) (see Appendix 9.1.2).  

 

The main weakness for the system is considered to be too complicated to use and consumers being 

annoyed and disturbed by system-errors occurring (Zagel, 2015). To be checked too often by an 

employee can be regarded in a negative way by consumers. The main opportunity for self-scanning 

with scanners is the convenient way of shopping it provides. As the self-checkout cashiers, the self-

scanning with scanners also has good future prospects with improved technology (Pantano, 2014a). 

Yet, the main threat being a system too complicated and annoying for consumers to use, resulting in 

consumers not using the system (Zagel, 2015). 

Self-scanning with smartphones is similar to the self-scanning with scanners, except consumers’ own 

smartphones work as the scanners. ICA is the only grocery chain in Sweden providing the service 

which is enabled through their application “ICA Handla”4. A QR-reader built inside the app works to 

initiate the shopping round. The smartphone’s camera is equal to a scanner’s barcode reader. Because 

of the optical sensor in smartphones being increasingly developed, the scanning procedure is 

performed in an efficient way, with the only need to focus on the object’s barcode to scan it. (ICA, 

“Självscanna med mobilen”, n.d.). 

 

                                                
4 http://www.ica.se/appar/ica-handla/  
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Since the consumer is using their own device, he/she can access other applications and functions on 

the smartphone while self-scanning, which can be seen as a main strength (see Appendix 9.1.3). 

However, this can also be viewed as a weakness for safety reasons. The consumer cannot put the 

device down as easily as with the scanner and will be more careful not to drop it. An opportunity with 

mobile self-scanning is to be able to shop in an even more convenient way where smartphone 

functions can be used to a greater extent. The main obstacle for the increasing use of self-scanning 

with a smartphone is the cautiousness of preferring to use a hand-held scanner instead of one’s 

smartphone due to safety and security reasons (Liljegren, 2016)(Harrison, 2016). 

Based on the SWOT-analyses, self-scanning devices are seen to increase a convenient way of grocery 

shopping corresponding to consumers’ demand as well as providing the opportunity for retailers to 

gain competitive advantage (Pantano, 2014a). Self-scanning systems offer more services while 

enriching the traditional ones which makes consumers engage in the brand to a greater extent 

(Pantano, 2016; Pratibha et al, 2003). Additionally, self-scanning systems also provide dynamic 

capabilities to improve and keep competitive advantages for retailers (Pantano, 2014a; Pantano & 

Timmermans, 2014). 

The importance of an understandable system as well as service-minded staff for implementing 

technology innovations are shown in prior research (Blomqvist & Dagergård, 2006; Boström & 

Hernant, 2010). Prior research furthermore illustrates tendencies to not adopt innovations due to 

uncertainty as the most significant restraining force (Pantano, 2014a). When consumers however 

adopt the technology and use it, the attributes: speed, control, reliability, ease of use, enjoyment and 

convenience are valued (Pratibha et. al, 2003). 

 

To convince retailers to invest in such technologies has also been shown to be difficult due to retailers 

being ignorant to information of new technologies and refusing or postponing to adopt them. A way 

of working with this is to pretest the self-scanning technologies, by for example providing an 

opportunity to try the self-scanning technologies temporarily. Another way to apply heuristics is to 

give the consumers the opportunity to discover and learn self-scanning technologies themselves and 

thus extend decision-making, i.e. educating consumers about alternative uses of self-scanning 

technologies. (Kaushik & Rahman, 2015)    

 

Despite the perks of using self-scanning technologies to gain competitive advantage, prior research 

also show that employees at stores providing self-scanning technologies think the systems enhance 

and are supportive tools in their jobs (Pantano & Di Pietro, 2012; Pantano & Migliarese, 2014; 

Pantano & Timmermans, 2014). Seminar, workshops and specific training is shown to enhance the 

relationships further due to staff feeling confident on how the self-scanning technologies work. It 

assigns them an active role within the innovation process. (Pantano & Migliarese, 2014) 

 

The mobile self-scanning was regarded as not working efficiently due to a too poor camera (Stockman 

& Olausson, 2011). However, with constantly improving technology, this is not the case anymore and 

mobile self-scanning is successfully being used in various contexts (Retail Innovation, 2015a; Retail 

Innovation, 2015b). Since firm size, finance and age may play important roles regarding the ability to 
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invest in innovative technology, mobile self-scanning instead of self-scanning systems with scanner 

may be a successful solution with lower monetary investment (Pantano, 2014a). 

The Technology Acceptance Model (TAM) is a theory on how consumers adopt and use technology 

(see Figure 5). TAM is superior the models Theory of Reasoned Action (TRA) and Theory of Planned 

Behaviour (TPB). The Theory of Reasoned Action model maps how users use technology due to their 

behavioral intentions, such as attitudes and subjective norms (SN). The Theory of Planned Behaviour 

model was developed to complement the Theory of Reasoned Action model with the perception of 

behavioral control. (Kaushik & Rahman 2015; George et. al, 2012; Pantano, 2016; Pantano & Servidio, 

2012; Pantano & Di Pietro 2012) 

 

When refining the Theory of Reasoned Action model to the Technology Acceptance model, focus is on 

Perceived Usefulness (PU) and Perceived Ease of Use (PEOU). Perceived Usefulness is defined by 

Davis (in Zagel, 2015, p.34) as “the degree to which a person believes that using a particular system 

would enhance his or her job performance” whereas Perceived Ease of Use is depicted as “the degree 

to which a person believes that using a particular system would be free of effort”. (Zagel, 2015)   

 

 
Figure 5: Technology Acceptance Model (TAM), adapted from Davis, 1989 and Zagel, 2015 

 

The objective of the Technology Acceptance model is to predict how information systems are adopted 

and used. Questionnaires are often used to detect where the areas of improvement are located, by 

asking questions such as “I feel good when…”, “It is easy to use…” and “Using XXX makes me perform 

better”. (Zagel, 2015; Pantano & Di Pietro, 2012) The incentives of using the Technology Acceptance 

model are to reveal the safety and cost of technology, to receive an interpretation of consumers’ 

personal traits, how social pressure affects the user and what role hedonic value plays (Pantano, 

2014a; Pantano & Di Pietro, 2012). 

 

When applying the Technology Acceptance model correctly, companies may minimize consumers’ 

initial resistance to a new system and provide a realistic view of the system features to potential 

consumers. It also works in favor to involve the users in the process to increase loyalty and 

engagement. (Pantano & Di Pietro, 2012) 
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The Service Fascination Research Model (SFRM) is a revised version of the TAM applied to the retail 

industry (see Figure 6). The objective is to create “Service Fascination” which is “an extraordinary 

positive emotional state arising through conscious and subconscious effects of self-service technology 

use” (Zagel, 2015, p.15). This is achieved by reviewing three main areas; Service Science, Human-

Computer Interaction as well as Customer Engagement Management. 

 

 
Figure 6: Service Fascination Research Model, adapted from Zagel (2015) 

 

It is essential to understand the underlying factors to Service Fascination in order to obtain it. Related 

research mentions the same cornerstones as Zagel to achieve Service Fascination. Blomqvist and 

Dagergård (2006) claim for example that every shop can invest in self-service technologies, however 

it is the social and human-computer interaction aspects, which makes the investment successful. 

Hence, innovation management in retailing is an important key, which Pantano (2014a) divides into 

marketing, technology management, computer science and psychology. To get a deeper insight in the 

area of Service Fascination, the following theory chapters review the three cornerstones of the theory 

(see Figure 6). 

Pantano (2014a) explains ‘Service Science’ as being characterized by moving towards a service-

oriented perspective rather than a tangible and source-oriented logic. Services are defined by: 

intangibility, heterogeneity, inseparability, perishability and requirements of an external factor 

(Zagel, 2015). An example is how staff members meet their consumers, which is essential for how 

consumers perceive the image of the company and their holistic experience (Boström & Hernant, 

2010). 
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The Service Excellence model (see Figure 7) is a useful way of describing the potential of Service 

Science. It can be illustrated as a four piece pyramide. The ‘core services’ can be depicted as delivering 

what is expected of the service/product, i.e. to meet the anticipations from the consumers (Boström 

& Hernant, 2010).  

 

Second in the pyramide is “Pro-active Complaints Management” which concerns how feedback from 

consumers are handled. There are several ways to approach feedback and it is essential that the 

complaints management is of a kind where the consumers are listened to (Hoyer et al, 2013).  

 

The individual services offer the consumers a personal touch on their experience with the 

brand/product/service (Boström & Hernant, 2010), whereas the final top-phase is exceeding the 

expectation by empower “Surprising Services”. (Asif, 2014) Such services can for example be 

consumer-to-consumer (C2C) activities and consumer loyalty awardings (Boström & Hernant, 2010).  

 

 
Figure 7: Service Excellence Model, adapted from Asif (2015) 

Correlating with consumer expectations are their attitudes, which can be divided into three 

components (cognitive, emotional and behavioral) (Hoyer et al, 2013). The cognitive one 

corresponding to preconceptions of a product where it is essential to show proof, stress the important 

factors of a product and add new important capacities in order to “convince” the consumers.  

 

The emotional component relates to what feelings the consumer has for a product and it is important 

to make the consumer associate the product with things he/she likes, such as music, colors and special 

features of the product. Good marketing of the product may also result in the consumer liking the 

actual product without even having tried it due to for example a feeling of safety and happiness. 

(Hoyer et al, 2013) 
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The third component of consumers’ attitudes is the behavioral component which affects the choice of 

product, service or store. This is also an essential cornerstone since consumers can see their behavior 

as a way of expressing who they are. (Hoyer et al, 2013) Typically, changes in the other two 

components generates a change in this one, however this can also be obtained by for example forcing 

the consumer to try a new service or product. (Boström & Hernant, 2010) 

 

A way for the company to change their image and identity is to consider the attitude factors where 

the image is how the product is perceived by the consumers and the identity correspond to how the 

product is perceived by the staff. (Boström & Hernant, 2010) 

It is of importance to keep up with today’s fast-developing environment, where innovating services 

play a great role. The four dimensional framework (see Appendix 9.2.1) by den Hertog et. al. (2010), 

describes how service concept, client interface, delivery system and technological options serve in 

favor for service innovation. This was later revised by Zagel (2015) and applied to his research on 

clothing retailing. Zagel (2015) exchanged the four dimensions to Service concept, User Interface and 

Interaction, Service Delivery System and Technological Setup.  

 

The first dimension, “Service Concept”, represents either implementing a completely new service or 

renewing an already existing one. The “User Interface and Interaction” can subsequently be 

developed further to easify and update how the consumers communicate with the system. The way 

the service is delivered is thenceforth reviewed in the third dimension “Service Delivery System”. 

Lastly, the “Technological Setup” is evaluated. This dimension is not applicable in all industries, 

however since this report appraises self-scanning services, it is included. The fourth dimension 

reviews how new technology can serve to further enhance the service. (Zagel, 2015; den Hertog et al, 

2010) 

 

The conclusion both Zagel (2015) and den Hertog et al. (2010) stress is the importance of considering 

all factors when working with service innovation. 

