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Abstract

This dissertation outlines thproblems andchange of the German fashion retailers.
Therefore, the digitalization is necessary for retailers to survive. However, they have
difficulties to implement it in the right way. Moreover, the consumer shopping behaviour is
different before and after the Covi® lockdown. Therefore, the retailers need to reach the
target groups with the right serviaetivities.However, the literaturdoes not indicate which
target group prefers which service activity, so that every fashion retailer can know how to
satisfy the customeneedsThis alludes to thebjective of this studyo optimize the service

in German fahion retailers with the right f@ni channel activities and effective instore
technologies by focusing on the shopping behaviour before and after Covidha&@idfarent

target groups antypesof retailers. The theoretical baground refers to the literature in the
fields of consumer behaviour, consumer service, Omni channel, instore technologies and
Covid 19. The conceptual framework, which is based on itemture, focuss on the
influence of Covid 1%n the consumer shopping behaviour. Moreover, the influence of the
target groups on th@mnichannel as well as instore technologies to optimize the service is
mentioned.

The findings are based dhe literatire review andh quantitative survey of 385 German
consumer The survey s analsed with cross tables and thendva to find out the
statistically significance between the target grodperefore, the likelihood of each target
group according to differentstore technologies and Omehannel activities for German
fashion retailers were the new findings. In more detail it can be said thatthgensself
checkoutsand digital loyalty cards are the only technologies that the different target groups
of the German fashion consumer like. The findings of the shopping behaviour before and
after Carid 19 alludes to the point thatr@ni channel activities are more important since
more peoplduy online and the majority like to buy offline and onlifde different Omni
channel activities as information search, inspiration search, delivery options between offline
and online channels were tested to find out which target group likes, which options.

Finally, retailers can usedhkefindings b implement new technologies and reach each target

groups in the right way.

Juliane Klar
2980192



Content

Candidate DecClaratiQn...........cooveiiiiiiiiiiieee e enena s i
D I=To[Tor= 1 (o] o PP P PP PP PPUPPPPPPPPR il.
ACKNOWIEAGEIMENL.... ..ot e e e e e e e emnna e e e as i
Y 0151 =T PRSP Iv
LISt Of fIQUIES.... et eee bbb Vil
LISt Of tADIES. ... e wiii
R 11 (0T [ ¥ [o{ 1o o TR 1
1.1 Overview Of the tOPIC......cooi i e 1
1.2  RESEAICh PUIMPOSE. .. ..o ee e e e e e e 2
1.3 Significance of the StUAY............uuuiiiiiiie e 3
1.4 Research Aim and ODJECHIVES............uviiiiiiiii i errer 4
15  MethOdOlOgY......ccooiiiiiiiiiiii et e e e e e e 5
1.6 Structure Of the STUAY........ccoi i 6
2 Literature REVIEW........uuiiiiiiiiiiiieieieieeeitiitie et eee e et e e e e e e e e s seera e e e e e e e e e e e e e e aa e s s s s s ssmmneaeeeeeas 7
2.1 OVBIVIBW..ceeiiiiiiiiiee ettt e e ettt et e e annr b e e e e e 7
2.2 Fashion Retall..........ooeuiiiiiiiiiiee e aeeee s 9
2.2.10ffline Fashion Retail..............uuueiiiiiiiieeecre e 9
2.2.20nline Fashion Retail...........cccuuiiiiiiiiieeeiiiiiiiiieiecceeee e 11
2.3 Consumer behaviour in the fashion retail............ccccccivieeciiiiiiiiiinn. 12
F N O o KU 41T Y= oY o =, 17
2.5 Adoptionof disruptive Technology by fashion retailer..............cc.ccccoce.ee. 20
2.6  Fashion Retail Omni channel Strategy............cccoovviiiiieeene e, 26
2.7  CoVvid 19 PandemiC........ccoeiiiiiiiiiieeee e eeens e e e e e e e e 28
2.8 Specificcase Of GerMANY...........uuuiiiiiii e eeer e 30
2.9 Conceptual FrameWorK ...........coooiiiiiiiiiiiee e 32
7220 1O T @0 o Td 1113 [ o S 38
3. Methodology andResearch Design..........cccccovviviiiiiieeeieeeeeceiieeeeeeeeiicnseeeeen e 40
3.l OVEIVIEW...coiiiiiiiiiiiiiie et e e e e e e eeenens s s e e e e e e e e eeeeeeesssssssnnmneeeeeens 40
3.2 Research Philosophy and Approach...........cccoooiiiiiccceee e 40
3.3 RESEArCN DESIGN.....cciiiiiiiiiiitii b eee bbbt erer st e e e e e e e e e e e e e 42
\'

Juliane Klar
2980192



3.3.1RESEAICH PUIMPOSE....cciiiiiiiiiiiiieie sttt e e e e e e e eeed 42

3.3.2Resarch Strategy and Time HOMZON..........ccccceevviiiiiiccceeeennnn 43
3.4 Research Methad.........cccueviiiiiiiiiiccciiiiiiiiieeeeeeeveeee e A
3.4.1S0UICES Of DALA........cceiiiiiiiiiiitrrei bbbt eret e e e e e e e e e e e e e ae s 44
3.4.2Access and EthiCal ISSUES...........ccoviiiiiiiiiiiemei e 57
35 Approach to Data ANalYSIS........ccccuuuriiiiiiiiiieeeiiiiieie e 58
3.6 CONCIUSION. ..ottt e et e et e e e e e e e e e e e e e e e e e s smmeeaeesd 61
4. Presentation ahdiscussion of the findiNgS........ccooeeiiiiiiiiiiiceee e 63
o R O 1= V1 PP 63
4.2 Presentation of fINAINGS.......cooooiiiiiiiiiiie e 63
4.2.1 Customer demographiCsS..........ccooiiiiiiiiiiiiee e 63
4.2.2 ASSUMPLIONS ANOVA .....uttuuiiiiiiieeeeeeeeeeeiisisa s s e e e e eeeeeeeeeeeesnnneaeaaaaaeeereeennnnn 68
4.2.3 ShopiNg BENAVIOUL........ciiiiiiiii et 69
4.2.4 Ir8tOre tECNNOIOGY. ....oi ittt e ee e e e e e e e e e e 85
4.3 DISCUSSION...cciiiiiiiiiie it eres ettt ennes bbbt e ittt e e e e e e e e e e e e s eameeees 134
4.3.11INStore teChNOIOGY.......covvviiiieiee e e e e e 134
4.3.20MNI CRANNEL......oiiie e e e e e e e e e e aan 140
N o ] o (1] o 145
5 Concluding thoughts on the contribution of this research, its limitations and
suggestions for further researChl.................oovmii i 148
5.1 Theoretical CoNtribDULIONS .........uuiiiiiei e 148
5.2 ManagerialContribDULION...........cccuuiiiiiiiiiiiiieeeii e 156
5.3 Limitations of the research and future research..........ccccccccooviieecnnnnnn. 157
5.4  Final Conclusion and RefleCtion.............coooiiiiiimmen e 158
RETEIEINCES. ...t eeet ettt e e et e e e e e e e e e e e s st e e e e e e e e e e e e e e e e annnneed L.
Y o] 01 o TR POPPPPP A
Appendix A QUESEIONS CUSIOMET SUIVEY.......cuiiiiiiiiieie i ieteeee e e e eene s A
P2Y o] o<1 0o |51 q = 3 @ To [] 1o SR J
APPENIX C ANAIYSIS... it e e e et e e e et n————. T
APPENTIX E RESUIS....co oot LL
Appendix F Criical ANAIYSIS.........couiiiiiiiiiiieereee e GGG
Vi

Juliane Klar
2980192



List of figures

Figure 1 Digitalization in retailing...........cooooiiiiiiiiiiee e 21
Figure 2 Conceptual Framework of instore technology infusion..................ccceeeeee 22
Figure 3 Conceptual FrameWOrK.............oovviiiiiiiirieceeeeeee s e 35
Figure 4 The reSearch ONIOML.........cooii it 40
FIQUIES SAMPIE SIZE.......uiiiiiiiiiiiiiee e 44
1o T T (=3 ST =T o o =T SRR 64
1o T LI o [~ PO 64
FIQUIE 8 INCOMIE...... oo eeea et e e e e e e s emer e e e e e e e e e e eeas 65
Figure 9 Customer demOgraphiCS.........ueeeiiiiiiiiiiieeeiiieee it 67
Figure 10 Outliers information...........ccooooei e ceeeece e eeeeeeeeee e 78
Figure 11 Multiple line information search...........cccoooviiiiiiiiecciiiiii e 79
Figure 12 LIKElINOOA WIFL ...ttt e e e 36
Figure BB Multiple line QR code iNformation............ccouvviiiiiiiiiecceeeeee e, 90
Figure 14 Multiple line QR code availability...........cccccoeeeiiiiiieeeiiii e, 92
Figure 15 Gender loyalty Card...............uuviiiiiiccieeeee e e e 94
Figure 16 Outliers age loyalty Card............cccuuiiiiiiimmmiiiee e 95
Figure 17 OULHErs BCOUPONS......coiiiiiiiiiiiiiieeee et eeees s e e e e e e eeeeas Q9
Figure 18 LiKelinood BCOUPONS.......cccooiiiiiiieeeeeeeee e 100
Figure 19 Outliers SEIfhECKOUL...............ooviiiiiie e 104
Figure 20 Multiple line SEIENECKOUL...........ceiiiiiiiiiiii e 104
Figure 21 Graph SROWIOOM........cooiiiiiiiiiiii et 107
Figure 2 Multiple [ine smart WiNAOW..........cooiieiiiieeeieiieeeiicceee e eene e 110
Figure 23 Multiple line social media................uuuuuiiiicccrieeeee e 113
Figure 24 Outliers virtual 10catiQn................coiiiiiiiieeeccce e 116
Figure 25 Multiple line virtual [0CAtION..............eeiiiiiiiiiiieeeiiiiieee e 117
Figure 26 Multiple line digital recommendatian................cooooiiiemrn i 120
Figure 27 Multiple line virtual fitting rOOMS...........uuiiiiiiiiiee e 123
Figure 28 OULIIErs roDOtS..........coiiiiiii e e e 125
Figure 29 Multiple line roDOtLS.........oooiii e 126
Figure 30 Outliers teChNOIOGY..........couuiiieiiiii e 130

vii

Juliane Klar
2980192



Figure 31 Multiple line techNology..........oooiiiiiiiiiii e 132

Figure 32 OULHEIS WIEL .....cooviiiiiieee e e FF
Figure 33 Outliers QR code informatian...........cccoooeeiiiiiieeeii e GG
Figure 34 Outliers QR code availability...............coovviiiiiieeer e GG
Figure 35 Outliers SNOWIOOM...........oooiiiiiiiii e HH
Figure 36 Outliers SMart WINGOW, ............uuuurriiiiirieeeiiiiiriereeeeeeeeeeeeeeseeemrreeeeeeeeeeeeeeeeeesd IL
Figure 37 Outliers SocCial MedIa............uuuiiiiiii e ereer e e 11.
Figure 38 Outliers digital recommMeNndation............cccoovveieieececriiiiiiiee e eeen e JJ
Figure 39 Outliers virtual 10CatiQn.............oooiiiiiiiiiieee e KK

List of tables

Table 1 Research Objectives and QUESLIONS............ooevviiiiieeeeeiiieeeeeee e 4
Table 2 ConsuMEr BENAVIOUL............eviuiiiiiiice ettt eeesraa e e e e e e e e eeeas 15
Table 3 CONSUMET SEIVICE.......ouiiiiiiiiiii ettt e e e e e e e e aenese s s e e e e e e e e e e e e aeeeeeeenenns 19
QLI o1 (3R A = Tod o o] (o o | 23
Table 5 DIgitaliZatiOn...........uuuuiiiiie e eeeer e e e e e e e e e e e e e nnneeeeees 25
Table 6 German CONSUMEES ... .cciiiiieeeeeeieeeeieees e e e e e e e e et e e e e e eeeaeeesnnmreeeeeeeeeeeaessnnnn e 31
Table 7 Definition Conceptual Framewark..............cocoiiiieeeiiiiieee e 36
Table 8 Philosophical assumptiQn.................uueiiiccmreeeeiiiiiiiciseee e eeeemrnnneeee e 4L
Table QO VariabIles.........coooo i 45
TADIE 10 SUIVEY. ... ittt e e eeer ettt e e e e e e e e e e e e e e e e e s rmmne e e e e e e e e e e a7
Table 11 EXPlanabin SUIVEY........cuuiiiiiiiiiee et 56
Table 12 Potential OUICOME. .........cooiiiiiiiiieees e eeenrs e e eeeeeaeeeeeens 59
Table 13 Cross table Customer DemographiCs.............cccooviiieeeiiiii e 65
Table 14 AQe and GENUEN..........uuuiiiee et e e eeeer e e e e e e e e e e nens 67
Table 15 Skewness and KUMOSIS........uuiiiiiiiiee i ceeeecce e eeeeeerene e e e e e eeeaeneees 68
Table 16 Shopping behaviour before loCKAQWIN...............eiiiiiiiceecice e 70
Table 17 Shopping after [oCKAOWN.............oiiiiii e 71
Table 18 Comparison shopping behaviour before and after the lockdown..............72
Table 19 OffliNe SNOP.......ccooee e 74
Table 20 Size REtaIL........ccooiiiiiieeeeeeee s e e e e e e amnn s 75