An additional useful tool in Service Science is a framework for evaluating the quality of the provided 

service (see Appendix 9.2.2). It can be divided into two sections assigning consumer-oriented and 

company-oriented facets (Lewis, 1993; Zagel, 2015). Objective and subjective parameters can be 

evaluated in the consumer category whereas management- or employee-oriented ones can be 

analysed in the company category. Hence, it is possible to measure a service from a subjective as well 

as an objective approach. (Zagel, 2015) 

The second important area of Service Fascination is the Human-Computer Interaction (HCI) aspect. 

HCI is defined by how humans interact with systems based on computer technologies. Thus, it 

includes design, informatics, psychology, user-experience, ergonomics, etc. (Zagel, 2015)  

 

Designing and evaluating services/products with the user in primarily focus is called Human 

Centered Design (HCD) or User-Centered Design (UCD) and is used in the area of HCI. There is 
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substantial evidence that pictures, graphics and/or visual images play a critical role how information 

is understood (David & Glore, 2010). For the user to be able to understand computer based systems, 

the communication needs to be of both aesthetic quality as well as relevant content and trigger users’ 

senses and emotions (David & Glore, 2010). David and Glore (2010) illustrate how design and 

aesthetics have a profound impact on how users perceive information, learn, judge credibility and 

usability and assign value to a product.  

How the users apprehend the physical and psychological factors of a product/service is also of 

importance in the area of HCI. Zagel (2015) presents the following principles of use when analysing 

the ergonomics aspects: equality, flexibility, perceptibility, comprehensibility, interoperability, fault 

of tolerance and robust technologies.   

The user-experience can be interpreted in various ways. Due to the nature of the report, user-

experience has been constructed to consist of joy of use, usability and utility (see Figure 8). Usability 

is the degree to how well users can use the system meanwhile utility targets if the system does what 

it is supposed to. Joy of Use stresses an individual-based positive perception of a system. The model 

“Elements of User Experience” first developed by Arndt (in Zagel, 2015 p. 39-41) depicts the user-

experience environment. 

 
 

Figure 8: Elements of User-Experience, adapted from Arndt (in Zagel 2015, p.39-41) 

Nielsen’s (1994, p.25) “Attributes of System Acceptability Model” (see Appendix 9.2.3) corresponds 

to how a system is accepted accordingly to the user-experience. The system is divided into practical 
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and social acceptability, where practical acceptability accordingly reflects on (among others) 

usefulness. Usefulness handles both the utility and the usability aspect. 

Diffusion is the percentage of a population that has adopted an innovation at a specific point in time. 

By using the S-shaped Diffusion Curve (see Figure 9), companies can understand how an offering 

diffuses through the market and how quickly it does so. The graph represents the reality of how users 

adopt a certain technology where it, in the best of worlds, is a linear equation in order for the 

product/service to be adopted as quickly as possible. The S-shaped model is especially useful when 

the innovations are associated with psychological, economic and social factors, where users prefer to 

hear others’ opinions before trying it out themselves. (Hoyer et al, 2013) 

 

 
Figure 9: S-shaped Diffusion Curve, adapted from Hoyer et al. (2013) 

Another aspect is to review how attractive a product or service is from a HCI perspective. The model 

Product Attractivity (see Figure 10), adapted from Burmester and Dufner (2006, p219), illustrates 

the areas of interest from the design phase to the sale phase where a user buys the product and uses 

it. The difference between pragmatic and hedonic quality is distinguished as pragmatic quality being 

functionality and usability while hedonic quality dealing with stimulation, identification and 

evocation (Hoyer et al, 2013). 
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Figure 10: Product Attractivity Model, adapted from Burmester and Dufner (2006, p.219) shows how attractive 

a product/service is during its journey from the designer’s to the user’s interaction  

The “Usability Evaluation Method” (see Appendix 9.2.4), adapted from Zagel (2015, p.57), describes 

the use of various evaluation methods when investigating a service/product from a HCI perspective. 

The formative field focuses on optimizing the design while the summative field corresponds to 

applying already existing criterias, e.g. norms or industry standards. 

 

The model also distinguishes between the expert-oriented and user-oriented fields where experts are 

evaluating and describing services and users are either expressing their point of view on a system or 

being observed when doing so, in for example user-testing. 

The experience economy describes users being offered experiences rather than products (Pine & 

Gilmore, 1998). A part of the experiences is the Customer Relationship Management (CRM) which 

illustrates the relationship between consumer and retailer. Within this has experience marketing and 

branding evolved to immerse consumers. To be able to not only establish a relationship with the 

consumer (CRM), but also engage him/her, Customer Engagement Management (CEM) has derived. 

(Zagel, 2015) 

 

Renko and Druzijanic (2014) state that retailers might have understood the potential benefits of self-

service technology systems. They argue however that retailers do not fully apply best practises for 

successfully managing innovations. Self-service technologies may for example decrease loyalty 

among clients but at the same time increase the quality of the consumer-retailer relationship. This is 

because consumers can (with self-service technology) choose how to perceive information and 

partially mediate the interactions (Boström & Hernant, 2010). This is an essential factor to take into 

account (Pantano & Migliarese, 2014). Thus, the Customer Engagement Management proves to be an 

additional important cornerstone in the area of Service Fascination. 

 

An essentiality for retailers is to differentiate from their competitors. In the field of Customer 

Engagement Management this can be done in four ways concerning tangible design features, service 

benefits, relationships and experiential values (Zagel, 2015). Applied on the food retail market this 

can be interpreted as loyalty programs with benefits and special services available for consumers. 

This has also been proven to be essential since loyalty programs tend to be too similar and not be able 
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to create the intended value (Boström & Hernant, 2010). Zagel (2015) claims the most important 

factor, regarding an increase of differentiation, to be experiential values which corresponds well with 

the experience economy Pine and Gilmore (1998) describe. 

 

To provide such experiences one needs to provide the customers with functional and/or utilitarian 

value. Functional value describes what is possible to do when using the system/service and utilitarian 

value correspond to the non-physical features including brand reputation and mental images. (Zagel, 

2015; Pantano, 2016) A classification to map out the units of an experience (see Figure 11) is adapted 

from Zagel (2015).  

 
Figure 11: Experience Model adapted from Zagel (2015), Boström and Hernant (2010), Verhoef et al. (2009), 

Schmitt and Mangold (2004, p29) 

The Psychology unit involves the concepts of Flow and Gamification. Flow occurs when a consumer 

is between anxiety and boredom (see Figure 12). There is nowadays a fine line between consumers 

feeling anxiety or boredom when adopting new technology. The objective is to place the user in an 

immersive state, feeling as the escapist from Pine and Gilmore’s model of the Four Realms (1998, 

p.102) (see Appendix 9.2.5). (Csikszentmihalyi 2014, p147-151)   

 

 
Figure 12: Flow, adapted from Csikszentmihalyi (2014, p.147-151) 
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The area of gamification is also an important aspect when reviewing the psychology in customer 

engagement. The objective with gamification is to enhance engagement, increase loyalty and by that 

increase revenue. (Zagel, 2015) Competitions and challenges for consumers to conduct, such as for 

example pursue lifelogging activities for a limited time-period is a form of gamification retailers can 

use (Polič, 2015).  

The other selected important aspect in the consumer engagement management is the customer 

experience. Within customer experiences are service and shopping experiences. Service experiences 

are methods which should help to deliver day-to-day tasks in an exciting way. The shopping 

experiences, on the other hand, provide consumers experiences across channels which is a central 

objective in the retailing environment. (Zagel, 2015)  

 

To measure such experiences, five consumer dimensions has proven to be efficient (see Figure 13). 

The five consumer dimensions are illustrated by affective (to feel), cognitive (to think), behavioral (to 

act), sensorial (to sense) and social (to relate). (Verhoef et al, 2009) 

 

The sensorial dimension can furthermore be divided into the five human senses which explicitly and 

implicitly affects the customer experience. The visual (to see), gustatory (to taste), olfactory (to 

smell), haptic (to feel) and the auditory (to hear) aspects are all impacting the consumer experience. 

The way the retail environment operates today puts pressure on the retailers to make sure to create 

utilitarian as well as hedonic value for their consumers (Hultén, 2011). This is also an approach for 

retailers to get closer to their consumers (Zagel, 2015). 

 

In practise how consumers perceive ambient factors (e.g. conditions of the store, the scent and 

temperature), design factors (e.g. architecture, layout and colors) as well as social factors (e.g. people 

in the store, salespersons and behavior) can be stressed. (Pantano, 2016; Boström & Hernant 2010; 

Hoyer et al, 2013; Kotler, 1973) 

 
Figure 13: Consumer Dimensions, adapted from Hultén (2011) and Verhoef et al. (2009) 

The way companies communicate with their consumers is an important factor which is essential to 

take into account when reviewing the consumer experience. A way of evaluating the market 

communication is the Macro Objective Chain (see Figure 14) which constitutes of the consumer being 
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exposed to the product/service. This can be done through various marketing channels, such as 

advertisements in magazines or on interactive screens. The next step in the Macro Objective Chain is 

to make the consumer process the product/service. This can be done by repeatedly remind the 

consumer of the product or service and tailor the message so it is appealing for the consumer. 

(Boström & Hernant, 2010) 

 

Communication Effects is the third stage in the Macro Objective Chain and coincide with making the 

consumer think and talk about the product/service. Word-of-mouth is an example of an event 

considered as a communication effect. The next phase is how the target group respond to the product 

or service, including buys and repurchases. The target group’s response corresponds subsequently to 

the increased profit for the company which is the final stage of the Macro Objective Chain. (Boström 

& Hernant, 2010) 

 

Recommendations are to target the communication on already established and loyal consumers to 

reach increased profit (Boström & Hernant, 2010). 

Figure 14: Macro Objective Chain, adapted from Boström and Hernant (2010) 

Another aspect within the consumer engagement area is the uncertainty when to invest in new 

technology. It can either be a success or a failure for retailers. So called “drivers” describe what to 

consider when investigating in new innovations (Verhoef et al, 2009; Schmitt and Mangold, 2004). 

There are five facets to contemplate when analysing the market;  

- market orientation 

- entrepreneurial innovativeness 

- human capital 

- organizational characteristics 

- progresses in technology (Pantano, 2014a) 

 

The company needs to review these and evaluate whether or not to invest and subsequently when to 

invest. However, it is also shown to be efficient to reflect on drivers closer to the business (Verhoef et 

al, 2009; Schmitt and Mangold, 2004). A merge between Schmitt and Mangold’s (2004, p29) model 

“Experience Drivers” and Verhoef et al.’s (2009, p.32) the “Determinants of Customer Experience 

Creation” illustrate eight key aspects to acknowledge when investing in new technology from a 

consumer engagement point of view (see Appendix 9.2.6). 

 

When reviewing consumer engagement, it is necessary to evaluate quantitative and qualitative data 

as well as objective and subjective information. Two of the main drivers presented are directly 

connected to the brand with communities and brand experiences. The interactive section including 

events, employees, offers, previous experience as well as events are also of importance. Furthermore, 

how the service is perceived with classical communication and layout of the interface are also key 

factors. (Verhoef et al, 2009; Schmitt and Mangold, 2004) 
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All three areas (Service Science, HCI and CEM) Service Fascination imbricates is now presented. The 

interim conclusion is to cover all five human senses to create a holistic experience. Service Fascination 

can thus be obtained by recognizing the technological, psychological as well as the managerial 

aspects. However, it is of relevance to evaluate how this can be done, hence the next chapter describes 

four assessment methods to do so. 

A tool to review Service Fascination is User Journey Mapping (also called: Customer Journey 

Mapping)(see Figure 15). When mapping the user’s journey, an analysis of the service’s context and 

flow are conducted. It considers both functional as well as the emotional needs of the customer 

aroused at each touch point. (Zagel, 2015; White et al, 2008, p.123)  

Figure 15: User Journey Mapping, adapted from Zagel (2015) and White et al. (2008, p.123) 

 

User Journey Mapping helps to select and improve customer touch points with highest potential to 

create experiences and consequently differentiate from competitors. Several regions of interest can 

be reviewed, such as customers’ needs, how companies respond as well as potential opportunities.  

The Experiential Technology Portfolio (see Appendix 9.2.7), reviewed by Zagel (2015, p.96), is a 

useful tool to investigate if the technology of interest is mature for the market from both a company 

as well as from a customer’s perspective. From a company’s perspective, the portfolio evaluates the 

differentiation potential and maturity level. The customer perspective analyses the functional value 

versus the hedonic value of a technology.  

Zagel (2015) evaluates innovative technologies in clothing retail by introducing interactive fitting 

rooms and social mirrors. By using the evolution of self-service technologies diagram, he depicts the 

importance of improving self-service technologies in order to keep the attractiveness high. Interactive 

fitting rooms was regarded as a fairly new phenomena and was thus located in the very beginning of 

the diagram with no need to be improved. Social mirrors, on the other hand, had been around for a 

while and needed hence to be improved to keep its attractiveness. (Zagel, 2015) Similarly to keep the 

user in flow (Csikszentmihalyi, 2014).  
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In the Self-Service Technology Evolution diagram (see Figure 16), Zagel (2015, p.104) emphasizes on 

the great return of investment if the improvement raises the curve as much as possible. This can be 

applied to the food retail environment with self-service technologies, such as self-scanning. 

 
Figure 16: Self-Service Technology Evolution, adapted from Zagel (2015) 

According to Zagel (2015), the three dimensions that need to be taken into account to achieve ‘Service 

Fascination’ are the basic, the rejection and the experiential dimensions (see Figure 17).  

 
Figure 17: Basic illustration of the Service Fascination Evaluation Model, adapted from Zagel (2015) 

The basic dimensions correlate to an adaption of the TAM (Davis, 1989) with emphasis on Perceived 

Usefulness (PU) and Perceived Ease of Use (PEOU) (George et. al, 2012; Zagel, 2015). 

 

“Firms need to design suitable technological interfaces to minimize service failures and increase self-

service technology adoption rated. Interfaces must be perceived useful, trustworthy and easy to use 

irrespective of high or low innovativeness”  

- Kaushik and Rahman (2015, p.414). 

The rejection dimensions consider Trust and Technology Readiness of a service. Trust enfolds 

security, interaction providers and privacy issues whereas Technology Readiness measures people’s 

propensity to embrace and use new technologies (Öztürk et al, 2012; Zagel, 2015). 
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A noteworthy difference between Kaushik and Rahman’s (2015) and Zagel’s (2015) revised TAM is 

Kaushik and Rahman adding ‘subjective norms’ to basic dimensions. Subjective norms correspond to 

perceived social pressure, i.e. to perform or not to perform. When using the Service Fascination 

Evaluation Model in this essay, this aspect will be taken into account in the section for Technology 

Readiness. 

The experiential dimensions connect to the five consumer dimensions (Verhoef et. al, 2009) with the 

affective dimension correlating to the consumer’s mood and the cognitive dimension associating with 

the consumer’s intellect and reflections. These two dimensions applied on the food retail market is 

what the consumer feel and think when shopping.  

 

Experiential dimensions includes furthermore the behavioral dimension meaning the consumer’s 

interactions, where personalized interaction, for example is regarded as positive. The sensory 

dimension corresponds to the consumer’s five senses and the social dimension relates to the social 

interaction between the customer and the company/employee as well as a feeling of belonging. 

(Zagel, 2015) 

 

Thus, based on these three dimensions, Zagel’s (2015) Service Fascination Evaluation Model (see 

Figure 18) is delineated as the following illustration, including nine hypotheses correlations. 
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Figure 18: Service Fascination Evaluation Model with Hypotheses, adapted from Zagel (2015) 
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A literature study was firstly performed to obtain knowledge on self-scanning and prior research on 

the subject. Interviews held with various department at ICA were also performed to understand the 

developing environment of self-scanning services. This knowledge constituted the base for shaping 

surveys to customers and retailers to collect data on how self-scanning services are viewed from the 

perspectives of non-users, users and retailers (see Figure 19). 

 

All collected information was analyzed to either the SFEM (see Figure 19) or a frequency of word 

analysis (Weber, 1990)(see Appendix 9.5) and compared to the literature study to understand the 

self-scanning environment.  

 

 

 

 

 

Figure 19: Research Design, inputs on self-scanning technologies (SSTs) from retailers, experts, non-users and 

users as well as input on the Service Fascination Evaluation Model (SFEM) from the Consumer Panel at ICA.  

 

Quantitative results from the surveys (user, non-user and consumer panel) showed to what extent 

the Service Fascination Evaluation Model (SFEM) (adapted from Zagel, 2015) is applicable on the 

Swedish food retail market regarding self-scanning services.  

 

The qualitative part of the research consists of advantages, disadvantages and incentives for using 

self-scanning services and was gathered from interviews, a case study and a survey to retailers. 

The four methods to investigate how self-scanning services are adopted in the Swedish food retail 

environment from a service fascination perspective are listed below (see Figure 20) with the chosen 

research questions. Subsequently, the methods are described. 
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Figure 20: Method Matrix corresponding to the research questions  

To obtain insight what the self-scanning environment looks like, interviews with ICA departments of 

interest were conducted (see Appendix 9.7). The interviews were of a semi-structural kind since it is 

considered to be more depletive (Lundahl & Skärvad, 1999). Five interviews were held; 

- One at the statistical and strategy department at ICA (Nicklas Öqvist, Analyst and Digital Strategist) 

- Three at the department for digital communication at ICA (Nikko Harrison and Marvin Liljegren, 

Concept Managers and Karl Söderman, Project Leader) 

- One at the Self-Scanner department at ICA (Fredrik Lundquist, Project Manager) 

 

These departments are all working closely with self-scanning services and provided expert 

knowledge on the area. The interviews resulted in hands-on insight from employees dealing with self-

scanning services, which was useful in order to get a deeper insight on the view of the self-scanning 

services from a management level. The interviews were performed to answer the research questions 

and can be found in Appendix 9.7. 

A web-based survey (see Appendix 9.6.1) was distributed via the ICA Consumer Panel to ICA 

consumers. The survey was open for a week. The aim of the survey was to get a deeper insight on 

users’ and non-users’ view on self-scanning services from a Service Fascination perspective.  

 

The survey was constructed to investigate if Zagel’s (2015) Service Fascination Evaluation Model 

(SFEM) could be applied on the Swedish food retail industry. Hence, the questions in the survey were 

based on the questions Zagel used in his research on the clothing retail industry. The survey also 

included questions on pros and cons with self-scanning and which self-scanning services the 

respondent had used. If the users had not been using any self-scanning services, they were navigated 

to different questions asking about their presumptions on self-scanning. 

 

By distributing the survey to the Consumer Panel, the answer frequency were of a great amount and 

only giving replies from ICA consumers. The Consumer Panel furthermore enabled to filter the survey 

depending on if the respondent were a user or a non-user of self-scanning services, which gave 

relevant data.  
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An online survey based on the Service Fascination Evaluation Model (SFEM) was furthermore suitable 

for gathering a high amount of data to analyze the correlations between non-users’ and users’ 

opinions on self-scanning services.  

The result from the consumer panel survey was analyzed in the statistical analysis software SPSS with 

the aim to confirm to what extent the SFEM could be applied to the Swedish food retail industry 

regarding self-scanning services.  

 

Since several questions correlated to the same category (Perceived Usefulness, Perceived Ease of Use, 

Service Fascination, Trust, Technology Readiness and Experiential Design), a Cronbach Alpha analysis 

was conducted to affirm the statistical significance to merge questions. This was done to avoid 

multicollinearity. The tested questions were then indexed by taking the mean of the questions. A 

linear regression was subsequently conducted to illustrate relations between the categories and thus 

assess to what degree the SFEM can be applied to the Swedish food retail industry regarding self-

scanning services.  

 

Equation used for the linear regression: Y = b0 + b1x1 + b2x2 + ei 

 

Within the linear regression, the result from the customer panel was tested on five assumptions to 

make sure a linear regression could be performed. Those five assumptions consisted of: 

- Interval or ratio scale 

- Number of participants > 30 

- No outliers 

- Normal distribution 

- No correlation between the independent variables 

 

Furthermore, a Durbin-Watson test (to check whether the residuals are autocorrelated or not), an 

ANOVA test (to check if the F-value is statistically significant), a standards coefficients check (to make 

sure that the standard coefficients either are all positive or negative), a t-test (to check if particular 

variables affect), a collinearity diagnostics (to check for multicollinearity) and a Heteroscedasticity 

test (to plot the variance among error terms) were performed to evaluate the linear regression (see 

Appendix 9.3). 

 

Since the questions regarding Trust and Technology Readiness were formulated in a different way, 

the result was inversed to be applicable. This was done by: “New_Variable = COMPUTE 8 - 

Old_Variable” in SPSS. 

 

A regression analysis was chosen over a correlation analysis because correlation analyses show a 

relation but not to what extent whilst regression analyses show the relation and also the degree of 

correlation. A regression analysis also enables the opportunity to add several variables to the 

investigation. 

A web-based questionnaire (see Appendix 9.6.2) was sent to all ICA Retailers providing self-scanning 

services. It was sent to 202 ICA Retailers and 71 retailers participated. An additional “reminder email” 
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was sent out a week after the first e-mail invitation to possibly gather more replies. The survey 

consisted of questions on how retailers perceive the usage of self-scanning services and (according 

to them) possible improvements of the technology. The questionnaire furthermore asked the 

participants to grade 21 assertions regarding self-scanning based on Zagel’s (2015) Service 

Fascination Evaluation Model. 

 

The aim of the survey was to understand retailers’ perspective of self-scanning technologies in regard 

to Service Fascination. This was of importance to get an additional dimension on the view on self-

scanning services and to get an indication on how ripe the retail market is for self-scanning services.  

 

Zagel (2015) claims for the importance of reviewing the retailers’ opinions and expertise knowledge 

when analyzing user-experience and presents the Experiential Technology Portfolio (see Appendix 

9.2.7). Pantano and Di Pietro (2012) furthermore also deem of the importance to consider employees’ 

view when reviewing acceptance of the TAM. Hence, it was of interest for the investigation to conduct 

a retailer survey. 

 

It was suitable to ask already established ICA retailers on their view of the self-scanning services since 

they have hands-on experience of the services and thus were able to provide pros and cons with the 

technology. A web-based survey also made it possible to reach out to all retailers providing the service 

and enabled to analyze the results on a more quantitative basis. 

Two ICA grocery stores were reviewed. One grocery store only offering mobile self-scanning (ICA 

Supermarket Kista) and one offering self-scanning with scanner (ICA MAXI Nacka). The case study 

included a web-based survey (see Appendix 9.6.3 and 9.6.4) with questions for users and non-users 

of self-scanning technology. A set of six assertions were asked to customers. 353 respondents 

participated in the case study. The customers were approached inside the store shopping or after they 

had payed and were on their way out of the store. 