viii

Juliane Klar
2980192



TabIE 21 ONIINE tOOIS. ... e 76

Table 22 Descriptive statistics information search..............ccvvvviccciiiieveiiiiiice, 79
Table 23 Test between subjects information..............ccoovvveer e 80
Table 24 Multiple comparison information search.................ciicccrrieeeeeviicee, 80
Table 25 Place informatiQn............ooooiiiiiiiiiieee e 82
Table 26 INSPIration OULHIL..........ooiii e e e e 83
Table 27 Omni channel deliVerY.........ccoooe e 84
Table 28 LeVENE WIEL ......uuuiiiiiiiiiiiiiiee e 85
Table 29 DeSriPtive WIFL ... ...ttt 86
Table 30 Estimated Margin of MEaAMN............coviiiiiiiiiieeee e 87
Table 31 Test of Between SUDJECLS..........coooiiiiiiiiieeee e 87
Table 32 WIFT FEASQN........cieee et e e e e e e e e s annreseee e 88
Table 33 Descriptive statistics QR codes information.............ccoevvvviveeeeeeeeeveeeeeeinnns 89
Table 34 Test of between Subjects effeCtS........ooooii e 90
Table 35 QR code availability desCriptiVe...........cccooeiiiiiiiieee e, 92
Table 36 Tests of between QR code availability.................ovviiciiiiiiiii 93
Table 37 Multiple comparison QR code availability...........cccoovveiiiiieeciiciiiiieeeeeee 93
Table 38 Multiple line loyalty Card..............ovviiiiiiiieee ) 95
Table 39 Descriptive statistics loyalty Card.................uuvviiiicccriieeiiceee e eeeeraaas 96
Table 40 Tests of between subjects loyalty card...............cccccevvceriieeiiiiiiiicceeee e 97
Table 41 Multiple comparison loyalty Card............coovviiiiiiiiccce e 97
Table 42 Turkey loyalty Card............ooeeiiiiiiiie e e e 98
Table 43 Descriptive StatiStiCSEDUPONS..........uuvuiuiiieeeee e ceeeiiiise e e e e e e e e e e raeeee s 100
Table 44 Test of between SUbJEeCECBRUPONS........coooeiiieieiiiiiiieeee e 101
Table 45 Estimated Margin-ECOUPONS.........uuueiiiiieie e eeee e 102
Table 46 Multiple CompariSON-EOQUPONS.........couiiiiiiiiiiiiiieeeeeee e 102
Table 47 Descriptive statisticsS SEfieCKOUL............ccoovviiiiiiiiiieececi e, 105
Table 48 Tests of between subjects-8BECKOUL.............ccooviiiiiiiiiiceei e 105
Table 49 Multiple comparison setheCkOUL................oiiiiiiiiii e, 106
Table 50 Descriptive statiSticCS SNOWIOQM...........cccovviiiiiiieeeee e 108
Table 51 Tests of between subjects SNOWIOOM............ccoovviiiieeeei e 108

iX

Juliane Klar
2980192



Table 52 Estimated margin SNOWIOOML...........coeviiiiiiiiiri e 109

Table 53 Descriptive statisticsS Smart WiNAOWS ..........coooeeiiiiiiieemiieeee e 111
Table 54 Tests of between smart WiNAOMWS..........ccuiiiiiiiiiieeeiiiiiieeeeee e 112
Table 55 Descriptive social Media..............ooeuvviiiiicieeeeeee e 113
Table 56 Test of between subjects social media..............ccccvvimmriieiiiiiieee 114
Table 57 Multiple comparison social media................uuvuiiiimmmiiiiii e 115
Table 58 Descriptive statistics virtual locatiQn...............ccooovviieeeei e 117
Table 59 Tests of between virtual [0CatiQN.............ccvviiiiiiieeeii e 118
Table 60 Homogeneity digital recommendation gender..............cccoeeiieenr s 119
Table 61 Descriptive statistics digital recommendation................ccoccciene s 120
Table 62 Tests of between digital recommendatians..............cccooevvceeeevviviiniienenn. 121
Table 63 Levene's Tesirtual fitting ro0OM...........ccooeiiiiiiiiiiiiieee e 122
Table 64 Descriptive analysis virtual fitting rooms..............ooovvviiiee s 122
Table 65 Test of between virtual fitting rOOMS...........eviiiiiiiiiiieeeiieeeee e 123
Table 66Multiple comparison virtual fitting rOOMS........cooeeviiiiieiiiiiieeeie e, 124
Table 67 Descriptive statiStiCS rODOLS.........ccoiviiie e 126
Table 68 Tests of between roRALS...........ooviiiii i 127
Table 69Multiple compPariSON rODOLS.........uuiiiii e 127
Table 70 EXperience iNStOre EXPEHENCE . .......uiiiiiee e e e e e e ceeeiieee e e e eeeene e e e 129
Table 71 Homogeneity technologies gender.............ooovvvviieeeeceeieeeeeeee e 130
Table 72 Descriptive statistics teChnolQgy...........ccccuuuuiiiiimrmiiiiiiii e 131
Table 73 Tests of between technOlOGIeS............uuiiiiiiiiieeeieeee e 132
Table 74 Multiple Comparisons technolagy..........ccooovviiiiiiieee i 133
Table 75 CONtIIDULION ...t eee e e e e e e e e e e e e e e e e e s e ammne e s 150
LI Lo1 (SIS @ To [T o T PUPPOPRTRR J
Table 77 Normality Test information gender...............ceiviiiiieeciiiiiiiiiieee e T
Table 78 NormalityTest information age..........couuviieiiiiiiiiicc e T
Table 79 Normality Test WIFI and Gender...........ccoooovviiiiiiccciiiieeeeeciiie el
Table 80 Normality Test WIFI and age..........ccoovuvviiiiiieeen e eeeen e T
Table 81 Normality QR code informati@@nder..............ooooviiiiiieeen e U
Table 82 Normality QR code information age............cooooiiiiiimmmni i ceees U

X

Juliane Klar
2980192



Table 83 Normality QR code availability gender..............ooooiii e U

Table 84 Normality QR codavailability age............couuvuiiiiiiiiiceeiiie e U
Table 85 Test of normality of gender loyalty card...........ccooooiiiiiiceciiiiiiiii e \/
Table 86 Test of normality of age loyalty card...............ccooovvvveeeeei e V
Table 87 Test ofiormality ECOUPONS geNEer.........ooooiiiieeee e Y,
Table 88 Test of normality-EOUPONS AgE.........uuuiiiiiiiiiiiiii e \Y,
Table 89 Test of normality setheckout gender..............cooooeeiiiiiieeeiii e W
Table 90 Test afiormality selfcheckout age...............ccccceeiiiiiccmeviiiiiiiiiiieeee e eeewen W
Table 91 Test of normality showroom gender............ccoooeiemreieeecciiiiinieeeeeeeee W
Table 92 Test of normality ShOWIrO0M Age........cuvviiiiiiiiiiiieeeii e w
Table 93 Test afiormality smart WindoOwW gender..............cceiiiieeiicceeiiiciiee e X
Table 94 Test of normality smart WINdOW age..............evvvvvvirrieeeeiiiiieee e e X
Table 95 Test of normality social media gender............oooooioiiiien e X
Table 96 Tesbdf normality social media age...........uuviiiiiiiiiiiieeeiiii e X
Table 97 Test of normality virtual location gender..................vicceeeeeeeeeeeeiivie, Y.
Table 98 Test of normality virtual location age...........cccoeeeeieeiieeciiiiiiie e, Y
Table 99 Test of normality recommendation gender.............uuvveeiiieeeiiiieiieieieieeeeeenn. Y.
Table 100 Test of normality recommendation Age.............ueeeeieiiieeeiiiieiiiiiiiieeeeeeeeeen Y.

Table 101 Test of nor mal.i.t.y.. . v.i..tual. .. .&Zittin

Table 102 Test of nor mal.i.t.y..v.i.r.tual.. . Zi ttin
Table 103 Test of normality robOtS GENAET..........viiiiiiiiiiii e Z
Table 104 Test of normality robOtS Age........cooeeiiiiiiiiiice e Z
Table 105 Test of normality more technologies gender...........cccooooviieeeiiiceeeennn. AA
Table 106 Test of normality more technologies.age............ccceeevviieeeiiiiii e, AA
Table 107 Levene iNfOrMation...............uiuieeiiiiieeeiiiiieiiieieeee e e e e e e e s ere e e e e e e e e e e e e e BB
Table 108 Levene test QR informatiQn...............oevvuiviiriiieeiieeiiie s BB
Table 109 Levene QR code availability............ooooriiiiiiiccc e BB
Table 110 Levene test loyalty Card...........coooeeiiiiiiiceeiiie e e eaannn ) cC
Table 111 Levene's TESEEDUPONS. .....ciiiii i e e e e e eeeeeeeeeieeee e e e e e e e e e e e e eeeaeaaa s mnmeeeeeeeeeenees CcC
Table 112 Levene s test SEMECKOUL...............uuviiiiiiiie e CcC
Table 113 Levene s test SNHOWIOOML........cocoeeeiiiiiiiieeee e meme e DD
Xi

Juliane Klar
2980192



Table 114 Levene test SMart WINAQW......c..oeiniinii e eeee e eenenn ] DD

Table 115 Levene test social Media. ..........ciiiiiiiiiii e DD
Table 116 Levene virtual l0Cation............oooii oo ee e EE
Table 117 LEVENE FODQLS......uuuiiiiiiiiiiiiie ettt rmmne e seeeeaed EE
Table 118 ReSUIS ANAIYSIS .....cccoi it eas LL
Table119 Results shopper Profiles........... e Uu
Table 120 Conceptual Framework of instore technology infusion...................... HHH

Xii

Juliane Klar
2980192



1 Introduction

1.1  Overview of the topic

Germany has one of the biggest retail industries in the Waddtes and Rittinger, 2009;
Sandberg, 2010The German offlinéashionretail has several problems because the online
channel as a more invisible competitzes(Oh and Polidan, 2018ffurthermore, the main
reasons are that the custoragpectationsre changingecausef thehighuse of technology
(Oh and Polidan, 2018)

The switching of customer to shop online hasnfluenceon the performance of the offline
retail as the turnover declines by ##2019compared to the previous yg&reutel, 2020h)

The change of thenind-setof the consumer and the consumer purchase procefisé&nced
heavily by the Covid 19andemidn 2020 as well since consumer shop more online and buy
offline mainly necessargoods (McKinsey, 2020) Since theGerman fashion retats
turnoverdeclined in week 4 after the lock down t®24ompared to the previous week, the
fashion retailers have to change tinaditional settings of the busine@Sreutel, 2020a;
McKinsey, 2020) Therefore the future fashion retawill be more a balance of offline and
online activities and include a high use of digital tooJswhich is called Ominchannel
(McKinsey, 2020)

Neverthelessthe offline fashion industry has the unique selling point of customer service.
Customer service can lead to a higher turn@geit isa competitive advantadggecause it
makes customes more loyal and make repeat purchases possibloreover, instore
experiencearefor customemore important than the pri¢ean Birgeleret al, 2006; Fglstad
and Kvale, 2018)But the customer servi@etivities can vary by the targegroup and th

size of retailers since customer have differpraferenceqArnold et al, 1978) As the
reasons for the change of the traditional retail above guboit, the digitalization of the
offline retailers isnecessaryo survive because it has a high influence on the consumer
service to meet the change of the customer expectations.

However, there are also negatiirapacts becauseoffline retailers have difficties to

implementthe right technology toold his becomes more important for consumers as they
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change their behaviour. Moreover, the digitalization improves the customer service as well
(Zaczkiewicz, 2018)

In summary it can be said that theustomer service has to meet the different customer
expectabns and be improved by the implementation andifisfficient technologiesvhich

let the German fashion retail survivethe future(McKinsey, 2020)

1.2 Research Purpose

The consumer behaviour differs from culture to culture and the consumer needs in the apparel
retail differentiate from other industri¢adrnold et al, 1978; Zentes and Rittinger, 2009)
Consumer shop for different reasons, which include products, semacel, marketing and
experience which influences the shopping behavioNewman ad Foxall, 2003; Bray,
2008; Greeret al, 2018)

One main issue is that most retailers doseeatrctfor thepurchaseeasons of theconsumer.

In effect thatmeans that retailerdo not know their target group artde needsof the
consumerwhichfor example cawliffer by the age and kind of retgBray, 2M8; Hagberg,
Sundstromet al, 2016; Falodet al, 2016; Greert al, 2018)

As a consequence on theeohand fashion retailers know the importancé the consumer
servicebutit does not match with the target audienegher, which includes e.gustaner
demographics. Térefore, differensewice activities cannoadd any value to the business
(Newman and Foxall, 2003; Hagberg, Sundstrénal, 2016; Greert al, 2018)

A solution could be different digitalisation tools, which can improve thetiariahip
between customers and retailersirthermore the instore digitalizatiorcan increase the
customer journey and servite give the customer a unique shopping experi¢Hegberg,
Sundstréomet al, 2016)

However, German fashiorretailers have difficulties to combine theseveral technology
possibilitiesin the storesince the companies do not know which one are the right ones
according to the customer preference because they (@fiedhaar and Zhang, 2006; Parikh,
2006; Bay, 2008; Quinret al, 2013a; Tanwar, 2015; Hagberg, Sundstrénal., 2016; Paul
et al, 2016; Greermrt al, 2018; Tsohwet al, 2019; Grewaét al, 2020)
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As the above described problems point outdhe of thisdissertations to improve the
consimer service inGerman fashiorretail shops to meet thever growing consumer

expectationsn the digital age

1.3  Significance of the study

The literature introduced different consumer behaviour models, which outline different
influencesas information, time, social, marketing, experiences, price, availability, brand,
merchandising an@motions The outputs of the purchase process are for example that
consumesatisfytheir needs and thatentionto purchaséNewman and Foxhgl2003; Bray,
2008; Attri and Jain, 2018NeverthelessNewman and Foxall (2003) pointed out thaistne
different models are not up to date and do not focus odifteeentneeds of the custonser
since every retail industry fulfils different needsefefore, the consumers have different
expectation in a grocery shop than in a fashion éAopld et al, 1978) It will be interesting

to analysef the consumer behaviour is the same @aslee fashion industryMoreover since

the literature points outifferent influenes on the consumer behaviptire question occar

if thereis a difference in the consumer behaviour according to different consumer
demographics. Another interesting pototanalysewill be how the consumer behaviour
changes by the influence Gbvid 19 andligitalization.

Moreover, different impacts and resultsf the consumer service are pointed out in the
literature as well.Therefore, modern equipment, availability, sto@mbient personal
interaction, access, fulfillingromisesknowledgablystaff, confident staff, attention, parking
spot and business howan lead t@ repeat purchasingighersatisfaction level, competitive
advantage anchoreloyal customergPaulet al, 2016; Tsohet al, 2019) The digitalization

Omni channeind Covid 19heoriednfluences the factors asnsumer bhaviour, consumer
service and fashion retail dramatically. Therefore, different digitalization tools can be used
to support the consumeadd value to the consumer and refiibngiaracinaet al, 2012;
Tsohuet al, 2019) But thesedifferent theories do not outline, which technologies are more

efficient for the service and dwt differentiate between different consumer demographics.
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Another problem is that tHéeraturedoes not focus a lot on the fashion retail industry and
on empirical studiegArnold et al, 1978) Therefore, this dissertation willlfil this gap by
doing a generalized study.

Finally, thestudy will be helpful for the fashion retail companies to improve the service with
technology efficiently to give the custema better shopping experientberefore, the study

will help to increase the turnover and frequeatthe fashion retailers andake the change

in the traditional retail clear by focusing on different consumers e.g. gender and age.