 

If the customers were using the self-scanning service when asked, statements based on their 

impressions of the Service Fascination were asked. If the customer, on the other hand, was not using 

a self-scanning service when asked, assertions regarding their presumptions on the service were 

asked. The result from the statements were handled separately to distinguish between users (238 

persons) and non-users (115 persons) of self-scanning technology. 

 

Key words of the questionnaire were areas of Technology Readiness, Trust, Perceived Ease of Use, 

Perceived Usefulness, Experiential Design and Service Fascination, which are the base for the Service 

Fascination Evaluation Model adapted by Zagel (2015). The objective of the case study was to depict 

what incentives trigger consumers to use or not to use self-scanning services. 

 

Boström and Hernant (2010) claim that asking the user how he/she shops does not necessarily reflect 

the reality, why different approaches to target how the consumer perceive the self-scanning services 

is essential. Hence, asking consumers directly after their purchase or when shopping were thought to 

generate an additional aspect on incentives to use or not to use self-scanning services.  
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By asking both users as well as non-users of self-scanning services provoked furthermore essential 

knowledge on why consumers use the service as well as why they choose to not use the service. This 

was of importance to understand the incentives of using self-scanning services from a Service 

Fascination perspective. 

The objective was to find incentives for using and not using self-scanning services, such as  the Service 

Quality Measurement model by Lewis (1993) and Zagel (2015), User Journey Mapping, adapted from 

Zagel (2015) and White et al. (2008, p.123), as well as the Usability Evaluation Model by Zagel (2015, 

p.57). The Service Quality Measurement model suggests to review services from several perspectives, 

why the customers, retailers and management research were performed.  

 

The main aim of the analysis was to investigate to what extent the Service Fascination Evaluation 

Model (Zagel, 2015) is applicable to the food retail market. Hence, the Service Fascination Evaluation 

Model was chosen as main model and take-off point for the analysis. 

 

To investigate the factors of the Service Fascination Evaluation Model (Zagel, 2015), the Service 

Fascination Research Model was used with the foundation of Service Science, Human-Computer 

Interaction and Customer Engagement Management. Each component giving useful models and 

theories to analyze the gathered data. 

To inspect the expectations and attitudes toward self-scanning services, the Service Excellence Model 

(Asif, 2014) and Hoyer et al.’s (2013) implication of attitudes were used. The Service Innovation 

model (den Hertog et. al., 2010) was moreover used to inspect the areas of possible alteration with a 

service focus. These evaluations fitted well with the retailer survey and the case study. 

 

The model of measuring service quality (see Appendix 9.2.2), adapted from Lewis (1993) and Zagel 

(2015), corresponded well to the chosen methods of data gathering. The Consumer Panel Survey and 

the Case Study measured the service quality from a consumer-oriented perspective whilst the 

interviews and the ICA Retailer Survey gave a company-oriented approach of the issue. The 

consumer-oriented approaches target the subjective wings, detecting correlations and incentives to 

use or not to use self-scanning services. The company-oriented approaches, on the other hand, target 

both the management wing as well as the employee wing with performing interviews on management 

level and conducting a survey among retailers. 

In order to evaluate the interaction users have with self-scanning services, models and theories 

within the fraction ‘human-computer interaction’ were useful. The ergonomics (Zagel, 2015) and 

user-experience (Arndt in Zagel, 2015 p. 39-41) were analyzed as well as the acceptability Nielsen’s 

(1994, p.25), adoptively (Hoyer et al, 2013) and attractivity (Burmester & Dufner, 2006, p219) of self-

scanning services. The Usability Evaluation Model (Zagel, 2015, p.57) was furthermore used to 

analyze the user-oriented side in both the summative and the formative aspects. 
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To consider the customer engagement management, psychology factors as flow (Csikszentmihalyi, 

2014, p.147-151) and gamification (Zagel, 2015) were analyzed as well as customer experiences 

defined by the consumer dimension model adapted from Hultén (2011) and Verhoef et al. (2009). 

 

The market communication with the Macro Objective Chain, adapted from Boström and Hernant 

(2010) and investment drivers with the Experience Drivers, adapted from Verhoef (2009, p32), 

Schmitt and Mangold (2004, p29) were also used. These theories and models were mostly used to 

analyze the qualitative results from the case study and the retailer survey. They were of use to further 

elaborate on proven areas of improvement potential. 

Lastly, a paragraph of evaluation methods were used to review the overall user-experience of Service 

Fascination. User Journey Mapping (Zagel, 2015); White et al., 2008, p.123) and Evolution of Self-

Service Technologies (Zagel, 2015) were used to illustrate the environment of self-scanning services 

from a user-experience perspective. A simplified illustration of the Service Fascination Evaluation 

Model (Zagel, 2015) was also used to easier relate factors to the Service Fascination Research Model 

(Zagel, 2015). 

 

A section criticizing the choice of method and possible development of the chosen method can be 

found in “6.3 Method Critique and Limitations” on page 45. This chapter also presents limitations of 

the chosen method with a subsequent chapter discussing opportunities for future research. 
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The views on self-scanning are presented from the perspectives of retailers, customers (users and 

non-users) and experts. Figure 21 presents an overview of the current views from participants in the 

study. 

 

 
Figure 21: Current views on self-scanning services from retailers, customers and experts 

The result gathered from the retailers (71 respondents) is generated by the retailer survey. Retailers 

especially value the potentiation, the profitability and the innovativeness self-scanning provides. Self-

scanning offers a faster and simpler way for the checkout procedure as well as informs the customer 

about their purchase. It furthermore gives the customer several ways to shop and to be more 

anonymous when shopping.  

 

The risk of shrinkage, the quality of the self-scanning equipment as well as the expensive investment 

to introduce self-scanning and maintain it are the main disadvantages with self-scanning according 

to retailers. Retailers raise furthermore doubts on how products that need to be weighed and 

products received from the delicacy counter are handled. Areas within customer integrity, queueing, 

physical space in the store and communication regarding self-scanning and discounts are moreover 

also questioned by retailers. Suggestions on improvements are mainly to increase the communication 

with the customer and to provide a service of higher quality with innovative options.  

The result gathered from the customers is collected from the case study with users (238 participants) 

and non-users (115 participants) as well as from the Consumer Panel survey (300 participants; 230 

users and 70 non-users). The investigation only reviewed views on self-scanning, why demographic 

data was not gathered and hence cannot be presented. 

 

According to customers, the easy and efficient way of shopping and the option to be able to conduct 

the shopping in several ways are regarded as main advantages of self-scanning. The fact of shorter 
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queues and already packed products are furthermore also grateful benefits for self-scanning. The 

opportunity to have more control over their purchase both regarding prices and sales but also an 

overview of the shopping cart is regarded as a main strength. 

 

The integrity is a sensitive area for customers where checks are viewed as inconvenient and insulting. 

The uncertainty if products are scanned successfully and if discounts are recognized by the self-

scanning device are also questioned. Customers also demand better equipment and more information 

on how to start to self-scan and information provided by the scanner device when shopping. The 

equipment is furthermore questioned with not-working devices and not up-to-date gadgets. Lastly, 

the anxiety of doing something wrong when self-scanning is an additional disadvantage. 

 

Customers would like the self-scanning devices to be interactive and give more information than they 

do today. The knowledge on existence of self-scanning with smartphone is almost nonexistent. 

Rewards for self-scanning is moreover viewed as a suggestion of improvement. 

 

Non-users mention the possibility to self-scan in their grocery store, discounts and information on 

how to begin self-scanning as motives for them to start self-scan. 

The result gathered from the experts (five interviewees) is collected from interviews with staff from 

ICA’s headquarters. Liljegren claims the department for digital communication at ICA aims to offer 

their consumers solutions fitting their needs and demands5. Harrison furthermore alleges that it 

should be easy and efficient for the consumers to use the innovative solutions as well as add value to 

their interaction with the brand. He also claims of the importance of continuously updating and 

renewing technology solutions to be able to meet consumers’ demands, whereas the construct ‘omni’ 

is frequently used as a guideline.6  

 

Öqvist, at the statistical and strategy department at ICA, claims for the importance to measure the 

activity of innovative solutions to develop the efficacy in the right direction7. Söderman alleges that 

statistics also could be of use for consumers using self-scanning services, where the technology 

enables additional features than traditional shopping8. Lastly, Lundquist claims that it is of 

importance to keep investigating consumers’ needs and demands in order to create optimal and 

tailored solutions regarding innovative technology9. 

The result gathered to check the validity of the SFEM on Swedish Food Retail Industry is generated 

from the Consumer Panel. 300 respondents from the ICA Consumer Panel participated in the survey. 

230 of them had used some kind of self-scanning service and 70 participants had never used self-

scanning services.  

                                                
5 Interview with Marvin Liljegren (Concept Manager at the Digital Communication Department at ICA) 
6 Interview with Nikko Harrison (Concept Manager at the Digital Communication Department at ICA) 
7 Interview with Nicklas Öqvist (Analyst and Digital Strategist at the Statistical and Strategic Department 
at ICA) 
8 Interview with Karl Söderman (Project Leader at the Digital Communication Department at ICA) 
9 Interview with Fredrik Lundquist (Project Manager for self-scanning at ICA) 



31 
 

The SFEM is proven to be applicable on the Swedish Food Retail Industry regarding self-scanning. All 

investigated categories consociate. It is however not statistically significant (on a 5% significance 

level) that Perceived Usefulness, Experiential Design and Trust explicitly affect Service Fascination 

on their own. The interplay is however confirmed by a correlation analysis (on a 1% significance 

level) which depicts the correlations to exist but not being as strong to be confirmed by a regression 

analysis (see Table 1). 

 

Worth mentioning is also that a tendency of heteroscedasticity appears in some of the correlations, 

which should be taken into account when analyzing the result. Perceived Ease of Use is furthermore 

the category shown to have the highest performance on Service Fascination and Experiential Design 

specifically. Technology Readiness and Service Fascination performed the highest value in general on 

the investigated categories. 

 

All diagrams regarding verification of the SFEM on the Swedish food retail industry can be found in 

Appendix 9.3. 

 

 
Table 1: The SFEM is applicable on the Swedish food retail market. The parameters with parentheses describes 

the correlation to exist due to a correlation analysis (on a 1% significance level) and the others are confirmed by 

a linear regression analysis on a 5% statistical significance level. 

The SFEM is applicable on the Service Fascination correlations (see Table 2). It is statistically 

significant that Perceived Usefulness, Perceived Ease of Use, Experiential Design and Trust correlate 
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with Service Fascination. However, Perceived Ease of Use is the only one statistically significant on a 

5% level (by a linear regression) to correlate on its’ own.  

Table 2: Output from SPSS. The Significance (“Sig.” marked with red) shows if the relation is statistically 

significant in which this case illustrates that all categories are correlated with Service Fascination but Perceived 

Ease of Use being the only one correlating with Service Fascination on its own. Statistical significance if < 0,05.  

 

A correlation analysis between Perceived Usefulness, Experiential Design and Trust to Service 

Fascination shows an interplay with statistical significance. This implies the correlation to exist but 

not to be as strong to be statistically significant by a linear regression analysis. Perceived Usefulness 

and Experiential Design are statistically significant on a 1% level while Trust is statistically significant 

on a 5% level. (see Appendix 9.3) 

Perceived Ease of Use is also proven to have a correlation with Technology Readiness (significance: 

0,000) and is statistically significant on a 5% level (see Table 3). 

It is statistically significant on a 5% level that Perceived Usefulness (significance: 0,033) is affected 

by Perceived Ease of Use (see Table 3). 

It is statistically significant on a 5% level that Experiential Design is affected by Perceived Ease of Use 

(significance: 0,021) and Perceived Usefulness (significance: 0,000). Both components are also 

proven to affect Experiential Design together (significance: 0,000) (see Table 3). 

It is statistically significant on a 5% level that Trust (significance: 0,000) is affected by Technology 

Readiness (see Table 3). 
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Table 3: Output from SPSS. All correlations (Experiential Design, Perceived Ease of Use, Perceived Usefulness and 

Trust) are statistically significant on a 5% level (red marked category “Sig.” < 0,05).  

The Mean value illustrates the performance of the categories (see Table 4). It is shown that 

Technology Readiness (Mean: 5,9552) and Service Fascination (Mean: 5,9507) are generating the 

highest values among the investigated blocks. Worth mentioning is that a performance-importance 

diagram is not chosen to be created due to the (linear regression) 5% statistical insignificance in some 

cases. 

 

 

Category N Minimum Maximum Mean Std. 
Deviation 

Technology 
Readiness 
(reversed) 

223 1,00 7,00 5,9552 1,36073 

Perceived 
Usefulness 

223 1,00 7,00 4,5852 1,49003 

Perceived 
Ease of Use 

224 1,00 7,00 5,6875 1,24404 

Service 
Fascination 

223 1,00 7,00 5,9507 1,47724 

Affective 
Dimension 

225 1,00 7,00 4,4889 1,38022 

Cognitive 
Dimension 

225 1,00 7,00 4,4074 1,24700 
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Behavioral 
Dimension 

225 1,00 7,00 4,2133 1,54942 

Sensory 
Dimension 

225 1,00 7,00 3,0867 1,32887 

Social 
Dimension 

225 1,00 7,00 2,9578 1,44288 

Trust 
(reversed) 

225 1,00 7,00 5,6756 1,47950 

 

Table 4: The Mean shows what performance the categories have. Important to take into account is also whether 

the category is proven to be statistically significant (importance). The Dimension categories are a segmentation 

of the Experiential Design components. 

This chapter presents how users, non-users and retailer perceive the blocks within the SFEM. The 

result is generated from the survey with the retailers as well as from the case study with users and 

non-users. Since questions only relating to self-scanning were asked, no data on demographics can be 

presented. 

 

The diagrams presented are a percentage of the various views. However, it is of importance to bare 

in mind that it might be misleading, because of a different number of respondents participated in the 

survey/study. For example, sometimes questions targeting the users, non-users or retailers can be 

merged together. This was also verified by a Cronbach Alpha measurement and is documented. 

However, it is important to point out that it might be misleading. This form of presentation was 

however yet chosen to get an overview of the result. Diagrams on each and every SFEM block can be 

found in Appendix 9.4. 

To analyze users’ view on Service Fascination, the statement “It is fun to self-scan” was asked, giving 

a total of 238 responses (see Appendix 9.4.1). The result illustrates users’ view regarding Service 

Fascination as generally positive. 

To analyze non-users’ view on Service Fascination, the statement “I think it would be fun to self-scan” 

was asked, giving a total of 115 responses (see Appendix 9.4.1). The result illustrates non-users’ view 

regarding Service Fascination to be generally negative. 

To analyze retailers’ view on Service Fascination, the statements “Customers recommend to self-

scan”, “Customers have fun when self-scanning” and “If the opportunity is given, customers self-scan” 

were merged together giving a total of 213 responses. According to a Cronbach Alpha test, it was 

however not accepted on a statistically significance level of 5% to merge the questions (CA: 0,163) 

(see Appendix 9.4.1). The result illustrates retailers’ view regarding Service Fascination to be fairly 

positive. 
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Users have a generally positive apprehension towards self-scanning regarding the ‘Service 

Fascination’ block, whilst non-users, on the other hand, have a mainly negative approach. Retailers 

have a scattered view with a concentration point fairly positive. (see Figure 22) An important aspect 

to take into account is however that the retailers’ questions were merged together and according to 

a Cronbach Alpha test, this was not accepted on a statistically significance level of 5%. (see Appendix 

9.4.1) 

 

 
Figure 22: Service Fascination viewed by non-users, users and retailers in percent 

To analyze users’ view on Perceived Usefulness, the statement “I am more efficient when I self-scan” 

was asked, giving a total of 238 responses (see Appendix 9.4.2). The result illustrates users’ view 

regarding Perceived Usefulness to be positive. 

To analyze non-users’ view on Perceived Usefulness, the statement “I think I would be more efficient 

if I was to use self-scanning” was asked, giving a total of 115 responses (see Appendix 9.4.2). The 

result illustrates non-users’ view regarding Perceived Usefulness to be dispersed. 

To analyze retailers’ view on Perceived Usefulness, the statements “When Consumers use Self-

Scanning Services, they are more efficient” and “When Consumers self-scan their performance is 

enhanced” were merged together giving a total of 142 responses. According to a Cronbach Alpha test, 

it was accepted on a statistically significance level of 5% to merge the questions (CA: 0,599) (see 

Appendix 9.4.2). The result illustrates retailers’ view regarding Perceived Usefulness to be positive. 
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Users and retailers have a positive view on Perceived Usefulness whereas non-users’ have a scattered 

view on it (see Figure 23).  

 

 
Figure 23: Perceived Usefulness viewed by non-users, users and retailers in percent 

To analyze users’ view on Perceived Ease of Use, the statement “It is easy to self-scan” was asked, 

giving a total of 238 responses (see Appendix 9.4.3). The result illustrates users’ view regarding 

Perceived Ease of Use to be positive. 

To analyze non-users’ view on Perceived Ease of Use, the statement “I think it is easy to self-scan” was 

asked, giving a total of 115 responses (see Appendix 9.4.3). The result illustrates non-users’ view 

regarding Perceived Ease of Use to be positive. 

To analyze retailers’ view on Perceived Ease of Use, the statements “It is simple for the customers to 

self-scan” and “It is simple for the customers to make the scanning device to do as they want” were 

merged together giving a total of 142 responses.  According to a Cronbach Alpha test, it was accepted 

on a statistically significance level of 5% to merge the questions (CA: 0,817) (see Appendix 9.4.3). The 

result illustrates retailers’ view regarding Perceived Ease of Use to be positive. 

 

Users, non-users and retailers apprehend Perceived Ease of Use in a positive way (see Figure 24).  
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Figure 24: Perceived Ease of Use viewed by non-users, users and retailers in percent 

To analyze users’ view on Trust, the statement “I am worried that the self-scanning system collects 

too much personal information about me” was asked, giving a total of 238 responses (see Appendix 

9.4.4). The result illustrates users’ view regarding Trust to be positive. 

To analyze non-users’ view on Trust, the statement “I think I would be worried that the self-scanning 

system collected too much personal information about me” was asked, giving a total of 115 responses 

(see Appendix 9.4.4). The result illustrates non-users’ view regarding Trust to be positive. 

To analyze retailers’ view on Trust, the statements “Customers are worried how their personal 

information is handled when self-scanning” and “Customers are worried that unauthorized people 

will have access to their personal information” were merged together giving a total of 142 responses. 

According to a Cronbach Alpha test, it was accepted on a statistically significance level of 5% to merge 

the questions (CA: 0,872)(see Appendix 9.4.4). The result illustrates retailers’ view regarding Trust 

to be positive. 

Trust is reviewed positively by users, non-users as well as retailers (see Figure 25). 
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Figure 25: Trust viewed by non-users, users and retailers in percent 

To analyze users’ view on Technology Readiness, the statement “I am worried to use self-scanning if 

I were to make a mistake and not being able to correct it myself” was asked, giving a total of 238 

responses (see Appendix 9.4.5). The result illustrates users’ view regarding Technology Readiness to 

be positive. 

To analyze non-users’ view on Technology Readiness, the statement “I think I would be worried to 

use self-scanning if I were to make a mistake and not being able to correct it myself” was asked, giving 

a total of 115 responses (see Appendix 9.4.5). The result illustrates non-users’ view regarding 

Technology Readiness to be positive with an exception of 20% expressing themselves negatively 

towards Technology Readiness and self-scanning. 

To analyze retailers’ view on Technology Readiness, the statements “Customers are scared of making 

a mistake when self-scanning and not be able to correct it” and “Customers are worried when self-

scanning” were merged together giving a total of 142 responses. According to a Cronbach Alpha test, 

it was not accepted on a statistically significance level of 5% to merge the questions (CA: 0,163) (see 

Appendix 9.4.5). The result illustrates retailers’ view regarding Technology Readiness to be fairly 

negative. 
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Users have a positive opinion regarding Technology Readiness and self-scanning. Non-users also have 

an overall positive perspective, however 20% express a negative opinion towards Technology 

Readiness and self-scanning. Retailers furthermore have a scattered view on Technology Readiness 

with a concentration point fairly negative. An important aspect to take into account is that the 

retailers’ questions were merged together and according to a Cronbach Alpha test, this was not 

accepted on a statistically significance level of 5%. (see Figure 26). 

 

 
Figure 26: Technology Readiness viewed by non-users, users and retailers in percent 

To analyze users’ view on Experiential Design, the statement “I am satisfied with the information I 

receive when self-scanning” was asked, giving a total of 238 responses (see Appendix 9.4.6). The 

result illustrates users’ view regarding Experiential Design to be positive. 

To analyze non-users’ view on Experiential Design, the statement “I think it would be interesting to 

self-scan” was asked, giving a total of 115 responses (see Appendix 9.4.6). The result illustrates non-

users’ view regarding Experiential Design to be negative. 

To analyze retailers’ view on Experiential Design, the statements;  

- “Self-scanning makes the customer feel good”  

- “Customers are satisfied with the information they receive when self-scanning”  

- “Customer receive information in various ways (e.g. text, graphic, audio, video) when self-

scanning”  
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- “Customers think the quality of self-scanning is high” 

- “To self-scan influences customers’ shopping behavior” 

- “Self-scanning provides various ways for customers to shop” 

- “Self-scanning stimulates customers’ senses (visual, auditory, haptic, gustatory or olfactory)” 

- “Self-scanning is, according to customers, physically appealing” 

- “Customers think self-scanning provides the opportunity to interact with others” 

- “It gives customers status to self-scan”  

were merged together giving a total of 710 responses. According to a Cronbach Alpha test, it was 

accepted on a statistically significance level of 5% to merge the questions (CA: 0,647) (see Appendix 

9.4.6). The result illustrates retailers’ view regarding Experiential Design to be positive. 

 

A segmented result of the retailers’ view regarding Experiential Design and self-scanning shows a 

positive opinion in the Behavioral dimension. The retailers have a scattered opinion in the Affective 

and Cognitive dimensions being fairly positive. The retailers’ express furthermore a negative view on 

the Social and the Sensory dimension. 