1.4 Research Aim and Objectives

After the issues and thestification of the topic are pointed out the overall aim of the
dissertation is to improve the consumer service in German fashion retail shops to meet the
ever more demanding consumer's expectations in the digital age. This aim will be achieved
by pursung the following reearch objectives and questionsjakihare mention in the table

1.

Table 1 Research Objectives and Questions

1 Since retailers have difficulties to identi What instore technologies tools are efficie
the right technology tools, the focus will | to optimize the cosumer service?
on an effective implementation of instao Is there a difference in the use of technolc
technologies into the fashion retail store tools according to the size of retail a
referring to the influences of custom consumer demographics?
behaviour to improve the servi¢g®ray, How does technology influence tl
2008; Quinn et al, 2013a; Hagberg consumer behaviour and service?
Sundstrom,et al, 2016; Grewalet al,

2020)

2 A recommendation to develop an effecti Does consumer use different chann
Omni channel in the fashion retail before and after the lockdown?
Germany will be pointed out since tl What Omni channel activities are more |
future of the retail will be a balance ' younger and whichree for older consumer
online and offline activities. This objectiv
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points also the change of the traditior What Omni channel activities can smal
retail aut by the influence of Covid 1! retailers do and what larger?
(McKinsey, 2020)

1.5 Methodology

To answer t he HowacaeG@Germarhfasikjan eetiters imprové their consumer
service to meet the ever more demanding consumgrecet i ons i n t laa di gi
will be collected througliterature and guantitativesurvey.

The literature research in the field of consumer behaviour, consumer sdigitadization
tools for the retail storesDmni channel retail and fashion aranalysed and applied
throughout the dissertatioifhe review ofconsumer behaviour frameworks will belpful

to idertify variables that influence the consumerkeaefore, theconsumer service literature
will be used tooutline the influences and outpudgit. The focus on digitalization will be
usefulin orderto identify ©ols to improvethe service ando outline how digitalization
influences the consumer behaviour and fashion retail as irlfthermorethe literature
review will be helpful to framehe hypothesis and questions for the quantitative primary
research{Collis and Hussey, 2013bJherefore, thenain research paradigm in this study is
the positivismwith a deductie approah (Hunt, 1991; Knox, 2004)

Theprimary research will be conducted by doaguantitative survey, which will include a
sample size of German consumers, who shop in offlinedasktail shopsThe goal of the
primary researcls to get deeper insighisto the preferredigital consumer servicactivities

and Omni channehctivities by the influence of consumelemographics and retail sizes
Moreover, thejuestionnairavill test differentconceptuaframeworks ay. instore technology
infusion to find out what kind of technology the consumer prefer to optirtigeservice
according to the objectives.

The overall purposef the primary researcis a mix of explanatory and predictive
Explanatory means how and why something hapg@udlis and Hussey, 2013bYhe
predictive approachefers to a future outlookCollis ard Hussey, 2013a)lherefore, the
researchdentifiesa change in the consumer behaviour and the traditional retail according to
the implementation of digitalization and tkmni channelwhich inclueges a forecast by

doing a surveyThecollection ofthe datawill be through the online tool survey monkey by
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defining the sample size, which are@an consumsywho shop in fadson retail shops and
evaluatehe hypothesis through tlamovatestand cross tables SPSS.

1.6  Structure of the study

The dissertatiowill include five chapters. After the introductiorgn extensive literature
review will be outlined.

The literature review includes conceptual peer reviewed studies with the focassumer
behaviour, consumeservice, digitalization tools, Covid 19 a@imni channel Contextual
and empirical studies will beoncentraten retail, fashion and apparé&he literature review
will be used to create a conceptual framework, which shosvifluences of digitalizatign
Omni channel and Covid 16n the consumer behaviour and consumer serVicerefore,
the relationships of different variables according to those concepts will be explained in the
conceptual framework.

Afterwards the resednanethodology will be explained in more detaihich ispositivistic
with a deductive approach. Therefore, the research methodologyhdapurpose of
explanatory and predictiviCollis and Hussey, 2013bJhen the overall research strategy
will be introduced, which includes the collection of primary data. Therefore, thehegmot
and research questions will framed andhe approach to data analysis willdlained.

The fourth chaptewill presentthe collection of primary data arttie findings will be
analysed. Finally, the dissertation will end with a conclusion, which includes
recommendations as the chapter 1.4 pointed out, findings and limitations.
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2 Literatur e Review

2.1 Overview

The dissertation will achieve the objectvand answer the research questions by firstly
looking on the conceptuakmpirical and contextuditerature. The literature review, is
necessary to find the gap in the literature to meebthectives and create a conceptual
framework to pint out hypothesis for the primary research. Starting off, the importince
the termsfashion retail, consumer behaviour, consumer service, instore technology, Omni

channel and specific cases of Germany will be used in the dissertation.

The chapter 2.2 refers sdudies abouthe fashion retailThe search terms as fashion retail,
offline apparel retailand onlinefashion shop will be used to find fashion retail models
Different surces suggest the future of the offline fashion retail wilab®mbination of
online and &line (Montagna and Figueiredo, 2020ne literature is important to know how
the fashion retail store differentiate t@toh the differenservice activities and technologies.

In the chapter 2.2onsumer behaviour theories will be identififithe search terms as
consumer behaviour, consumer purchase process, shopping behaviour, consumer decision
making, and casumer modelheory will be used. Thesae important to knowhe influences

and outputs of the consumer behavidurerefore, thérameworks will be helpfuio identify
variables according to the primary survey sidigtalization, Covid 190mni channebnd
customeservice influencethe consumer behavio(Newman and Foxall, 2003; Nast al,,
2007; Bray, 2008; Attri and Jain, 2018; Dorie Amy and Loramgevid, 2020)

The nextchapter 2.4 introducesesearchon consumer service models. Seatelhms as
consumer service, costumer experience, instore experieles,service, customer service
andcustomer journewill be usedThe literature pointsutmainly what is consumer service,
how it influence the behaviour and the retail staped what is the outpyParikh, 2006;
Tanwar, 2015)This is necessary to improve the service with digitalization in the right way
(Paulet al, 2009) But there is a lack diow the consumer service changehich alludes

to the objectives.
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Another conceptual orientedsearch will benstore technologgccording to the chapter 2.5
The search terms as digitalization, technology, innovatighe fashion retawvill be used

to find out whaits it, why is it important, what influences has it since it is necessarytéok re
stores to survivéOh and Polidan, 2018J he literatue pointsout mainly what digitalization
tools are used to support the consurfMangiaracinaet al, 2012; Tsohuwet al, 2019)
Different frameworks explain the change of digitalization in the mind of the consumer and
retail and the importance of different instore technologies that impacts the consumey jou
(Hagberg, Sundstroret al, 2016; Grewaétal., 2020) But the frameworks doot describe
which technology tools are more efficient in the fashion retail sexiceareain detail,
which alludes to the need the research question agawhoreover, another question@as
also aswhich technologiedlifferent consumer prefeaccording to the demographics in
different retail stores.

Another important literature will be about Omni chanmédich will be pointed out in chapter
2.6. The search terms Omnohannel andnultichannel in thdashion retail will be used to
find out the implementation of.itMoreover, the literature area is important, to know the
change of the behauiir and new service settinggsdevelop the Omrdhannel activities right
to meet the different consumer expedas.

The chapter 2.7 outlinesnather research areavhich will be about the change of the
traditional retail settings before and after ffievid 19 pandemigSantoso, 2020)This
involvesthe change of consumer behaviand fashion retailKim, 2020; Sheth, 2020)
Specific cases of Germany according to the different areas above will be searcnagoter
2.8 The literature reviewpoint out that there is a need to search after the rpeefe
technologies and @ni channelactivities in Germany since there is not much literature
written about. Moreover, the literature defines four diffiérarget groups in the use of

multichannel but not in the use fchnologiegPattenet al, 2020)

After the different theories are outlined the ogpiual framework will be formed.
Consequently, research hypothesis and objectives will be conducted outlivéretare
review to outline the additional research field in section 2.9. Finally the literature review will

be concluded.
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2.2 Fashion Retall

2.2.1 Offline Fashion Retail

The contextual literature about the offline fashion retail outlinaghe fashion reiaformats

can be divided into three different types. The lowartieludes fashion discounts stores and
stores who offering price out products. Another type is the middle tier, which include mass
and fast fashion stores offering at budget levels. The middle tier refers to department stores,
which have a range of moderate, corpenary and broad prodwtThe last types defined

as high tier, which offduxury, designer and haute couture prodicée and Leonas, 2020)

The conceptual retail evolution model pis out that consumehas different store
preferences and each type has different function, which has to be considered in the choice of
products, store design, service and choice of innovdam and Kincade, 2009)The

offline fashion retail provides the consumer a store atmosphere, which can be influenced by
the lighting, merchandising, layoaind service(Montagna and Figueiredo, 2020)he
consumer can feel and touch the produ@@ynjolfssonet al, 2013) The fashion retail
elements are price, image, advertising, product range, store layout, logistics, information,
customer relationship and product degigtltCormicket al, 2014)

The journal about the retail life cycle describes four stagge developmertf retail shops

to be successful, which includiemovation gtartups, development (sales/growth)atarity
(moderate profitability, entry compgon) and decline (no growth, other types of retailing
according to competition|Curhanet al, 1977) This literature shows the problem of the
retail right now as thandustry in generak on the decline stage. Therefore, the retail @n b
solvedonly with digitalization and new retail formafhe decline of the offline fashion retail
results in a lack of innovation in the ret@luinnet al, 2013b) The knowledge of the fashion

retail is slow but the environment changes bgsthe influence of macro and miagoonomic

(MC Arthuret al, 2016)

The offline retail shops are influenced by the size, season and personal prefefbeces
fashion stores can create value by meeting the preferred preferences of the target group
which include the right service and revenue models. Therefore, they can create value by new

innovations, which no competitdoes(Jin and Shin, 2020 he unique value proposition
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includes collaborative coomptions, which means that the traditional consume of consumer
changes and also the ownership since consumer can rent clothes for a specific time, which
areusuallyrefer tospecific categories shop as e.g. luxury shop. But the consumer can own a
fashion product still through swapping, donating and purchgdingand Shin, 2020)

Another literature outlines that the retail formats changes becaude afifferent store
options andconsumer perception. Retailers have to meet the different ameldis/pes of
consumer with their benefits by analysing the d8asu, 2015)This explanation will be

used to explain different retail formats and the consumer behaviour.

Thereforethefashion stores differentiate by products and service. Buetis always a gap
between products and the instore experience. This source poitite influence of service

is definal as intention to purchagdasan, 2018)The instore experience have to match with
the target audience. Therefotbge store layout is responsible for the experience of the
consumefNewman and Foxall, 2003} is important to use tkiliterature to understand the
instore behaviour of the consumer to improve the service in the right way.

One future fashion retail model are born digstalrtups who create value for their customer

by having an offline shop formed as a showrooheré&bre, the store concept heminimum
number of styles, fewer sells people since the custéintethe right size in perso@din and

Shin, 2020) Moreover, retail shops can survive by having high quality products to a low

price and provide information for the consur(i@rynjolfssonet al, 2013)

An empirical study points otlhat the size of retail stores influences the consumer behaviour
since the smaller sized shops respond more to the local community. Larger retailers should
exchange norms to be able to make a social relationship with consumers. The study outlines
that relaionships are more important than pret the consume{Greenet al, 2018) The

source is important to use since it cudls a variable as size of retail, which influences the
consumer behaviourhestudy defines the size of retailexs flagshipversusregular(Caro

et al, 2020) Therefore, the following question occurs: which service elements and instore

technologies are more efficient in largeraibstores and smaller retail stores?!
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2.2.2 Online Fashion Retail

Theonline fashion retail is defined as EommercgKaushiket al, 2020) The consumer
can purchase on the website, on social media, through the mobile phone and tablet, which
differentiate by thearget grougDorie Amy and Loanger David, 2020)The online shop
provides a wider product range than retailers to lower pr{@sgnjolfssonet al, 2013) The
success of the online shop and the satisfaction level of the customer depends on the website
design, the service and theturning. The online shop has to provide support purchase task
as multiple delivery options and different payment opportunities to increase the repurchase
rate of the customers. Since the online shop does not provide the advantage of the offline
retail o feel and touc the product, the website hsinclude images of the product and
garmentsand show a broad information of the fashion piece. Nowadays 3D models are also
used often. Moreover, the online shopping experiendefiisenced by the availabiii
quality and the broad product ranff€aushik et al, 2020) Other advantages of the E
Commerce are to shop 24h and get information immediately fidfarent location.
Neverthelessthere are also disadvantagdsthe online channel dack of securitystore
atmosphere and feelirg the products. To improve the disadvantages one future online store
is a hybrid model, which includes a virtual storamasphere onlingMontagna and
Figueiredo, 2020)Consumer expect from an online shop to be able to read personalized
recommendations, quick transactiopspduct reviews, a wide selection of merchandising
and conveniencéThompson, 2020)Moreover, consumers especially Generation Y buy
more online or do so called impulse buyiwhen the online shop offer free shipping and
return, a low price and have advertising as only available now. Consumer spend on average
2-3 hours a day to-3 hours a month shopping online. Moreover, on average they spend 100
to 200 Euros for impulse buyj online (Sundstrémet al, 2018) Therefore, the study is
important to know what generates additional sales, which the consumer does not actually
need.
However, hemain advantage of online fashion retailers is that they have easyg txcleda
of their consumer. If they ugbe data in the right way as analyse the style sizepand
preferences and create an algorithihey will create valueMoreover, online retailers can
analyse the consumer behaviosra@nsumer purchase, integgstecision process and the

11
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competition as prices, campaigners to optimize the assortment fmrteemefCaroet al,
2020) For examfe Stich Fix process the big data and include preferphotographiand
textual data in the customer profiles. The compammyyais every feedback and clicksthe
customer to meet threpreferences ansend to them fivereatedtems with a 25% discodn
(Jin and Shin, 2020)rherefore, offline retailers should use atsdine activities to get to
know the customer better and meet the prefergihdestagna and Figueiredo, 2020)

Sinceonline and offline fashion retailers have advantages and disadvantages the future will
be a combination to get the customer attention and meet the customefieri@dgna and
Figueiredo, 2020)There aralreadyfashon companies, who sell tihgoroducts online and
offline. TheKrebssystem combines those sectors to meet the consumer preferences. The tool
is a recommendation system, which filter online information througiigorithmabout the

colour, brand,and qualiy. Since a consumer shop seasoria preference have to be
included in thealgorithm Therefore, the offline data and online data, which includes click
history, purchasaistories gender typeand sale type can be useful to know the customer

and to inprove the advisory service online. Moreover, the online information about the
consumer are also helpful for offliaetivities(Hyunwooet al, 2016) Thecompany Bonbon

uses this online advantage already. The company started with an online shop and added later
offline shops with the one to osgyling service. Therefore, the customers pay offline but get

a home deliveryJin and Shin, 2020)he future of the fashion retail will be excited since
there are a lot of nemodels, whib analyse the data in the stooel)ine and combine them

to make more individually prices and flexehssortments for the consunaecording to the
data(Caroet al, 2020)

2.3 Consumer behaviour in the fashion retail

An empirical study points out thabnsumer behavioun the fashion retaiifferentiate by

the target group, who can be definedBaby boomerg19431960, Generation X (1961

1981) andMillennials (19822004). Each target group has different shopping preferences.

The retailers has to know the influencetlué age, pricing angersonalisedervice to meet

the consumer expectation and provide a unique shopping experience. The generations differ
12
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in the context that they use different channefsut@hasdashion goods in offline retail stores
and online throuig the web, moibe app, tablet or social medi@hereforepaby boomerare
more likely to shop offlineMillennialslike to shop online and tH@eneratiorX shop mostly
through social medigDorie Amy and Loranger David, 2020The question is if the

difference can be mentioned in tinge of instore technology.

The qualitative study about the women consumer behawothre fashion retaipoints out

that this target group is more interested in the social interaction as fashion advisory, fashion
shows, fashion clubs and tours tharthe actual product. They feel younger than they are
and want to dress that way. The most important things are soft agtatequate isolation

in thestore and fullness décilities(Namet al, 2007) However s it the same for men? The
study mentioned that the future will be electronic st@esnet al, 2007). This is necessary

since the younger the customer, the theyare buying in the offline retajBoardmaret al,

2020)

Different studies identif conceptual frameworks about consumer behayiwhrch vary by
contrasting influences and output$e theories are important according to this dissertation

to understand the change of the consumer purchase behaviour in the traditional retail and to
improve the consumer service by the influence of the service aetiBtiay (2008) pointed

out that the consumer behaviour is impacted by different factors as information, time,
relationships and external influences. The purchase process can have different outputs as the
consumer evaluate alternatives, build purchasentiote and does consumption. The main

goal of the consumer is alwaysdatisfythe need¢Bray, 2008)

One of the earliest models is the cognitive framework, whichlied stimuli respond model.

The theoryoutlines the mental structure of a consumer, which is influenced by external
factors as the emonmental andsocial stimuli(Bray, 2008) In the case of the fashion
industy the information search of the consumer referthe stimuli and it is easier today
because of the digitalization since they arenanéll the time available. The availability of
informationhas an influence on the consumer behaviour agBell/, 2008; Oh and Polidan,

2018) Therefore, the framewoiik useful to identify the factors that influence the behaviour,

which alludego different variables according to the conceptual framework.
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The analytical framework points out that fast@s social, psychological and marketing
influence tle information processf the consumefBray, 2008)

The theory of buyer behaviour outlines that stimuli refer to products and brands that the buyer
has been experienced. Moreover, the social stimuli is defined as groups for example families
and friends thaaffectthe consumer behavio(Bray, 2008)

Another consumer behaviotheory is the conceptual vs. perceptual learning theory, which
explains how consumer can control the information, how the informptimresschanges

due to past experienced and how consumer filter information. This model outlines also that
the consumeuse information for future purchases and act different from brand to brand. The
factor intention influences the consuna¢ésa Moreover, the output has not always to be the
purchase. This can be the camipension or attitudas well(Bray, 2008)

The consumer decision model points out that the consumes teeecogize firstly the

brand, product or storeh€&nthe consumehas to research information, evaluate those, take
action and deliberate the decision. This behaviour influences the exqmerand the
environmen{Bray, 2008)

The consumer behaviour theory defines the environment as culture, social cldbge and
individualinfluences as caumer resource and involveméBtay, 2008)

The model of goal directed behaviour explains that past experience, emotions, and new
variablesfor exampledesire referso the intention othe behaviounBray, 2008)

Another study outlines that marketing, quality, price, time, money, availability, brand,
merchandiing, emotions of the consumer atdre ambientnfluences the decision. These
factors are divided into external stimuli, perceptions, buying behawand demographic
variables(Attri and Jain, 2018)The theory of reasoned action outlines that consumer
behaviomegual s t he conBrayn2é08)6s i ntenti on

The operand elssification of consumer behaviour disagrees and atbaé the consumer
behaviour models doon fit to the actual behavioNewman and Foxall, 2003)herefore,

there is an uncertainty in the literature. This uncertainty needs to be pointedtaiietha
consumer behaviour pcess changes all the time becatise fashion industrys a fast
changing market. Thehangeof the consumer behaviowan be also identified byhé

influence of digitalization(Newman and Foxall, 2003} herefore, the research objective to
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improve the consumer servieeth digital toolsby considering the influences of consumer
behaviour is necessary.

Theabove consumer behaviour magkale necessary in the thesis to untderd the consumer
behaviour in the retail. Most of them outline what influence their behaviour and what are the
outputs, which will define different variables according to the conceptual framework.

The contextual literature according to consumer behawnaetail points out that the instore
behaviour is not clear defined. As it aaitlined in the theories above, the behaviour is
influenced by different factors as situation and characteristics, physical and social
environment, impulse buying, store laygutme, mobile shoppers, and gender, which will

be used as variables in the conceptual framework and survey. But the consumer needs are
ignored, which the retail has to médewman and Foxall, 2003)levertheless, this literature

is necessary to olurte the consumer behaviour in the retail. But since it points out that the
consumer behaviour is influenced by different factors and also new factors, the study will
influence the improvement of consumer service by refgto the consumer behaviour.
Theinfluences and outputs of the consumer behaviowswarenarizedn the following table.

Table 2 Consumer Behaviour

Multigenerationaktudy 1 Age: Baby boomers { Decision of channel t

(Dorie Amy and Lorange Millennials, Generation purchase goods ¢

David, 2020) X offline, web, mobile
1 Price app, social media
1 service

The fashiorconscious § Materials

behaviours of maturefema § | nsol ati on¢

consumers (Nam et al, q Fullness of facilitate

2007) { Social interaction
Cognitive frameworKBray, § Environment Society
2008) M Information
Analytical framework § Social
(Bray, 2008) 1 Marketing
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T
T

Theory of buyer behaviou q

(Bray, 2008)

Conceptual vs. perceptu

learning theoryBray, 2008)

T
il
1

Consumer decision mod: §

(Bray, 2008)

T
T
T

Theory of reasoned actic §

(Bray, 2008)
A Study of Factors

T

Affecting Customer q

Shopping Behaviar (Attri
and Jain, 2018)

T
T

== =4 4 4 -2

Psychology

Information

Experience of produc

and brands

Information

Intention

Environment: Culture, { Intention to purchas:

social class Attitude
Purchase
Comprehension

Brand 1 Decision making

Product

Store

Information

Intention

Marketing

Quality

Price

Time

Money

Availability

Brand

Merchandising
Emotions of the
consumer

Store ambient

Music

Customer demographic

e.g.age anceducation
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Instore BehavioufNewman 9§ Situation and
and Foxall, 2003) characteristics
1 Physical and socia
environment
Store layouts
Time
Mobile phone
Gender

Impulse

= =/ =4 A4 4 -2

Income

Finally, the table two shows that the literatameswer the question what infinces the
behaviour. The main point is the consumer demographics, which will be used in the primary

research to analyse the different behaviour between them.

2.4  Consumer Service

Consumer service can encourage the customer journey and is influenced by the price,
promotion, fulfilment and desigfPattenet al, 2020) The conceptual literatureabout
consumer servicalludes to different inputs and outputfie mendsend theory outlines the
customer service makegpeat purchasing behaviopossible The customer knowledge
connects with cognitive factors as service refeghip attributes, relationship driving benefits
and notivational value to buy agaifPaulet al, 2009) This theoryexplains what factors
influences the service. Therefore, the theory is important to improve the sdivecdl-

based service ejradation decision theory (ITSD Decisiomebry) points outhat the
satisfaction level of the consumer is influenced byatesumer service. The study shows
how consumesr react when the service faii$sohuet al, 2019) In the context of the
objective to improve the service it is important to know which factors infeimecservice.

The SEVQUAL model masures service activities based on a seven score scale low to high.
Consumes have to rank different services in the traditional retail according to their

expectationslf the expectation®f the consumer is not fulfilledhe servicectivities of the
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retail will havea negative influence on the decision making of the cons(fPatenet al,
2020)

Other contextual literatures refalsoto the consumer servicEonsumer service can be a
competitive advantage, which is a possible output of it. A consumer defines a good service
by internal comparison of performance. These include factors as physical aspects, reliability,
personal interaadh and problemdaving policy (Parikh, 2006)According to the objective
improve the consumer service, it is important to know how consumer measures good service
to be able to improve.ifThe literatwe outlines the influences and outputs of the service,
which will be considexd in the conceptual framework.

A lot of literature points out what is consumer service, which include modern equipment,
availability, attractive facilities, visual merchandisirdean area, easy access, fulfilling
promises, knowledgeable staff, confident staff, attention to consumer, parking spots, business
hour, high level service. These factors makes consumer more loyal, izliehned as an
possibleoutput of the consumer servic@anwar, 2018) This literature is important to
understand what factors are necessamnfiyove theconsumer service

Another study ansgr the question why service differentiate. The reason for this are
beneficial elements astore location, price deals, guarantee policiesff &howledge and
merchandising(Hasan, 2018)These elements will be u$eo know what factors are
necessary for a good service to improve it.

Another contextual retail literature differs between the influence factors service and price
guarantee on iwrmed and uninformed consumégidhaar and Zhang, 200&)n the one

side, this literature helps to understand that consumers do not focus on the price guarantee
when they have a good service. On the other siddjtdraturepoints out that the consumer
behaviourdepends on the consumer ser\iGeeenet al, 2018)

The study about service quality outlines that consumer service can be influenced by physical
stimulation, which include store design, visual merchandising and haptic. Other points are
Affiliation, which refer to human relations, status aaddice The value, which alludes to
appreciation, honesty, trust, friendliness and empathy, is also an important service influence.
These factors will improve the shopping experigifdie retailer target the right consumer
(Patteret al, 2020)
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An empirical study outlines that the Generation Z is not satisfied with the convenience instore
behaviour as speethcation product and discounProduct availabity and discounts are
other points that needs to be optimiZ&@lompson, 2020Moreover, loyalty programare

also part of the consumer service, whinbrease the satisfaction ley8tathopoulou and

Balabanis, 2016)This study is necessary to poiotitan additional service.

Finally, the different sources of consumer service are necessary to identify the influences and
outputs of it to imprae the service in the right way, which aemmarizedn the table3.

Table 3 Consumer Swice

Mends end theor{Paulet  Cognitive fators 1 Repeat purchasing
al., 2009) 1 Service relationships
1 Motivation
ITSD Decision Theory 1 Price 1 Higher satisfactior
(Tsohuet al, 2019) level
(Parikh, 200% Comparison of performance  Competitive advantage
Physical aspects
Reliability
Personal interaction
Problem solving policy
(Tanwar, 201p Modern equipment 1 Loyal customer
Availability
Attractive facilities
Visual merchandising
Clean area
Easy access
Fulfilling promises
Knowledgeable staff
Confident staff

=4 =4 4 -4 A4 -4 -4 -5 -4 -5 -5 -5 -5 -

Attention to consumer
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1 Parking spots

{1 Business hour
(Hasan, 208) 9 Price deals

1 Guarantee policies

1 Staff knowledge

1 Merchandising
Service QualityPattenet Physical stimulation 1 Improve shoppinc
al., 2020) 1 Affiliation experience

1 Value
(Stathopoulosind {1 Loyalty programs 1 Higher satisfaction
Balabanis, 2016 level

2.5  Adoption of disruptive Technology by fashion retailer

The instore technology for fashion retailers gets more important since innovation provides
the benefit to purchasgroductsin a moreaccessible and convenient wdl.can solve
dissatisfaction levels of the consumers as speed, service and instore shopping experience.
Therefore, instore technology can help to meet the consumer expectaterend Leons

2020) Moreover, the different electronic devises improve the service quality online and
offline, which depends ro the location andnformation (Pattenet al, 2020) Different
technology tools make the store atmosphere morensebaoomand showroom to interact

with the custome(Sharma and Dutta, 202@incethe expectation of eaccustomer differ,
technologies makes problems according to the integré®attenet al, 2020)

The first conceptual literature in the cext of digitalization is about a framework of

digitalization in retailing:
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Acommunication Alntermixing of AChanges of AChanges of

chanel humans and traditional products and
Aprofileration of digital settings: The services
transactions technologies home and fixed  AExtensions of
Anew forms of ABlurring of stores offerings
distribution boundaries Anew settings ANew forms of
ANew actors, Aintermixing of pricing
roles and settings

relationships

Figure 1 Digitalization in retailing (Hagberg et al., 2016)

The first element ighe digitalization of exchang&his outlines that the communication
channes of customes and retailers chanty using for example-ecouponsAnother part of

this element is proliferation of transactions, which outlines that ordering is integrated in the
digital retail process as click and colled¥loreover, retail store use new distribution
channels as home delivery thgbuclick and driv§Hagberg, Sundstronet al, 2016) The

first element is useful to understand the change in the service by using technology and to
improve the service with digital tools. The question occurs, which elements are more
important to the customers?

The second elemewtlled digitalization of actorslhe intermixing of humans and digital
technologies defines that technologyused to analyse the cammer.Moreover, the next

point blurring of boundaries explains different ways to include customers in the value
creation process, which will be helpful to discover the influence of téofjndo the
consumer behaviourhe third factor describes the ralanging of the consumer since they
have more power because of the digitalization and therefore the relationship of the consume
and retailer can change al@tagberg, Sundstronet al, 2016) The second elementihbe

helpful to identify the change of consumer behaviour by the influence of technology to
identify the right actions according to the objectives.