 

Affective Dimension 

When analyzing the Affective category, the statement “Self-scanning makes the customer feel good” 

was considered, giving a total of 71 responses (see Appendix 9.4.6). 

  

Cognitive Dimension 

When analyzing the Cognitive category, the statements “Customers are satisfied with the information 

they receive when self-scanning”, “Customer receive information in various ways (e.g. text, graphic, 

audio, video) when self-scanning” and “Customers think the quality of self-scanning is high” were 

considered, giving a total of 213 responses. However, a Cronbach Alpha analysis illustrates the result 

of merging the questions to not be statistically significant on a level of 5% (CA: -0,14). (see Appendix 

9.4.6) 

  

Behavioral Dimension 

When analyzing the Behavioral category, the statements “To self-scan influences customers’ shopping 

behavior” and “Self-scanning provides various ways for customers to shop” were considered, giving 

a total of 142 responses. However, a Cronbach Alpha analysis illustrates the result of merging the 

questions to not be statistically significant on a level of 5% (CA: 0,440). (see Appendix 9.4.6) 

 

Sensory Dimension 

When analyzing the Sensory category, the statements “Self-scanning stimulates customers’ senses 

(visual, auditory, haptic, gustatory or olfactory)” and “Self-scanning is, according to customers, 

physically appealing” were considered, giving a total of 142 responses. However, a Cronbach Alpha 

analysis illustrates the result of merging the questions to not be statistically significant on a level of 

5% (CA: 0,334). (see Appendix 9.4.6) 

 

Social Dimension 

When analyzing the Social category, the statements “Customers think self-scanning provides the 

opportunity to interact with others” and “It gives customers status to self-scan” were considered, 

giving a total of 142 responses. However, a Cronbach Alpha analysis illustrates the result of merging 

the questions to not be statistically significant on a level of 5% (CA: 0,497). (see Appendix 9.4.6) 
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Users reflect on self-scanning and Experiential Design in a positive way, while non-users have a 

negative apprehension of it. Retailers have a scattered but fairly positive view on Experiential Design 

and self-scanning (see Figure 27). 

 

 
Figure 27: Experiential Design viewed by non-users, users and retailers in percent 
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The discussion chapter aims to elaborate on adoption of self-scanning services in the Swedish food 

retail market from a service fascination perspective by discussing the chosen research questions and 

theory from the literature study. 

 

- What are the current views on self-scanning? 

- What are the incentives of using self-scanning services? 

- To what extent can the Service Fascination Evaluation Model be applied on the Swedish food 

retail market regarding self-scanning? 

 

It also contains a section discussing critique of the chosen methods and limitations of the research 

with suggestions on future research.  

The general view among users regarding self-scanning is positive, where advantages as fast shopping, 

shorter queues and an increased feeling of control over purchase and prices are seen as the main 

advantages. The non-users express the opportunity for conducting self-scanning in their grocery 

store, more information on how to start self-scanning as well as more incentives for conducting self-

scanning as desires.  

 

Retailers providing self-scanning express a positive apprehension where the opportunity for the 

customer to shop in various ways are valued highly. Furthermore, the profitability and potentiation 

is regarded as key advantages for offering self-scanning. They demand a better solution for handling 

the products needing to be weighed as well as more up-to-date equipment. 

 

The Perceived Ease of Use (PEOU) is reflecting high scores, which means that both users, non-users 

as well as retailers regard it positively. Hence, communication regarding the easiness of self-scanning 

has succeeded. The views on Trust is furthermore also showing a positive result, which proves the 

general view regarding self-scanning to be safe and easy to use. 

The qualitative result shows an opinion from users and retailers for improvement of the self-scanning 

devices. The inability to work as expected is seen as frustrating and needs to be taken care of to keep 

self-scanning services as a successful competitive advantage. This is also supported by the “Self-

Service Technology Evolution diagram” (see Figure 16, p.20) by Zagel (2015, p.104) which also 

indicates on the return of the investment if innovative technology is continuously improved.  

 

”The Service Innovation Model” (See “Service Innovation”, p.12 and Appendix 9.2.1) by Zagel (2015) 

is proposed to be of use when improving the devices. It concerns essential phases when introducing 

and developing innovative technology, which would work in favor in the development process. The 

third and fourth dimension concerning the Service Delivery System and the Technological Setup are 

particularly proposed to be of importance.  
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Furthermore, the ergonomics of the devices are also proposed to be improved. Zagel (2015) presents 

the importance of flexibility, perceptibility, comprehensibility and interoperability when improving 

ergonomics (see “Ergonomics”, p.13). This is of use when meeting the demands of users and retailers 

to improve the self-scanning devices. 

Retailers express an uncertainty when it comes to investing in self-scanning. Economic analyses as 

well as Experience Drivers (adapted from Verhoef, 2009, p.32 and Schmitt and Mangold, 2004, p.29) 

are suggested to be used to illustrate the advantages of investing in self-scanning services (see 

“Investment Drivers”, p.18). Communication regarding what it means and how it works to invest is 

proposed to decrease the uncertainty among retailers. Offering retailers different ways to invest in 

self-scanning services is also an option to find tailored solutions fitting each grocery store’s needs. 

 

As it is proven in the essay what impact self-scanning services can have on the Swedish food retail 

industry regarding Service Fascination, it is essential to communicate the benefits and procedure of 

self-scanning to retailers. To further develop the self-scanning services are moreover also in line with 

the areas ICA currently is working with (see “ICA”, p.3). 

The result illustrates the SFEM to be applicable on the Swedish Food Retail Industry regarding self-

scanning. The customer and retailer surveys can therefore be analyzed in regard to the SFEM and 

indicate on quantitative suggestions of improvements in the area of self-scanning. 

Users regard Service Fascination generally positive according to the SFEM, whereas non-users 

apprehend the Service Fascination block in a negative way. Retailers furthermore express a generally 

positive approach regarding Service Fascination on the investigated parameters. Mutual for all, is 

however the opinion for improvement within this area. The performance measurement also shows 

Service Fascination to be one of the highest performers. 

 

The correlating parameters pointing towards Service Fascination are Perceived Ease of Use, 

Experiential Design, Trust and Perceived Usefulness. Since Perceived Usefulness and Experiential 

Design are proven to correlate with Service Fascination and scored lower than the other correlating 

parameters, it is suggested to further improve the Perceived Usefulness and Experiential Design 

blocks.  

 

The Experiential Design category contains the Affective, Cognitive, Behavioral, Sensory and Social 

dimensions. Where especially the Sensory and Social dimensions are found to be of great interest to 

improve further. 

Improvement suggestions serve to keep the competitive advantage self-scanning provides as well as 

to develop the dynamic capabilities enabled by self-scanning. To improve the Perceived Usefulness, 

increased communication regarding the use of self-scanning is suggested. This is also supported by 
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Kaushik and Rahman (2015), who argues for the importance of communication at all stages when 

introducing and maintaining innovative technologies (see “Related Research”, p.8). Non-users do 

especially express a negative apprehension towards Perceived Usefulness, whereas communication 

at this stage is essential. 

 

Having assistance of the Macro Objective Chain (Boström & Hernant, 2010) when improving the 

general communication of self-scanning services is suggested (see “Market Communication”, p.18). 

The first three stages are especially of importance to push the advantages and use of self-scanning 

services. The adapted S-shaped Diffusion Curve from Hoyer et al. (2013) is also proposed to be of use 

to illustrate the way innovative technology is adopted by customers (see “Adoptively”, p.14). 

 

Nielsen’s (1994, p.25) “Attributes of System Acceptability model” is furthermore also of use when 

improving Perceived Usefulness with the sections for usability and utility (Zagel 2015, p.39-41). 

These sections suggest the devices to be subjectively pleasing with few errors as well as easy to learn 

and use. To make the customers accept self-scanning services to a greater extent, this model is 

proposed to be of assistance in the development stage. (see “Acceptability”, p.13 and Appendix 9.2.3) 

Non-users especially have a negative view on Experiential Design, which claims for improvement in 

regard to non-users. There is however also proven to exist development potential for users and 

retailers as well. The Experiential Design block focuses on the experience the user has when he/she 

uses the device.  

 

Csikszentmihalyi (2014, p.147-151) depicts Flow as an essential factor to take into account regarding 

experiences. Flow is the state balancing between boredom and anxiety where the user is in a state of 

so called “flow” (see “Psychology”, p.16). Hence, as an overall suggestion of improvement, “Flow” is 

proposed to be taken into account when improving the Experiential Design block. 

 

To improve the Social dimension within the Experiential Design block, activities corresponding to 

Asif’s (2014) “Service Excellence Model” can be performed (see “Expectations - Service Excellence 

Model”, p.11). The top block in the model is called “Surprising Services” which suggests C2C activities 

and loyalty awardings (Boström & Hernant 2010). Immersing experiences/competitions (Pine & 

Gilmore, 1998, p.102) providing gamification opportunities (Zagel, 2015), such as life-logging (Polič, 

2015) are proposed. Opportunities for the customer to check how many environmental friendly 

products he or she has acquired the past month or how much discounts he or she has earned are 

additional suggestions. 

 

In order to improve the Sensory dimension, it is proposed to develop the scanning devices with 

emphasis on the hedonic values (Burmester and Dufner 2006, p219), i.e. to attract several senses. 

This corresponds with improving the physical appearance of the scanner devices as well as to 

increase the interaction between customer and device. The communication is proposed to be 

performed in several ways where the visual, auditory and haptic ones are regarded to be most 

realistic (at this stage) to improve further (see “Attractivity”, p.14).  

 

A suggestion would for example be to change the sound of the scanning device depending on if the 

product was successfully scanned or not. Another example could be to change the theme of the sound 
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and appearance of the device depending on the user. A child handling the device when shopping with 

his or her parents could for example enjoy the opportunity to have a fairytale or a movie theme, such 

as Star Wars or Harry Potter.   

Retailers express a negative opinion towards Technology Readiness and self-scanning which argue 

for further improvement within this area. Non-users also show results for claiming development 

potential within the Technology Readiness area. The performance measurement also shows 

Technology Readiness to be one of the highest performers. Prior research furthermore illustrates 

tendencies to not adopt innovations due to uncertainty as the most significant restraining force 

(Pantano, 2014a).  

 

Hence, improved communication regarding self-scanning is proposed. This also corresponds with the 

proposals of improvement stated in Perceived Usefulness Improvement (see p.43), with the Macro 

Objective Chain (Boström & Hernant, 2010) as a pioneer. Since users do not express the same anxiety 

towards the use of self-scanning devices, this communication proposal is suggested to focus merely 

on users-to-be, possible new users and retailers.  

Many of the articles used for the literature study are written or co-written by Eleonora Pantano from 

the department of Marketing, Branding and Tourism at the Middlesex University London. The book 

”Service Fascination – gaining competitive advantage” by Christian Zagel, postdoc at Friedrich-

Alexander-University of Erlangen-Nürnberg, was also frequently used. This might have made the 

literature study biased due to one-sided views.  

 

The research could be improved by having the Consumer Panel survey open for a longer time period. 

The survey was open for a week due to regulations from ICA, having it open for longer could have 

generated more responses. A higher answering frequency would support the conclusions further and 

make the research more statistically reliable.  

 

Filtering the Consumer Panel survey to only target users of self-scanning services would perhaps have 

worked in favor of potentially fabricated answers. The questions in the Consumer Panel survey were 

furthermore translated to Swedish which also should be seen as a source of error. 