The nexielement is the change of traditional settings and tiad.reroduct and services will
focus more on digital featuresThe combination of online and offline retail by using

technoloy makes a new service possilgidagberg, Sundstronet al, 2016) The question
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is what kind of service? Another point isathindividual pricing can oceuwhich is a point

of service(Hagberg, Sundstronet al, 2016)

The last element is digitalization of offerind.he literature outlines the change of
digitalization in the retail ashfocuses on how digitalization influences the retail and with it
the consumer behaviour since they use more mobile devitech are directly camected

with the retail servicéHagberg, Sundstronet al, 2016)

Therefore, the framework will be useful to answer the objective how to implement
digitalization in retail. The literature witlehelpful to pointout different technologies, which
influence the serviceand behaviour.The following question occurs: lsvery method
according to the digital tools effective and is it the same for the fashion retail, which can be

answered in a primary research.

Another important conceptual model is the instore technology infusion:

Convenience
Low ‘ High

HiCo-LoSo
LoCo-LoSo Vividness of Product or

Experience
* Imagery
* Involvement ]
* Elaboration

Retailer Outcome
Sales

v

L

LoCo-HiSo HiCo-HiSo

Social Presence

Moderators

High ‘ oo/ Social

Figure 2 Concepual Framework of instore technology infusion (Grewal et al., 2020)

The main claim of the model is that high social presence and high convenience in store
technology impactthe customer journey the mobtoderate effects influence the customer

journey asconsumer traits (demographics), technology readiness (ability to use new
technology), product/ service dimension (technology has higher impact on hedonic
products/fun products), mental models (higher impact of technology on consumer with high

process infamation/imagery), social network (influence customer and tie strength), tie
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strength (technology higher impact on consumer with gapries/transfer information)
(Grewalet al, 2020)
The different technology tools, which the theortlines are explained in thablefour.

Table 4 Technology

AugmentedReality  E.g.share pictures on social media from custonj@érswalet al,
2020)

Smart Mirrors E.g. adjust the lighting and contact in sales associates to ¢
other desired products. Consumers can also see the items tr
trying on in different colours or accessorized with various iten
create unique look&Grewalet al, 2020)

Virtual Reality E.g.design individual product

Robots E.g. Alexa is used in stores to give customers more informi
about the produdiGrewalet al, 2020)

Click-and-Flick E.g. scan a piece, which is in the window to use pbone to look
Smart Windows it up online(Grewalet al, 2020)
Smart Displays E.g. | pads to show the whatellection, which is not available i

the storgGrewalet al, 2020)

Since the article backed this up by real examples, which refer to retail stores, literature and
interviews, the frameworkvill be usefulto have a good knowledge of different instore
technologies, which influence consumer service and behaviour. Thisewiklpful to help

to answer the research objective how to improve the customer service and how to implement

digitalization in the fashion retail to create an efficient service.

According to virtual eality, the tool will be more importairt online and &line retailing to

meet the changing demographics. The investment is very high but it has the benefit to
increase observability of results, uncovering opportunities, increase broadband penetration,
product versatility, sustaining market relevance, momess for price points, thirst of
innovation and gaining competitive advantgyecchi, 2017) Virtual reality is especially

used for theGenerationZ and can create an additional showroom or put the product into
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another backgrounddugmentedreality can be used also to put artificial objects into a real
environmen{Lee and Leonas, 2018

Themobile phone antVi-Fi is getting a more important technology tool in the retail store.
It provides the consumer informaiti with QR code scanning to see products online, UPC
codes to see the availability of theoductsin the store. Different APPS as Loopt and Doot
can provide virtual loyalty cards for the consumerdiffierentlocations or let a message for

a friend at tle storg(Brynjolfssonet al, 2013)

Other contextual literature of digitalization outlines the following facts:

The implementation of digital service is important to create value in the business and for the
custome by setting up a retail stofélaiko and Koivumaki, 2016)This article is useful to

know how to implement digital service in a retail store and how the consureexcinivith

the digital service.

Other sources outline that innovation solutions regeessaryn the retail to surviveThe
digitalization makes the environment more complex because companies have to analyse the
data of their consumers to understand their behaviour. Therefore, the instore process is more
complex since data have to be pd®ad for every employee to deal wite customers in the

right way (Oh and Polidan, 2018%ine the fashion retail is influeedby the season and
cannot meet the consumer demand on timeusecthe production is finished before the
season different retailetsok for a shorter lead time, which includes artificial intelligence
(Jin and Shin, 2020)

Self-checkaut is arother technology tool, which ian instore full device or can be used
through a mobile apprhis tool is efficient to beampetitive with theonline shopsince it
provides a fastecheckout,higher control enjoymentfor the consumerand no need for
human interactioiLee and Leonas, 202Meverthelessthe question is if evergonsumer

prefer it as the study focuses on millennials mainly and if it useful in every type of fashion
retail.

Another technology tool that offline retailers use is click stream data to predict offline orders
and to forecast sheterm demand within a f& sales campaidi€aroet al, 2020)

Another useful instore technology tool is virtual fitting rooms, which can be divided into 3d
body scanner, 3D avatar, 3D customer model, robot mannemugmentedand virtual
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realityrooms. All different models benefit the customer in terms of utalian and hedonic. They

differentiatein accuracyattractiveness andteractivity(Lee and Xu, 2020Another source

outlines that virtual realitytpugmentedeality, virtual fiting rooms and sales people improve

the shopping experience aerdtertainmenbf the consumer in the stofeee and Leonas,

2018) Neverthelessthe source says that each technology differentiate by the target group

but ot how.

The following tablefive summarizedhe influence of the digitalization on the consumer

behaviour and consumer service.

E-CoupongHagberg,
Sundstromet al, 2016)

Click and collect and home
delivery(Hagberg,
Sundstromet al, 2016)
Data(Oh and Polidan,
2018)

Artificial Intelligence(Jin
and Shin, 2020)
SeltCheckout(Lee and
Leonas, 2020)
Technologies as Smart
Mirrors, Virtual reality,
Robots, Click and Flick
Smart Windows, Smart

Table 5 Digitalization

Change of
communication between
retail and consumer
Change of shopping

behaviour

Include customer in the
value creation process
and change of
relationship between

retail and consum.er

Meet consumer demand

in time

Include customer in the
value creation process
Change of

communication

Juliane Klar
2980192

Combination of online and

offline activities

Change of ordering and

distribution channel

Individual Servce according
to the information of the
customer, with includeshe
customer demographics.
Therefore, Individwal pricing
is possible.

Shorter lead timedr new
product designs

Faster check out and
consumer can control it
More information availability
for consumer

Time saving

Broader choice
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Displays(Grewalet al, More information

2020) Change of customer advisory
Virtual fitting rooms(Lee  Utalian and hedonic Influences interactivity,
and Xu, 2020) benefits for consumer  attractiveness anatccuracy

Wi-Fi andMobile Phone  Makes the consumer Provide more Consumers
(Brynjolfssonet al, 2013) more loyal and more information

provides more interactior

2.6  FashionRetail Omni channel Strategy

The fashion retaidmni channeis defined as the ultimate stage of multichannel within full
customer interactioand channel integration activities across online and offlmsumer
switches between offline and onliokannels during their purchase, which is definettass
channelbehaviour(Pattenet al, 2020; Boardmaret al, 2020) The choice of channel
depends from generatig®iotrowicz and Cuthbertson, 2014)herefore retailers should
integrate their service in the right way in all channels to satisfy the consiumoerconsumer
compare prices and quality mqRatteret al, 2020) But the integration of channels includes
problems as intra cannibalization (online and offline) effects and inter competition
(manufactureand reailer) since the sales decli(@harma and Dutt2020) The advantage

of Omni channeéctivities is that consumers can switch between flexible different channels,
the mmpany has more data to analypegvides the consumer a personal service and

increases the satisfaction level of the consuiiénsch et al, 2015)

One theory outlines that ti@mni channetievelopsew stages in the decision making of the
consumer. Therefore, the pre purchase stage includes inspiraearch andomparison
which reduces the risk for the consumer. The purchase stage sioiwdeg the product and
searcling after discounts. Theext stage is the post purchase, whichefined as delivery,
return show and share. A consumer orders multiple sizes to reduce theagbkstage has
different function and is influencday positive and negative emotions, which can be reduced

if the retailer meets the expectation.
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Social media is a channel where consumer search after inspiration and also like to get
feedback. The online websiteused forinspiration, research and comparisa he fashion

store has multiple faction as physical utilizatiompurchase, delivery, returfLynch and
Barnes, 2020)The mobile phone is the device, which the consumer has all the time with
them to search also in the stofé@isdeviceshould be included in every touchpofharma

and Dutta, 2020; Lynch and Barnes, 202)wever, each step is influenced by positive or
negative emotios (Lynch and Barnes, 2020)

The conceptuaDmni channeframework about consumer experiemeehe Omni channel
outlines that well developed integrated, flexiljpersonalisedconsistency and connective
touchpoints lower the ristaf the consumefShi et al, 2020) Another theory outlines again

the importance of the integration of tBenni channein the fashion retail, which is limited

by the faus on the UKMcCormicket al, 2014)

A gualitative study points the influence factors of consumers out to chooseebetfiline
retailers, online stores andmni channelretailing. These includeproduct satisfaction,
shopping experience satisfaction, product category, personal privacy protafteosales
service, staff attitude, store atmosphere, prices, merchagdisiowledge ofsales team
buying the produc{Gao and Yang, 2015This study $ necessary to know the influence
factor but also limited since thieterviewsfocuses mainly on the knowledge of the retailers.
The acceptance ddmni channeland technologies of consumer is influenced by social,
expectations, habit, motivation, persomalovation, security andxperiences. Thiwill be

useful to match the cons@mbehaviour with digital toolgluanedaAyensaet al, 2016) The
integration of Omni channelin the retail depends on théhannel integration, mobile
solutions, role of social media, changing of the role of retail stores, customer requirements,
personalization and supply chdRiotrowvicz and Cuthbertson, 2014) answers the question

what influences theonsumer according to thise of technologyAnother study outlines the
gender difference in the use of instore technology, mobile phones and fitting rooms.
Therefore men use mormstore technology to get discounts, women use more fitting rooms
to look for different sizes, colour and outfits. The smartphones are used to compare prices
(Mosqueraet al, 2018) The study is useful to know that there is a difference in the behaviour

in the use of technology. But it is limited since it focuses only aettechnologies.
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The role of the offline fashion retaihich has the benefit of product experience, is neacl
according to the new modeh@i channekince it is the most complex chan€hroet al,

2020) Offline and online will be combined according to the logistics siheleserieswill be
uberaized service, which means that the product can be delivered by the storeclemgjistic

of the online store or by a competitor, which makes the distribution servicecomgex
(Caroet al, 2020) The offline retail can be used as showroom and the consumer can buy
online. Another way is that the consumer search only online and buy the product in the store
(Boardmaret al, 2020) Retailing will be price, data and consunfigcused to be successful

in the switching of the channels. Each channel have to provide a high quality to make the
customer satisfiefCai and Lo, 2020)

To test thepreferred channels and technologies for consumer the factor electronic
stimulation, which include web design, content and hapte important. Other points are
theoutcome of the use of different channehichcan be defined as convenience, efficiency,
savings ad goodwill. The choice of optimization is for the consumer also an important point
to use different channels, which inclgafort, availability, price and suppdiPattenet al,

2020) The consumerwant free delivery, easy transaction, returns in every channel without
enteringthe personal data and consistency over all channels, which include figplexhat

the shopping window hake saméheme as on the websiieynch and Barnes, 2020)

There ae different analytic models out, which analyse the purchase behaviourstothe

and online to make momersonalized servicas pricing, assortmenpmssible(Caroet al,

2020)

Finally, the literature answer the questions which channels are possible to cr€tean
channel what are the benefits of th@mni channeland how it influences the consumer
behaviour. The literature mentions that there is a different Uenaf channein thecontext

of customer demographics but it does not answer the question how each target group behave,

which will be pointed out in this dissertation.

2.7 Covid 19 Pandemic

The contextual literature about the Covid 19 Pandemic points the change of the consumer
behaviour and the shift of traditional retail setting®tani channebut. Therefore, the Covid
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19 affects the economy globally. According to the clothing sector the demand and supply is
influenced negatively since factories are closed. Moreover, peoplessiessential goods
as apparel and luxury goods to save momdgverthelessthe prices fall e.g. discounts.
People have less money to spend money for shopping because the income is reduced or
people lost their jobBarua, 202Q)During thepandemicconsumersvent fran buying in
offline retail shopto shop online with the credit card. The difference in the behaviour is that
people, which have a higher risk move less and buy less at retailers than younger people
(Bakeret al, 2020) Thequestion is, is it the same in Germagigcethe study focus on
Americe? Another study points out that the lockdown during the Covid 19 introduced less
sales and profit for fashion compes. The recovery option for fashion retailers is an online
shop and more Omni chanrneluchpoints(Shaikh and Ahmad, 2020The question is if
consumer will use them more than before the pandemiofeover, the @ommerce
connected people during the pandemic. Tioeee the future will provide more online shops,
which are price sensitive since consumer compare prices a lot onlineyales$sin brick
and moral shops, which will have the function as showroomthe future(Santoso,
2020)This study is important to point the changiethe traditional retail out during the
pandemic.
Theconceptual framework about the consumer behaviour change during the pandemic points
out that consumer improvising at home as doing more creative activities andepraat
innovations. Moreover,gnt up is a new trenavhich describes the activities thannot be
done during the lock down buwtill be done in thduture (Sheth, 202Q)Will people shop
again in offline retail shopafter the lockdow® Another factor is the higher usage of digital
technology. Thereforggeoplemeet through zoom, sp online and use social media more
(Sheth, 202Q)Moreover, the study outlines the question if people go back to old habits as
shop offline after théockdown The future will be for sure that consumers will still use the
option shopping from homand get adelivery (Sheth, 202Q) Therefore, offline retailers
should provide an online shop to meet the ne€ls.location of buying and thasage of
technology influences single and family households differg@heth, 2020)Finally, the
study outlines that the future of offline retailers is not sure.
Since consumer are scared to be in crowds according to Covid%3p8D% of sales will
be online. Retailers should reinvest in technologies to atitéleinnials and Generation .Z
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The ome andathleisuresector will grow faster than other apparel industridserefore,
seamless interaction as pricing, presentation, availabilityoamai channeactivitieswill be
necessary to surviy€ohen and Karabus, 202@)nally, the study is necessan/showthat
digitalization is the solutiofor retailersto survive after the pandemic.natherstudy about

the local commerce in America of online and offline retailers during the pandemis quain

that the consumption dérsin the incomeMoreover people buy more online than offline.

But both channels in the clothing sector decreased during the pandemic (@M¥be=
offline=-67%) (Relihanet al, 2020)

A study about the consumer behaviour during the Covid 19 pointed out that most of the
different Generations Baby boomers Generation Z,Millennials and GenerationX)
purchasedalready before théockdown through ecommerce.Nevertheless20% of the
Generation Z and 33% of the Baby Boomers never did online shopping before. The
conceptual theory points out that the Coviddi9eople buy more onlin®ther points a
thevisual illustration ofinformation about delivery options as music and interactive content.
Moreover, retailers can build trust with good reviews and consumer insights. Consequently,
the digital sales will increase and the company has more informaltiout the consumer,
which will affect the salgafter Gvid 19(Kim, 2020)

2.8  Specific ase of Germany

The literature outlines that the service is influenced by the cuhoratsand values and it
differentiate in countrie@Pattenet al, 2020)

Another literature outlines the difference of German and UK consumer behaviour and retalil
formats, which will be important to use since the thesis will be focused on Ge(hearey

and Probert, 2004Moreover, German consumer desire tgpdate styles angre-existing
interest in clothing increases receptivity apparelproducts(Nam et al, 2007) German
customer can be divided into four different consumer types according to the use of
multichannel service activities, which is a lower case stagenafi channekince it only
coordinates different distributioachannel These four types are hedonignnoissar, smart
shoppers andhpegmadic shoppergPattenet al, 2020) The table six explains each of the
typesin detail.
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Table 6 German Consmers(Patteret al, 2020)
Hedonist Largest consumer group
Normative social influence
Influenced by beliefs, attitudelsehaviour
Younger

Experienced driven

= =4 =4 =4 -4 =4

Search inspiration throughstagram

Need high quality fashion products with a good price
Connasseur Normative social influenced

High/medium incom¢ 0 6 G(DP®MO 0 0 )
Indulgence driven

Know what they want to shop

= —a —a _—a _—a )

Loyal consumer online and offline
Need social advise and exclusive sales advice
Smartshopper Low/ medi um bwuwiddOt0O0)013000

Informational social influenced

—a —a —a )

Look for price and want to saveoney

(@

Retailers should discount prices for them to make tl
loyal

Phlegmadic shopper T Low/ high indaemeoQpue60000
1 Informational social influenced

1 Driven by convenience

1 loyal

C high expectation of service

C retailers should have channel integration to

However, each retailer has a different target group and should specifyRla¢tenet al,
2020) The question is, which technologies would they prefer since the study differ only
between online and offline channdlloreover, the integration @mni channehctivities is
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possible inGermanysince every household, which has internet access, ownsdiieed

(Beck and Rygl, 2015)

An empirical study abduGermancustomer points out th&ermancustomer are interested

to use beacon service, which is definedhgetoothtechnology to send different message

This providesadditional service as Mobile payment eBupons. Therefore, smart phones

can be use to get additional information, use additional channel, improve the customer
journey with personal service and increase the satisfaction level. But German customers are
scared about the data privakhammet al., 2016) Consequentlythe question occurs if

Germanconsumer would acpe different technologies.

2.9 Conceptual Framework

A conceptual framework identifies the variables of the research question, the relationships
between them and the contextual factors. Based on the literature revielisgbgation
focuses on the following frameworks to achieve the research objectives study, which

are already explained in the chapfed. These frameworksre topic based ancan be
matchedn a clear ordeto identify later the dependent and independent variables according

to a quantitative survey.

The literature review about thestson retail outlines that the offline andlime Retall
Channel changes to @mni channelto survive(Montagna and Figueiredo, 2020rhe
literature points the advantages of this change out, which tools are necessary and how to use
data in the right waio benefit from the online and offline channel to meet the different target
groups.Neverthelessthe literature does not point out, which target group uses the different

kind of retailers.

Different consumer behaviour models stgmulusorganism respomrs model of decision
making analytical framework, the theory of buyer behaviougnceptual 8. perceptual
learning theory, consumer decision model, consumer behaviour theory, theory of reasoned
action, operand assification of consumer behaviounodel of goal oriented behaviour,
multigenerational studythe fashiorconscious behaviours of mature fdenaonsumersa

study of factors d&fecting customer shopping behavioare pointed out in the literature
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review(Newman and Foxall, 2003; Nagbal, 2007; Bray, 2008; Attri and Jain, 2018; Dorie
Amy and Loranger David, 2020y hese frameworks are important to identify the variables
that influence the consumer behaviamd how people act in their shopping behaviour. This
is heldul to find out the change ithe behaviour by the influence of digitalization to improve
the serviceMoreover, the literature points out what influences the shopgehgviour and
that different age groups use f@eni channedifferently.

The frameworks about the consunservice asite mendsend theory, the Hbased service
degradation decision theory and SEVQUAL moegplain the variables that influence the
consumer servicPaulet al, 2016; Tsohiet al, 2019; Patteret al, 2020) The concepts
helps to understand what is important in thestoner service for the consumkitiis to say

that the service differentiate by consumers and retailers.

The conceps abaut the instore technologies as digitalization in retailing, instore technology
infusion, advanced fashion technology, retpibs, self-checkoutand virtual ftting rooms

are important to understand the digitalization in the retail s@dtayberg, Sundstrénet al,

2016; Vecchi, 2017; Grewat al, 2020; Lee and Xu, 2020; Xe¢al, 2020; Lee and Leonas,
2020) They outline the influence on the consumer behaviour and service to know what kind
of techrology tools are important and to answer the objectives as how to implement

digitalization in the retail and improwtbe customer service.

The Omni channeframeworks agashiondigital society, competing in the ge of Omni
channeketailing, Omnichanneimanagement in the new retailingggao n s umer s 6 de
fashion Omnichannel etailing Omni channel customer bhaviar: key drivers of
technology acceptance and use and their effectarchse ntention consumer experiences,

the key to surviving in @ Omnichannel environment: Use of virtuachnology Omni
channelfashion retailing: examining the customer decisiaking journey The role of
technology in arOmni channephysical store: ssessing the moderating effect of gender
special issue inforation technology in retailotvardOmni channetetailing technology in

Omni channetetailing: exploring agenda for futuresearctandconceptualization o®mni
channelare important according to the research questions of this disse(Btymolfsson
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et al, 2013; Piotrowicz and Cuthbertson, 2014; Gao and Yang, 2015; Juapedsaet al,

2016; Mosquerat al, 2018; Shiet al, 2020; Sharma and Dutta, 2020; Lynch and Barnes,
2020; Boardmaet al, 2020; Lee and Leonas, 2020; Cai and Lo, 202@) literature of the
Omni channeshows, the possible implementation tools for retailers, the change of consumer
behaviour anthow cansumer and retailers benefit from it. The researghinesnew service
possibilities. Neverthelessretailers have difficulties tamplement this in the right way
according to the target groy®harma and Dutta, 2020)herefore, the dissertation will

focus, which new tools the different consumer will use.

The literature about the Covid 19 points out that there is a shift in the retail. Therefore, peopl
buy more online clothe®Barua, 202Q)The pandemic points the future of the retaiDasni
channelagain out(Shaikh and Amad, 202Q)Moreover, the question occurs if people will

go back to buy offline after the pander{tgheth, 2020)The future o©Omni channetetailing
includes also theisualiseof different delivery methods améviews to increase the sales
after the pandemitKim, 2020) Consequentlythe literature points out that there is a need

to questionnaire the change dktconsumeshopping during the ©@vid 19.

The literature about specific cases in Germany points out that Gerostonters are
interested in newethnology but the acceptance cannot be identffibdmmet al, 2016)

The framework ®rvice quality in multichannel fashion retailimg important for specific
cases in @8rmany(Pattenet al, 2020) As the literature poistout, there are not a lot of
sources on the specific caseGermany Therefore, there is a @@ to observe the service,
digital tools andOmni channebehaviour inGermany Patten (2020) pointsut that the use

of Omni channelifferentiate by four target groups. The younger people mainly use more
Omni channetouch poinsthan the older. Sinceérstudy does not focus on different service

technologies, the dissertation will show the use of technologies by consumers in Germany.

These frameworks are summarized in a figure below with the influence of other sources of
the literature reviewkirstly, the Covid 19is on the left side of the conceptual framework
with an arrow to fashion retail since ibfluences the fashion retdihst according to the
change to Omni channé¢Barua, 2020; Shaikh and Ahmad, 202@)is to say thathe
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consumeand fashion retail are at the top since all activities gisatization tools, the use of
Omni channéactivities, consumer behaviour and consumarice are influenced by those.
The dgitalization models are at theft sidetop sincedigitalizationinfluences the consumer
behaviour,servie and Omni channel(Curhanet al, 1977; Hagberg, Sundstrorat al,
2016)The digitalizaion models aravell developedGrewal et al, 2020,Hagberget al,
2016) The author will especially test the instore technology to know what the consumer
preference is according to service optimizatend effective digitalisatiofGrewalet al,
2020)The Omni channels on the rightsidesince it influences the service and consumer
behaviour as well. The new service atids will be tested according to different retail
formats and target group to know which the customerpsdfer which toolMoreover, the
consumer behaviour models and consumer semaxels are combined in the tabfes the
literature review pointed wi the consumer behaviour depends on the information,
demographics and store preference, which have an influence pnefeeredservice and
digitalisationsandOmni channebs thearrows in the framework show&reenet al, 1974;
Newman and Foxall, 2003; Bray, 2008; Kim and Kincade, 2009)

Consumer )
* Demographics: Hastion H7

Age, Income, | HL Retail
G R oo _ Covid-19
HS e H2 - Offline

Preference o E

*Information H3

In Store Technologies , H4
*WiFi

QR Code

*UPC Code

*App to have the lo3 cards on the phone .
“APD ol Hiends ﬂ?gssag: o Omnichannel
: *Inspiration

*Information
* Availability
*Delivery and

- = . L Return
. itting Rooms

. e

*Self Checkout

- Artificial Inteligence Hé
*Robots

Consumer Consumer
Behaviour Service

Figure 3 Conceptual Framework

The following tableshows the definition of each factor of the conceptual framework.
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Table 7 Definition Conceptual Framework

Factors

Definition

Covid 19

The Covid 19 influences the rapid change of offline retail settings an
change to online shopping a@anni channedctivities since the consunse
do not have another opportunity during the lockdoyBarua, 2020
Santoso, 2020; Kim, 2020; Baketral, 2020; Sheth, 2020)

Consumer

The consumer is the person, who buys goods in the retail. The cons
distinguishes by demographics as gender, age, natiomatityne and stor
preferenceswhichincludes sizend kindof the retailNewman and Foxall
2003; Bray, 2008; Kim and Kincade, 2009; Gree¢al, 2018)

Fashion

retail

The fashion retaitliffer by service and produ¢Hasan, 2018)Moreover,
the size plays an importarole in the decision makin@reenet al, 2018)
The technologies tools, which can be usdter from the kind of retai
(Hagberg, Sundstroret al, 2016) Moreover, the size of the retail has @
an influence on theonsumer service and behavig¢Greenet al, 2018)

In store

technologies

Two author definesechnologies as click and collect, home delivery,
coupons, connection between online shop and retail shop, augn
reality (E.g share pictures on social media from customers), smart m
(e.g. adjust the lighting and contact in sales associatebtton other
desired products. Consumers can also see the items they are tryin
different colours or accessorized with various items to create unique |
virtual reality, robots (e.g. Alexa is used in stores to give customers
information abat the product), clickandflick smart windows (e.g. scan
piece, which is in the window to use your phone to look it up online), g
displays (e.g. | pads to show the whole collection, which is not availa
the store), which influences the retdlile consumer behaviour and seryv
(Hagberg, Sundstronet al, 2016; Grewaeét al, 2020)

Omni

channel

The Omni channel makes new touchpoints in different chanvigh the
consumer possible. Therefore, different service reggtias inspiration

information, delivery, return and availability of the product are poss
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(Lynch and Barnes, 2020Yechnologies tools influences tls®amless
experience in the offline and online channels as \{Ribtrowicz and
Cuthbertson, 2014)

Moreover, the @ni channel creates a new consumer behaviour and s¢
(Lynch and Barnes, 2020)he implementation of the r@ni channel
activities differentiate by retailers and customer demograjRicsrowicz
and Cuthbertson, 2014; Pattetnal, 2020; Boardmast al, 2020)

The consumer behaviours are influenced by different factors. T

influences depend on the outputs of theping behaviour in the sto

Consumer . _
S (Newman and Foxall, 2003; Bray, 2008he behaviour can be influenc
ehaviour

by the digitalization, the consumer and kind of retail as \é#igberg,
Sundstromet al, 2016; Greert d., 2018)
The consumer service can be influenced by the technoldglegberg,
Sundstrémet al, 2016)Moreover the different consumers and the king
retail defines good service in different wajB@ray, 2008; Hasan, 201¢

Consumer

_ Greenet al, 2018)
Service

The consumer service isifluenced by different factoréSridhaar andg
Zhang, 2006; Parikh, 2006; Paatlal, 2009; Tanwar, 2015; Tsolai al,
2019)

Out of thisframework the following hypothesis can be created:
H1) There is a dierence between men and women age to usalifferent channel for
shopping.
This hypothesis pointsut that itis necessary to achieve the objective what Qshannel
activities areeffective by referring to different target groups.
H2) There is a dierence between men and women age to use different retail shops for
shopping.
This hypothesis will identify different target groups by usiagr different shop option as
outlet, fasfashion, department anadduryshops. This is necessary to give recommendations
for different implementation of technologies, improving the service and to develop the right
Omni channel activities,
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H3) There is a difference between men and women andlagrewo search after information
Therefore this hypothesis alludes @difference in information search by differentiating
between demographics atite usage othannet to improve the servicand Omni channel
activitiesin the right way by referring tthe target audience.

H4) There is a difference between men and women and age where to search for inspiration.
Therefore, this hypothesis alludesatdifference intheinformation search by differentiating
between demographics atite usage of channes improve the service and Omni channel
activities in the right way by referring to the target audience.

H5) There is a difference in the use of technology preferente®ée men and women and
age groups

This hypothesis refers to the dependent variablent@ogies. Thereforghe researcher will

find out the preferred instore technologies of the independent variable to reach the objective
to implement the digitalisations in the right way.

H6) There is a difference in the use ofanservice opportunities dhe OQmni channel by
differentiate between customer demographics and different fashion shops.

This hypothesis will identify the usage of new service activities by differentiate between
customer demographics and fashion shops to meetbjbetive todevelop the right @ni
channel activities.