 

A higher answering frequency from the Retailer Survey would also back up the credibility of the 

research. This could perhaps had been done if the survey was sent from an e-mail address from ICA 

and/or if the retailers gained something more than engagement if participating in the survey. 

 

Having more participants in the case study and more in-depth questions would have generated more 

quantitative data and make the research more statistically reliable. It would also have been 

interesting to ask demographic questions to analyze differences between for example gender and age. 

Performing the case study for a longer period of time and perhaps give the participants something for 

taking part in the study would perchance have increased the number of participants. The assertions 

were also translated to Swedish which also should be seen as a source of error since the assertions 

originated were in German. 
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It would have been prosperous for the investigation to conduct individual case studies with 

customers using the various kinds of self-scanning services. “Think Alouds” and direct feedback on 

how customers use the services would have been of interest to get detailed opinions of the use of self-

scanning services in order to develop the services. 

The research investigates one retail group present on the Swedish food retail market. Since the retail 

groups target different consumer segments, it would be of interest to widen the research and 

investigate the Swedish food retail market on a more general level. This would also increase the 

reliability and validity of the thesis. 

 

Furthermore, it would be of interest to investigate mobile self-scanning, self-scanning with scanner 

and self-checkout cashiers individually to detect potential in their different use and appearance. This 

would lead to essential knowledge on how to optimally develop the various techniques. 

 

It would moreover also be of interest to introduce the proposals presented in the essay and review 

what impact these may have. An increased communication targeting non-users and new users of self-

scanning would especially be of interest. To investigate what impact further development of the self-

scanning equipment (in regard to the visual, haptics and auditory senses) would also be of interest to 

review. 
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Technology combinations are keys to create competitive advantages and can work as tools to create 

a holistic experience. Self-scanning services have therefore the potential to generate an increase in 

information about the products and to create an emotional connection between the customer and the 

store. 

 

The thesis proves to what extent the Service Fascination Evaluation Model (SFEM) is applicable on 

the Swedish food retail industry in regard of self-scanning services. It furthermore illustrates the 

views of self-scanning to be generally positive and engaging, expressing development potential in the 

areas of ‘Service Fascination’ and ‘Technology Readiness’. Although the existence of development 

potential areas, there is no concern about self-scanning services being untrustworthy or not easy to 

use. The review of SFEM and self-scanning depicts the main incentives to use self-scanning services 

as it being fast and efficient. 

 

The analysis of the investigation illustrates it to be of great importance to keep self-scanning services 

up-to-date both in the regard of the physical equipment but also when it comes to the appearance and 

features of the devices.  

 

Communication is also proven to be essential when working with self-scanning. Regardless of the 

receiver being a non-user, a beginner or an experienced user, tailored communication is important to 

keep the consumer curious. Non-users express a demand for incentives to use self-scanning, whereas 

a desire expressed by experienced users is to develop additional features on self-scanning devices to 

keep them in flow. 

 

It is moreover also proven to be of importance to depict the process and advantages of investing in 

self-scanning to retailers. A proposal is to develop self-scanning packages corresponding to certain 

grocery stores’ need and demands.  

 

Self-scanning is a growing area within the Swedish food retail industry and it exists potential for 

improving the services further. If used in the right way, self-scanning services can be a useful key to 

differentiate in today’s competitive environment in the food retail industry. 
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Figure 28: Self-checkout Cashier, SWOT-analysis  

 
Figure 29: Self-scanning with scanner, SWOT-analysis 



 

 

 
Figure 30: Mobile self-scanning, SWOT-analysis 

 

 
Figure 31: Service Innovation, adapted from Zagel (2015) 



 

 

 
Figure 32: Service Quality Measurement, adapted from Lewis (1993) and Zagel (2015) 

 

 
Figure 33: System Acceptability, adapted from Nielsen (1994, p.25) 



 

 
Figure 34: Usability Evaluation Model, adapted from Zagel (2015, p.57) 

 
Figure 35: Four Realms of an Experience, adapted from Pine and Gilmore (1998, p.102) 
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Figure 36: Experience Drivers, adapted from Verhoef (2009, p32), Schmitt and Mangold (2004, p29) 

 

 
Figure 37: Experiential Technology Portfolio, adapted from Zagel (2015)  



 

 

 

 
Figure 38: According to a Cronbach Alpha test, it is statistically acceptable on a significance level of 5% to 

merge the questions together (CA: 0,743) 

 
Figure 39: According to a Cronbach Alpha test, it is statistically acceptable on a significance level of 5% to 

merge the questions together (CA: 0,896) 



 

 
Figure 40: According to a Cronbach Alpha test, it is statistically acceptable on a significance level of 5% to 

merge the questions together (CA: 0,729) 

 

 
Figure 41: According to a Cronbach Alpha test, it is statistically acceptable on a significance level of 5% to 

merge the questions together (CA: 0,857) 



 

 
Figure 42: According to a Cronbach Alpha test, it is statistically acceptable on a significance level of 5% to 

merge the questions together (CA: 0,569) 

 

 
Figure 43: According to a Cronbach Alpha test, it is statistically acceptable on a significance level of 5% to 

merge the questions together (CA: 0,834) 



 

 
Figure 44: The Significance shows if the relation is statistically significant in which this case illustrates that all 

categories are correlated with Service Fascination but that Perceived Ease of Use is the only one correlating with 

Service Fascination on its own. Statistically significant if < 0,05. 

 

 



 

 

 
Figure 45: Tests approved: Model Summary (Durbin-Watson), ANOVA (F + Sig.), Coefficients (Standardized 

Coefficients, t, Sig), Collinearity Diagnostics (Condition Index) and Scatterplot (heteroscedasticity) 

 



 

 

 

 
Figure 46: Correlation tests on Experiential Design, Trust and Perceived Ease of Use 

 
Figure 47: Perceived Ease of Use is shown to be affected by Technology Readiness and is statistically significant. 

Statistical significance if < 0,05. 



 

 

 



 

 
Figure 48: Tests approved: Model Summary (Durbin-Watson), ANOVA (F + Sig.), Coefficients (Standardized 

Coefficients, t, Sig), Collinearity Diagnostics (Condition Index) and Scatterplot (heteroscedasticity) 

 
Figure 49: Perceived Usefulness is shown to be affected by Perceived Ease of Use and it is statistically significant. 

Statistical significance if < 0,05. 

 



 

 

 
Figure 50: Tests approved: Model Summary (Durbin-Watson), ANOVA (F + Sig.), Coefficients (Standardized 

Coefficients t,, Sig), Collinearity Diagnostics (Condition Index) and Scatterplot (heteroscedasticity) 



 

 
Figure 51: Experiential Design is shown to be affected by Perceived Ease of Use and Perceived Usefulness and it is 

statistically significant. Statistical significance if < 0,05. 

 

 



 

 
Figure 52: Tests approved: Model Summary (Durbin-Watson), ANOVA (F + Sig.), Coefficients (Standardized 

Coefficients, t, Sig), Collinearity Diagnostics (Condition Index) and Scatterplot (heteroscedasticity) 

 
Figure 53: Trust is shown to be affected by Technology Readiness and it is statistically significant. Statistical 

significance if < 0,05. 

 



 

 

 
Figure 54: Tests approved: Model Summary (Durbin-Watson), ANOVA (F + Sig.), Coefficients (Standardized 

Coefficients, t, Sig), Collinearity Diagnostics (Condition Index) and Scatterplot (heteroscedasticity) 



 

 
Figure 55: The Mean shows what performance the categories have. Important to take into account is also 

whether the category is proven to be statistically significant (importance) 

 
 

Figure 56: Users’ view on Service Fascination is mainly high, which indicates a positive perspective on Service 

Fascination and self-scanning  



 

 
Figure 57: Non-users’ view on Service Fascination is dispersed, which indicates a scattered perspective 

emphasizing negatively on SF and self-scanning  

 
Figure 58: Retailers’ view on Service Fascination is fairly high, which indicates a positive perspective on Service 

Fascination and self-scanning 

 



 

 
Figure 59: A Cronbach Alpha shows the cluster of questions to be under the accepted significance level of 0,5 

which means that it is not statistically correct to merge the questions together according to this test 

 
Figure 60: Users’ view on Perceived Usefulness is high, which indicates a positive perspective on Perceived 

Usefulness and self-scanning 



 

 
Figure 61: Non-users’ view on Perceived Usefulness is dispersed, which indicates a scattered perspective on 

Perceived Usefulness and self-scanning 

 
Figure 62: Retailers’ view on Perceived Usefulness is high, which indicates a positive perspective on PU and self-

scanning 

 



 

 
Figure 63: A Cronbach Alpha shows the cluster of questions to be of the accepted significance level of 0,5 which 

means that it is statistically correct to merge the questions together according to this test 

 
Figure 64: Users’ view on Perceived Ease of Use high, which indicates a positive perspective on Perceived Ease of 

Use and self-scanning 



 

 
Figure 65: Non-users’ view on Perceived Ease of Use high, which indicates a positive perspective on Perceived 

Ease of Use and self-scanning 

 
Figure 66: Retailers’ view on Perceived Ease of Use is high which indicates a positive view on self-scanning and 

Perceived Ease of Use 



 

 
Figure 67: A Cronbach Alpha shows the cluster of questions to be of the accepted significance level of 0,5 which 

means that it is statistically correct to merge the questions together according to this test 

 
Figure 68: Users’ view on Trust is low, which indicates a positive perspective on Trust and self-scanning 



 

 
Figure 69: Non-users’ view on Trust is low, which indicates a positive perspective on Trust and self-scanning 

 

 
Figure 70: Retailers’ view on Trust is low which indicates a positive view on Trust and self-scanning 

 



 

 
Figure 71: A Cronbach Alpha shows the cluster of questions to be of the accepted significance level of 0,5 which 

means that it is statistically correct to merge the questions together according to this test 

 
Figure 72: Users’ view on Technology Readiness is low, which indicates a positive perspective on Technology 

Readiness and self-scanning  



 

 
Figure 73: Non-users’ view on Technology Readiness is low with an exception for 23 persons (20%) expressing 

high values, which indicates an overall positive perspective on Technology Readiness and self-scanning with an 

exception (20%) arguing for Technology Readiness and self-scanning negatively 

 
Figure 74: Retailers’ view on Trust is scattered with concentration point fairly high which indicates concern 

regarding Trust and self-scanning 

 



 

 
Figure 75: A Cronbach Alpha shows the cluster of questions to be under the accepted significance level of 0,5 

which means that it is not statistically correct to merge the questions together according to this test 

 
Figure 76: Users’ view on Experiential Design is high, which indicates a positive perspective on Experiential 

Design and self-scanning 

 



 

 
Figure 77: A Cronbach Alpha shows the cluster of questions to be of the accepted significance level of 0,5 which 

means that it is statistically correct to merge the questions together according to this test 

 
Figure 78: Non-users’ view on Experiential Design is low, which indicates a negative perspective on Experiential 

Design and self-scanning 



 

 
Figure 79: Retailers’ view on Experiential Design is scattered fairly high, which indicates a fairly positive 

perspective on Experiential Design and self-scanning 

 

 
Figure 80: Retailers’ view on the Affective category within Experiential Design is scattered, which indicates a 

dispersed perspective on the Affective block (within Experiential Design) and self-scanning 

  



 

 
 

Figure 81: Retailers’ view on the Cognitive category within Experiential Design is fairly high, which indicates a 

fairly positive perspective on the Cognitive block (within Experiential Design) and self-scanning 

 

 
Figure 82: A Cronbach Alpha shows the cluster of questions to be under the accepted significance level of 0,5 

which means that it is not statistically correct to merge the questions together according to this test 

  



 

 
Figure 83: Retailers’ view on the Behavioral category within Experiential Design is high, which indicates a 

positive perspective on the Behavioral block (within Experiential Design) and self-scanning 

 

 
Figure 84: A Cronbach Alpha shows the cluster of questions to be under the accepted significance level of 0,5 

which means that it is not statistically correct to merge the questions together according to this test 

 



 

 
Figure 85: Retailers’ view on the Sensory category within Experiential Design is low, which indicates a negative 

perspective on the Sensory block (within Experiential Design) and self-scanning 

 

 
Figure 86: A Cronbach Alpha shows the cluster of questions to be under the accepted significance level of 0,5 

which means that it is not statistically correct to merge the questions together according to this test 

 



 

 
Figure 87: Retailers’ view on the Social category within Experiential Design is fairly low, which indicates a 

negative perspective on the Social block (within Experiential Design) and self-scanning 

 

 
Figure 88: A Cronbach Alpha shows the cluster of questions to be under the accepted significance level of 0,5 

which means that it is not statistically correct to merge the questions together according to this test 

A frequency word analysis was conducted on the qualitative responses from the Customer Panel 

survey. The words from users and non-users regarding certain areas of interest were counted. 