H7) There is a difference in the use of channels before and after the lockdown of Covid 19.
This hypothesis will identify the change of the shopping behaviour by differentiate between
customer demographics to nébe research question if the behaviour changes after the
lockdown according to th@mni channel objective.

2.10 Conclusion

Finally, the literature review pointedifferent influences and possible outcomes of the
consumer behaviour and consumer service The.connection between online antflioe
channels creates new touchpoints with the consumer and a seamlesyBkEmiagna and
Figueiredo, 2020)The use of technologyaa influence those elements and changes the
service and the retail business as \{ldigberg, Sundstrénet al, 2016) Differentkinds of
digitalization tools are mentiea (Grewalet al, 2020) The literature mentions a difference

in the tems of implementing Omni chanirenddigital tools to improve the servi¢&ao ad
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Yang, 2015; Lynch and Barnes, 202B)t the literature does not point out, which technology
and Omni channel tools are more efficient in terms of customer demographics and retail size.
Moreover, the literature points out that the pandemic influetteeshange of traditional

retail settings to online an@mni channel activitiefast (Barua, 2020; Santoso, 2020; Kim,
2020; Bakeret al, 2020; Sheth, 2020Yhe question occurs if the consurmal still shop

offline after the pandemic.

The literature does not mention how the consumer behaviour differentiate according to those
two variables.Since the models do not refer exactly to the German fashion industry, the
dissertatiorwill outlinewhichtechnologies are more importdatimprove the servica this
business and also by thdluence of size and customer demographit®e reason for this is

that different literature points out that thdaetorsinfluence always the consumieat not

how. The study about Germany focuses only on the use of different channels, where younger
customer are more aware of online channel tools. But the research does not focus on different
technologiegPattenet al, 2020)

As it is described above there is a gap in the literature, which is mentioned in the conceptual
framework. Therefore, th€ovid 19 influences the fashion retaibnsumer dewgraphics

and retail stores influences the choice of technologie®amu channeéctivities. Moreover,

the digitalization and combination of offline and online touchpoints changes the consumer
behaviour and consumer service. Therefore, theedation Wl match differenttechnology

tools andOmni channel activities with the consumer demographics and different kind of
retail to meet thelgectives in chapter 1.4.
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3. Methodology and Research Design

3.1 Overview

After the gap in the literature review is described in chapter 2, the dissertation will focus on
the methodologwnd esearch design of the primary reseaFifstly the phiosophy, which

refers to a positivismparadigm will be pointed out in chapter 3(Blunt, 1991) The chapter

3.3 refers to theresearch design, which inclesl thepurpose and research strategy. The
chapter 3.4 outlines the research method, which explairsotheef data,the access and
ethical issuesThe questions for the German consumers will be formeddsecthe gap in

the literature according to thgpothesis and different variables of the conceptual framework.
Thenthe technique for data analysing and po&outcome will be pointed out ithechapter

3.5. The chapter methodology anesearch design will end with a conclusion.

3.2Research Philosopl and Approach

The research philosophy outlines the relationship between the view, knowledge and
interpretation. The following figure is the research onion, which identifies the different
approacheaccording to the primary resear@aunders, 2016)

Philosophies

Experiment

chy
Mono method Approaches

Cross-sectional
Strategies

Data

collection
and data
analysis

Longitudinal .
Time
horizons
Ethnography

Archival research
T

methods | research

Choices

Techniques and
procedures

Figure 4 The research onion (Saunders, 2016)
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Themain research paradigm in this studhis positivism according to a quantitative primary
research{Hunt, 1991) The positivism paradigm guides tessertatiorto conduct research.

It includes the philosophical, social and technical methieidstly, the positivism describes

a knowledgeable predictable world. The research should be empirical based. Another point
is that the researcher is independ@&hie knowledge and reality existsitside of the human

mind (Collis and Hussey, 20131 positivism gproach has a logical reasoning and depends

on concepts, whichre capable. The study will be hypothesis driven by strong variables in a
big sized sample, which can be generalipadthe population. Therefore, the reliability

which alludes to the findings, Bgh and the validity is loWCollis and Hussey, 2013a)

The quantitative research goes along whk philosophicalassumption.Therefore,the
guantitative researdiasone reality, which is measurabledependenand value freeThese
three factors refer also to the Ontological, Epistemological and Axiological assumption as
the table eight show€ollis and Hussg 2013a)

Table 8 Philosophicabssumptior{Collis and Hussey, 2013a)

Ontological Reality One reality
Epistemological Relationship betwee Measureable, independe
variables knowledge
Axiological Role of value Value free, independent fror
research

The positivism approach goes along with tleeluctive methodologyrhis means how the
hypothesis and questions are forn{8dunders, 2016Yheresearch, which will include a
quantitative surgy, is hypothesis driven. The hypothesis rébedifferent concepts that are
tested. Moreoverelationshig between diffeent variables can be identifiédnox, 2004)

This includes different steps as forming hypothesis, measure hypothesis, testing the
hypothesis and identify a result, which can change the conceptual framé&wedeductive

approach includes a control of the tests, a stradtanethodology, measurable facts and a
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generalization, which will be explained in more detail in the resedesignchapter 3.3
(Saunders, 2016)

After the generalexplanation of the positivism philosophical approaunid deductive
methodologyajustification ofthis decisiorwill be outlined Therefore,a quantitative survey
will be done which include a sample size of German consumers, who shop in offline retail
shops.The variables of the conceptual frameworkal be testedto find out what kind of
technology the consumer prefer to optimize the service according to the objadives.
service activities of the Omni canneill be testedio develop the Omni channel in different
retail shops in the right way according to diffiet target groups. This can be generalized
because of the sample size. The hypothésig the survey. The result of this survisy

empirical based and the reliability wide high(Collis and Hussey, 2013a)

3.3ResearchDesign

3.3.1 Research Purpose

The overdl purpose on this study wifbcuson the mix of explanatory and predictive since
thesefactorsgo along with the positivism. Explanatory means the discovery of how and why
something is happening. The predictive approach points the forecast of the likelihood of
something happening o(ollis and Hussey, 2013a)

The #sting of the conceptufilameworks to find the objective out, as which technology is
more efficient, alludes to the explanatory purpose. The reason for this thehatimary
research wilfind out how digitalization can improve the service. The pregiapproah is

also important since the questionnaivél identify a change in the consumer behaviour
according to the implementation of digitalization and Omni channel activities, which

includes a forecast.
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3.3.2 Research Strategy and Time Horizon

According to the chapteB.2, a positivistic and deductive approach were identifted,
overall primaryresearctrefers to eguantitativestudy. Therefore the research strategy will
be a survey with the goal to analyse it statistically. This can be made bmteeories are
well developedCollis and Hussey, 2013a)he survey will be an internet questionnaire by
using survey monkeyjo collect a large number of opiniofSaunders, 2016)Theaefore,
independent and dependent varialnlesd to be identifiedccording to the literature review
and conceptual framewks toform closed questioCollis and Hussey, 2013& sample
group has to badentified to receive the right answers. This dissertation intllude as a
sample grougerman customer, who purchase fashion in retail stores to reaubjebgves.
The survey will help to understand the relationships between digitaliz&oni channel,
consumer service and consumer behaviour to have a generalized ragalththe goals a
improve the consumer service withiexommendation aéfficient digitalizationtoolsand a
developmentof the right Omni channel Consequently, the research strategy is a mono
method, which means that the dissertation uses only mmeesas primary research as it

mentioned abovéSaunders, 2016)

The time horizon refers to a cross sectional study since the survey has to beecbimd8c
month, which outlines only a snapshot of reseaf8hunders, 2016)Moreover, the
dissertation identifies the relationship of the customer demographics, kind of retailers in order
to identify the different behaviours of the use of technologgpshibn retailers.

The findings of the research design should be credible, which means that everything should
be done to reduce the possibility to get the wrong answers. Moreover, the research design
should bevalidity and reliableln thecaseof rehabilteethe primary research has to be equal

with other sources. Moreover, the data has to be transparent according to the results.
Consequentlythe questions has to be justified with the literatdedidity explainsthe causal
relationship between the vabies. Therefore, participants of the survey can be influenced by
experiences and can cancel the participants of the survey. The analysis of the survey needs
to be logical and transparent as wW8&aunders, 2016)
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3.4Research Method
3.4.1 Sources of Data

The collection of primary data will be done througlyuestionnaire onlineusvey, which
includes closed questidretween the 30of June 2020 and 22f July 2020 Therefore, it

will be a selfadministration questionnaire. Consequentlyhe questionnagr will be
influenced bythe characteristic®f the respondents, size of sampling and types of question
(Saunders, 2016)

The most important thing to do a questionnaire isstimapling(Collis and Hussey, 2013a)
Therefore, the selection of the sample size includes a representativeemof the
population. Since the survey is senbut through the internet and people can answer it
randomly, itrefers tonon-probability (Saunders, 2016)The first step is to ideryi the
suitable sample number, which will be German customérs purchase in the fashion retail.

1 Geographic Area=Germany

1 Lifestyle=purchase fashion in retail stores
The sample size includes 85nillion people out of 80 million citizens accordirmapparel
purchasing in German(Statista, 2020)Therefore, 38 participants have to do the online
surveytohavehi gh certainty and gener al (Qualfricsas t h
2020)

Confidence Level:

Population Size: 45800000 |

Margin of Error:

Ideal Sample Size: ‘385 ‘

Figure5 Sample Siz€Qualtrics, 2020)
The figure 5shows that the margin of error will be five. Consequettté confidential level
is 95%(Saunders, 2016)
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The questionnaire will be shared on di#et online channels as FacebobinkedIn, Xing

and Instagramo reach the people, which will not cost any money and the data can be
collected automatically. Closed question will be asked wmlyam the difference of the
participants. The benefit of an online questionnaire is that the data will be collectddhéast
internet reaches a high population and the response rate (S&astders, 2016)Other
advantages are appearance, flexibilftyactionality and usability. The cons are coverage
errors, sampling errors, ngasponse errors, and measureneerrs. The last two points can

be solved by the design of the sur¢€pok, 2019)

Before a questionnaire can start, the literature haveredie detail to gain knowledg®rm

a conceptual framework wittlear identifiedndependent and dependent variables to justify
hypothesisand questiondor the survey The variables can be divided intpinion,
behavioural or attribut€Saunders, 2016)The hypothesis chapter 2.%re fact based and
define an expectation about the outcqideogan, 200). Out of that the relationship based
question will be formegddata collected and analysdthese include to identify independent
variables, which do natepend on other as gender and. ddeese are also the nomiraadd
ordinal data. The dependent vables depend on them as service influences, consumer
influences and kind of technology and uséafini channehctivities tools according to the
conceptual framework. Therefore, a test between the groups will be made. The inferential
test will include a mitivariate system(Keogan, 2009) The following table showshe

variable, which will be tested.

Table 9 Variades
Gender nor The gender andgereferto the consumer
_ Independent _ _ _ _

(attribute) parametic demographics, whicimfluence the income
Age non levels andnfluence the retail, the use of
(attribute) Independent parametric technology, the consumbehaviour and
Income non consumer servie(Newman ad Foxall,

Dependent :
(attribute) P parametric 2003; Bray, 2008)

45
Juliane Klar

2980192



Retail Size
(attribute)
Kind of
Retall
(attribute)

Dependent

Dependent

Channel
_ Dependent
(behaviour)

Information
_ Dependent
(behaviour)

Inspiration
_ Dependent
(behaviour)

Omni
channel
Service Dependent
activities

(behaviour)

Technologies
_ Dependent
(behaviour)

non

parametric

non

parametric

non

parametric

non

parametric

non

parametric

non

parametric

non

parametric

The retail sizeand kind of retail as outlet,
fast fashion stores, department and luxury
storeds andependent variable sintieey
depend on the target gro(fim and
Kincade, 2009; Greeet al, 2018)

The choice of the different channels as
Offline Retail, Online shop through Websit:
Mobile App and Social media is a depende
variable since it depends on ttiestomer
demographicgPiotrowicz and Cuthbertson,
2014)

Information is a depended variable since it
influence the consumemnd thebehaviour
(Bray, 2008)

The tool to search after inspiration differ by
the customer demographics. This is an
important variable to find out how the Omn
channel changes the search for inspiration
develop the Omni channel in the right way
(Lynch and Barnes, 2020)

The Omni channel activities as delivery anc
return differentiate by the customer
demographics and retailgiisynch and
Barnes, 2020)

The technologies are as well a degremt
variable since the consumer and the retail
influence tha(Hagbeg, Sundstromet al,
2016; Grewakt al, 2020)

46

Juliane Klar
2980192



After the variables are identified, the research design is necessary to poiftti@gurvey
has to include appropriate and clear defined closed questions to collect t{@ryaian et
al., 2008) Therefore, the structure, validity, reliability design and translations plays an
important role. The validityvill outline, if the findings represent theeasurable factordt
can be divided into the ctant validity, where questions are justified with the literature. The
criterion related validity measures the future behaviour of the particiffausiders, 2016)
The topicof this dissertation points a mix of both out. Since the author measures the
behaviour according to the technology and knowledge of the literatureefidiailiteerefers
to the interpretation of the participants. Therefdine internal consistency teswill reduce
therehabiliteein the survey since the responses of the participants will be compared. The
survey will include abse questions, which can be &isiough ranking, categorgnd rating
The questions are formulated in an easy way thgpdhdpants can understand it and can
look up vocabularie€Saunders, 2016)

Table 10 Survey

1 Gender Gender 1 Male Multiple (Nam et al,
1 Female Choice 2007,
Piotrowicz
and
Cuthbertson,
2014;
Mosqueraet
al., 2018;
Attri and
Jain, 2018;
Oh and
Polidan,
2018;
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When were you Age

born?

What is your  Income
annual salary

brutto?

Where did you Channel
shop the most

before the

lockdown

according to

Covid 197

Betweenl943
and1960
Between 1961
and1981
Betweenl1982
and2004

Quantity

Question

Underd 2 9 . 0 Quantity
Between Question
t30.000
uau60. 000
Between
uau60. 000
t90.000
Abovet 9 1. O
Online Shop Multiple
Offline Retall

Shop

Choice

Online and
Offline

Juliane Klar

2980192

Grewal et
al., 2020)
(Bray, 2008;
Attri and
Jain, 2018;
Oh and
Polidan,
2018; Kim,
2020; Baker
et al, 2020;
Dorie Amy
and
Loranger
David, 2020)
(Attri and
Jain, 2018;
Grewal et
al., 2020;
Pattenet al,
2020)

(Mirsch et
al., 2015;
Shaikh and
Ahmad,
2020; Kim,
2020;  Jin
and  Shin,
2020;
Montagna
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Where do you Channel
shop more aftel

the lockdown

according to

Covid 19?