Advantages:  

1. Snabbt: 88 (english: fast) 

2. Köer: 68 (english: queues) 

3. Kontroll: 64 (english: control) 



 

4. Enkelt: 26 (english: simple) 

5. Möjlighet att välja: 4 (english: opportunity to choose) 

(Total number of participants: 202) 

 

Disadvantages: 

1. Scanna koder: 32 (english: scan codes) 

2. Utrustning: 31 (english: equipment) 

3. Kontroller: 24 (english: checks) 

4. Fel (Technology Readiness): 25 (english: wrongdoing, Technology Readiness anxiety) 

5. Personlig kontakt: 11 (english: personal contact) 

(Total number of participants: 180) 

1. Möjlighet att sjävscanna: 12 (english: opportunity to self-scan) 

2. Rabatt: 12 (english: sales/discounts) 

3. Information för att börja självscanna: 9 (english: information to begin) 

4. Enkelt: 7 (english: simple) 

(Total number of participants: 58) 

 

Hej! 

  

Syftet med den här enkäten är att se hur ni i kundpanelen upplever självscanning. Oavsett om du 

har testat alla olika självscanningstekniker eller ingen alls så är det väldigt spännande för oss att 

höra vad du tycker och tänker.  

  

Tack! 

 

1. Vilka självscanningsmetoder har du använt?  

- ”Självutcheckningskassa” (här scannar du själv in varorna du har plockat ihop med hjälp av 

en scanner som finns i en särskild kassa) 

- Självscanning med scanner (här scannar du själv varorna allteftersom du handlar med 

hjälp av en scanner du bär med dig) 

- Självscanning med mobil (här scannar du varorna själv allteftersom du handlar med hjälp 

av din mobil) 

- Ingen än så länge 

 

2. Nedan följer påståenden där 1 innebär ”instämmer inte alls” och 7 innebär ”instämmer helt”. 

1. När jag självscannar är jag mer effektiv 

2. När jag självscannar ökar min prestation 

3. Det är enkelt att självscanna 

4. Det är enkelt att få självscanningsenheten att göra som jag vill 



 

5. Jag rekommenderar att självscanna 

6. Jag har roligt när jag självscannar 

7. Om möjligheten finns så självscannar jag 

8. Jag är rädd att det ska bli fel när jag självscannar och att jag inte kan rätta till det 

9. Jag är orolig när jag självscannar 

10. När jag självscannar är jag orolig över hur min personliga information hanteras 

11. Jag är orolig att obehöriga har tillgång till min personliga information 

12. Jag mår bra av att självscanna 

13. Jag är nöjd med informationen jag får när jag självscannar 

14. När jag självscannar får jag information på olika sätt (t.ex. text, bild, ljud, video) 

15. Kvaliteten på självscanningen är hög 

16. Att självscanna påverkar hur jag handlar 

17. Självscanning erbjuder olika sätt att handla på 

18. Självscanning stimulerar mina sinnen (syn, hörsel, känsel, smak, lukt) 

19. Självscanningen har ett attraktivt utseende 

20. Självscanning erbjuder bra möjligheter att interagera med andra 

21. Det är status att självscanna 

 

3. Följande frågor besvaras med fritext. 

- Vad tycker du är fördelarna med självscanning? 

- Vad tycker du är nackdelarna med självscanning? 

- Hur kan vi göra självscanningen bättre för dig? 

 

Condition: Participants not using self-scanning services received these set of questions after answering 

the first question: 

2. Nedan följer påståenden där 1 innebär ”instämmer inte alls” och 7 innebär ”instämmer helt”. 

- Jag tror att jag skulle vara mer effektiv om jag skulle självscanna 

- Jag tror att det är enkelt att självscanna 

- Jag tror att jag skulle vara orolig att självscanningssystemet samlar för mycket personlig 

information om mig 

- Jag tror att jag skulle vara rädd att använda självscanning om det skulle bli fel och jag inte kan 

rätta till det 

- Jag tror att det skulle vara roligt att självscanna 

- Jag tror att det skulle vara intressant att självscanna 

 

3. Följande fråga besvaras med fritext: 

Vad skulle få dig att börja självscanna? 

 

Hej ICA-handlare! 

  

Jag heter Emelie Ekman och skriver mitt examensarbete hos er på ICA om Självscanning. 

Examensarbetet är det sista projektet i min utbildning på Civilingenjörsprogrammet i Medieteknik 

på Kungliga Tekniska Högskolan. 



 

 

Målet med arbetet är att förstå hur självscanning upplevs idag och vad vi kan göra för att utveckla 

den ytterligare. Syftet med enkäten är att ta del av vad er syn på självscanning är. Jag vänder mig till 

er eftersom ni arbetar med detta dagligen och har hands-on och expertkunskap inom området. Det 

skulle vara väldigt spännande för mitt arbete att höra vad du tycker och tänker. 

  

Tack!  

 

PS. Vill du veta mer om arbetet och/eller ta del av resultatet diskuterar jag väldigt gärna vidare! DS. 

 

1. Vilka självscanningsmetoder tillhandahåller ni? 

- ”Självutcheckningskassa” 

- Självscanning med scanner 

- Självscanning med mobil 

 

2. Nedan följer påståenden där 7 innebär att du ”instämmer helt” och 1 ”instämmer inte alls”. 

Påståendena bygger på hur du upplever att kunden ser på självscanning. 

  

1. När kunder självscannar är de mer effektiva 

2. När kunder självscannar ökar deras prestation 

3. Det är enkelt för kunder att självscanna 

4. Det är enkelt för kunder att få självscanningsenheten att göra som de vill 

5. Kunder rekommenderar att självscanna 

6. Kunder har roligt när de självscannar 

7. Om möjligheten finns så självscannar kunder 

8. Kunder är rädd att det ska bli fel när de självscannar och att de inte kan rätta till det 

9. Kunder är oroliga när de självscannar 

10. När kunder självscannar är de oroliga över hur deras personliga information hanteras 

11. Kunder är oroliga att obehöriga har tillgång till deras personliga information 

12. Kunder mår bra av att självscanna 

13. Kunder är nöjda med informationen de får när de självscannar 

14. När kunder självscannar får de information på olika sätt (t.ex. text, bild, ljud, video) 

15. Kunder upplever att kvaliteten på självscanningen är hög 

16. Att självscanna påverkar hur kunder handlar 

17. Självscanning erbjuder olika sätt för kunder att handla på 

18. Självscanning stimulerar kundernas sinnen (syn, hörsel, känsel, smak, lukt) 

19. Enligt kunder har självscanningen ett attraktivt utseende 

20. Kunder upplever att självscanning erbjuder bra möjligheter att interagera med andra 

21. Det är status för kunderna att självscanna 

 

3. Besvaras med fritext: 

 

- Vad tycker du är fördelarna med självscanning? 

- Vad tycker du är nackdelarna med självscanning? 

- Hur kan vi göra självscanningen bättre enligt dig som ICA-handlare? 



 

1. Har du självscannat med: 

- “självutcheckningskassa” 

- scanner 

- mobil 

-  

2. Gradera 1-5 där 1 är “instämmer inte alls” och 5 är “instämmer helt”. 

1. Jag är mer effektiv när självscannar (Perceived Usefulness) 

2. Det är enkelt att självscanna (Perceived Ease of Use) 

3. Jag är orolig att självscanningssystemet samlar för mycket personlig information om mig 

(Trust) 

4. Jag är rädd att använda självscanning om det skulle bli fel och jag inte kan rätta till det 

(Technology Readiness) 

5. Det är roligt att självscanna (Service Fascination)  

6. Jag är nöjd med informationen jag får när jag självscannar (Experiential Design) 

 

3. Övriga kommentarer. 

1. Gradera 1-5 där 1 är “instämmer inte alls” och 5 är “instämmer helt”. 

1. Jag tror att jag skulle vara mer effektiv om jag självscannar (Perceived Usefulness) 

2. Jag tror att det är enkelt att självscanna (Perceived Ease of Use) 

3. Jag tror att jag skulle vara orolig att självscanningssystemet samlar för mycket 

personlig information om mig (Trust) 

4. Jag tror att jag skulle vara rädd att använda självscanning om det skulle bli fel och jag 

inte kan rätta till det (Technology Readiness) 

5. Jag tror att det skulle vara roligt att självscanna (Service Fascination) 

6. Jag tror att det skulle vara intressant att självscanna (Experiential Design) 

 

2. Övriga kommentarer. 

The interview with Öqvist (Analyst and Digital Strategist at ICA) was of a semi-structured kind with 

questions regarding statistics on self-scanning at ICA stores, mobile payment sessions performed at 

ICA stores, interactions with the “ICA Handla” application.  

 

Conclusion from the interview was the importance to measure the activity of innovative solutions to 

develop the efficacy in the right direction. 

The interview with Harrison (Concept Manager) was of semi-structural kind with questions 

regarding the application “ICA Handla”. Features such as the recipe function, shopping list and ability 



 

to self-scan and conduct payment sessions were discussed. The importance of having a consumer-

centered approach when developing innovative technology solutions were discussed.  

The interview with Liljegren (Concept Manager) was of a semi-structural kind with questions 

regarding self-scanning at ICA and the view of innovative technology solutions at ICA. Importance of 

communication when introducing innovative technology solutions was discussed. 

The interview with Söderman (Project Leader) was of a semi-structural kind with questions 

regarding status and progress of innovative technology solutions at ICA. The opportunity to use 

statistics and gamification via self-scanning services were discussed as well as obstacles for self-

scanning.  

The interview with Lundquist (Project Manager) was of a semi-structural kind with questions 

regarding self-scanners and the future for self-scanning at ICA. Handheld scanners (known as 

‘traditional scanners’ in the essay) and their use and features was discussed. 
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