Where do you Kind of
shop clothes in Retail
the offline

retail?

(More than one

answer is

possible)

Online Shop Multiple
Offline Retail Choice
Shop

Online and

Offline

Outletand Closed

Discount Stores Question
e.g. TK Maxx
Fast Fashion
Storesand
Monolabel
Storese.g.
Zara/H&M
Department and
Multilabel stores
e.g. P&C
Premium and
Luxury Stores

e.g. Hugo Boss
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and
Figueiredo,
2020; Sheth
2020)
(Mirsch et
al., 2015;
Shaikh and
Ahmad,
2020; Kim,
2020; Jin
and  Shin,
2020;
Montagna
and
Figueiredo,
2020; Sheth
2020)

(Kim and
Kincack,
2009; Lee
and Leonas
2020)
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10

11

Which size of
offline fashion

Retail Size

retail stores do

you prefer?

Which tool do

you use to shog

Channel

online?
(More than one
answer is

possible)

Are you Information
searchindor
Information
before your

shopping?

Where do you Information
search for

information?

(Morethan one

answer is

possible)

Where do you Inspiration
search for
outfit

inspiration?

Small Multiple
Medium Choice
Larger
Website Closed
Mobile APP Question
1 Social Media
1 Always Rating
1 Usually Question
f Sometimes (Frequency
1 Rarely )
1 Never
1 Marketing Closed
1 Websites Question
1 Social Media
! Recommendatio
ns of Friends anc
Family
In the store Closed
Social Media Question
Website of a
brand
Juliane Klar
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(Greenet al,
2018; Caro
et al, 2020;
Jin and Shin.
2020)
(Sharma anc
Dutta, 2020;
Dorie Amy
and
Loranger
David, 2020;
Lynch and
Barnes,
2020)

(Bray, 2008)

(Bray, 2008;
Sharma anc
Dutta, 2020;
Lynch and
Barnes,
2020)
(Lynch and
Barnes,
2020)
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12

13

14

(More than one
answer is
possible)
Which delivery
option would
you use, if you
have the
choice?

(More than one
answer in

possible)

How is your
likelihood to
use WIFI in
the Store?

Why would

you use WAFi

in the store?
(More than one
answer is

possible)

Omni

channel

Technologie

S

Technologie

S

=

=

Buy the product Closed

in the store and Question

have it directly
Buy in the retail

store and have

also a home

delivery service

Buy online and

deliver the
product in the
store

Buy online and

deliver home
Very likely
Likely
Neither likely
not unlikely
Unlikely
Very unlikely

Rating
(Likelihood

)

Compare prices Closed

online

Find a voucher

online

Text with friends
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Question

(Lee and
Leonas,
2018; Caro
et al, 2020;
Lynch and
Barnes
2020;
Boardmanet
al., 2020;

Sheth, 2020)

(Brynjolfsso
n et al,
2013)
(Brynjolfsso
n et al,
2013)
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15

16

17

18

19

How is your
likelihood to

scan a QR cod¢

of a product in

the store to get

more

information?
How is your
likelihood to

scan a QR cod¢

to see the
availability of
the product in
the store?
How is your
likelihood to
have your
loyalty card in
a mobile

version?

How is your
likelihood to

use ECoupons

asdiscounts on

the mobile

phone?

How is your
likelihood to
use seH

checkait

Technologie
s

Technologie
S

Technologie

S

Technologie

S

Technologie

S

1

=

= =4 =4 =4 =

=A =4 =4 =4 =

Very likely
Likely
Neither likely
not unlikely

Unlikely

Very likely
Likely
Neither likely
not unlikely
Unlikely
Very unlikely

Very likely
Likely
Neither likely
not unlikely
Unlikely
Very unlikely
Very likely
Likely
Neither likely
not unlikely
Unlikely
Very unlikely
Very likely
Likely
Neither likely
not unlikely
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Rating
(Likelihood
)

Rating
(Likelihood
)

Rating
(Likelihood

)

Rating
(Likelihood
)

Rating
(Likelihood

)

(Brynjolfsso
n et al,
2013)

(Brynjolfsso
n et al,
2013)

(Brynjolfsso
n et al,
2013)

(Hagberg,
Sundstrom,
et al, 2016)

(Lee and
Leonas,

2020)
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option in the 1 Unlikely
fashion retail, 1 Very unlikely
e.g. mobile app

or full device?

Would you let  Technologie § Very likely Rating (Sharma anc
the staff show s T Likely (Likelihood Dutta, 2020;
you the 1 Neither likely ) Grewal et
additional not unlikely al., 2020)
collection T Unlikely

virtua, if a Very unlikely

shop does not
have the whole
collection in

the store, e.g.

on an | pad?
How is your Technologie  Very likely Rating (Grewal et
likelihoodto s 1 Likely (Likelihood al., 2020)
use your phone 1 Neither likely )
to scan an not unlikely
article, which T Unlikely
you see in the Very unlikely
shopping
window, to
look it up
online?
Would you Technologie | StronglyAgree  Rating (Grewal et
agree that retail s  Agree (Agreement al., 2020)
stores can shar 1 Neither agree not )
a picture of disagree
your purchase § Disagree
on social
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23

24

25

media, if you
get a discount?
How is your
likelihoodto
put your
product that
you are
wearing into
another
virtually
location,e.g.
wearing an
outdoor jacket
and have the
feeling to be in
the mountains?
How is your
likelihoodto
see product
recommendatio
n from other
customers in
the store as yol
can see this in
online shops?
How is your
likelihood to
use virtual
fitting rooms to
see different

sizes, colours

Technologie

S

Technologie

S

Technologie

S

=

]

Strongly
Disagree
Very likely
Likely
Neither likely
not unlikely
Unlikely
Very unlikely

Very likely
Likely
Neither likely
not unlikely
Unlikely
Very unlikely

Very likely
Likely
Neither likely
not unlikely
Unlikely
Very urlikely
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Rating (Vecchi,
(Likelihood 2017,
) Grewal et
al., 2020;
Lee and
Leonas,
2020)
Rating (Brynjolfsso
(Likelihood n et al,
) 2013)
Rating (Grewal et
(Likelihood al., 2020;
) Lee and Xu,
2020)
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26

27

or outfits on
your body
without

spending time

to try the

product on?

How is your Technologie  Very likely
likelihood to S Likely

get more 1 Neither likely
information not unlikely
about the 1 Unlikely
product Very unlikely
through

Robotse.g.

Alexa, if staff
members do

not have time
in the store to
give you

information?

Do you have  Technologie § Yes
experience with s T No
in store 1 Not sure
technology as ¢
customer
service?
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Rating (Grewal et

(Likelihood al., 2020)
)

Rating (Hagberg,

Sundstrom,
et al, 2016;
Mosqueraet
al., 2018;
Sharma anc
Dutta, 2020;
Grewal et
al., 2020;
Pattenet al,

2020; Lee
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28 Would you be Technologie |

interested in
more
technology
experience
provided by the
stores in order
to make your
shopping
experience
faster and

beneficial?

S

Very likely
Likely
Neither likely
not unlikely
Unlikely
Very unlikely

Rating
(Likelihood

)

and Leonas
2020)
(Hagbeg,
Sundstrom,
et al, 2016;
Shaikh and
Ahmad,
2020; Coher
and Karabus
2020;
Grewal et
al., 2020;
Pattenet al,
2020; Lee
and Leonas
2020)

After, the questions are identifiegtie following table shows to which variable dngbothesis

each question refer.

4/5

Consumer

Consumer

Consumer

Fashion Retall

Table 11 Explanation Survey

Independent gender

Independent age

Dependentncome

Dependent Channel

Juliane Klar

2980192

H1,
H7
H1,
H7
H1,
H7
H1,

H2,H3,H4 H5, H6,

H2,H3,H4, H5, H6,

H2,H3,H4, H5, H6,

56



6/7 Fashion Retail DependenRetail H1l, H2,H3,H4, H5, H6.

H7
8 Channel Dependent Online H1
Channel
9 Consumer Dependent H3
information
10/11 Omni Channel Dependentnspiration H4
12 Omni channel Dependent Omn H6

channel activities
13-28 Technologies Dependent H5
technologies

3.4.2 Access ancEthical Issues

The access to reach the right sample group is important since otherwise the result will not be
efficient. Therefore, strategy to entry the sample group has to be clear defitiesl case it

will be 385 German customers, who shop in fashion retail siiQugltrics, 202Q)On the

one hand personal contacts will be usiede the researcher ifBnan. Moreover, the survey

will be shared on social media to reach more people. The survey will ensure familiarity with
the target group and time. Tieéore, the survey takes only minutes for participants.
Moreover, the targegroup is broader. Consequently the right people can be easier identified.
The introduction of the survey will describe the requirements to be a participant in the survey

and identifies benefits for them #ee content form in the appendix sh@®aunders, 2@l).

Ethical issues can happen in a guantitative research on different stages according to the
collection of data The most important ethical issues, which has to be keep in mind is
anonymity of the participants. The first ethical issue that needs to be mentioned is at the
formulating the research topic stage is the design. Therefore, the justification has  refer t
existing knowledgéSaunders, 2016puring the research design stage the access and sample
size needs to be idefied to get efficient resultdn terms of sampling the size can be too

large, which involves wasting time and unnecessary involvemgmeagle. If a sample is
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too small, the study will not be usefsihce it cannot be generaliz€8imons and Usher,

2000) According to the collectionfalata, the participantsill do the survey voluntary and

can be deleted all the tinf@aunders, 20167 heanonymity will be ensuredccording to the

IP address. But since the participants do not enter the names, the prablensalved.The
participants are through the pldanguage statement and informed consent form aware of
the process and have tgraee by a confirmation buttoithe time and second language as
English according to the German particigantll be another ethical issu&herefore, the
participants can alwaylook up vocabularies. The participants are informatltthe survey

will be done in 7minutes and the language problems is catedlavith in this timeThe next

stage is the storing of the data according to data privacy. Therefore, the participants have the
right as it is mention irtie informed consent form for ananity andwithdrawfor the survey
(Saunders, 2016 he data willbe deleted after theetence of the master thesis ictGber

to do not harm anybodynother ethical issue will be the misuse of data since the change of
data to have a better result is unethical. In other words how should the researcher deal with
outliers? (Simons and Usher, 2000)herefore,during the analysis each step has to be
explained. If less observation were done, the analysis can lead to ethicaligheatecision

making of dependerand independent variables is not clear defitieel correlation will be

wrong (Simons and Usher, 20Q0yhe interpretabn and presentation of data hasbe
transparent o#grwise further research will be wrong, which will be unethi¢&imons and

Usher, 2000)

3.5Approach to Data Analysis

Quantitative studies use multiple tests to foud relationships of differend&itzgerald and
Rumrill, 2005) The toolsExcel and SPPS are used to test the hypothesis. The tests that will
be used depend on the numbers of variables, types of meastigerd characteristics of data
(Keogan, 2009) Since the survey will test the difference of the usage of different
technologies, consumer purchase behaviour and Omni channel activities between groups by
focusing on customer demographics accaydo the different independent and dependent
variables, the anova test will be usefliherefore, the general linear models and universal
method will be clicked in SPSS. The fixedctiars are theindependent customer
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demographics variable and the depertdariable varyfom question to question. The/ene

test shows if the gr@s arehomogenyto test. The normality test outlines the normal
distribution and the test of power the effect sidee means table explains the deviation for
each combination dhe groups and the test between subjects shows if there is a difference
between the group&ince the groups are unequal the turkey test will be useful to show the
difference in the ups if there is a differendéund Research Ltd., 2018fherefore, 10
participants are needed for each group. If there are less participants, the power and
assumption is also leg¢€airns, 2019)Since the questionnaire has questions witlitiple
answer, the diattomywill be useful in the coding. Moreover, the multigleswers will be
tested with ecross tableso know which answer ehdarget group clicked the mogthe
overview of the customer demographics will be done writiss tables

The outcome of theurvey depends on the hypothe@{gogan, 2009)Therefore, the test

will show, if there is alifference omot Theresult of the survey will be helpful to achieve

the objectives as the following table shows:

Table 12 Potential Outcome

H1 This hypothesis refers t (Newman and Foxall, 200:
There is a dference different shopping behaviotr Namet al, 2007; Kimet al,
between men an of different consumers. Th 2007; Brynjolfsson et al,
women and agdéo use hypothesis is important t 2013; Carcet al, 2020; Dorie
different channels for point the different usage ¢ Amy and Loranger David
shopping. Omni channel out. 2020; Pattenet al, 2020;
Boardmanet al, 2020; Lee
and Leonas, 2020)
H2 This hypothesis has the goal (Newman and Foxall, 200:
There is a dference create different target grouy Namet al, 2007; Kimet al,
between men an to match the consume 2007; Brynjolfsson et al,
women andage to use service, instore echnologies 2013; Greeret al, 2018; Cara
different retail shops fo improvements and Omr et al, 2020; Dorie Amy anc

shopping. channel activities with them Loranger David, 2020; Patte
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H3

There is a dference
between men an
women anage to searcl

after information

H4

There is a dference
between men an
women anage to searcl

after inspiration.

H5

There is a difference i
the use of technolog
preferences betwee
men and women arafe
groups and kind o

shops

et d., 2020; Lee and Leona

2020)
The goal of this hypothesis (Namet al, 2007; Bray, 2008
to find out if the search afte Dorie Amy and Lorange
information  depend ol David, 2020; Pattenet al,
demographics to achieve tl 2020; Lynch and Barne:
objective to improve the 2020)
service in the right way b
referring to the targe
audience.
The hypothesis refer to tk (Namet al, 2007; Dorie Amy
implementationof the Omni and Loranger Bvid, 2020;
channel and new servic Patteret al, 2020; Lynch anc
activities, which will be Barnes, 2020)
improved. Therefore th
hypothesis will be helpful tc
give a recommendation
useful Omni channel tools
new service activities fo
different target groups.
The goal of this hypothesis (Brynjolfsson et al, 2013;
to find out which instore Hagberg, Sundstromet al,
technologies the irgpendent 2016; Oh and Polidan, 201
variables as gender, age a Grewalet al, 2020; Lee anc
size of retail prefer to reac Xu, 2020; Jin and Shin, 202
the objective to implement th Lee and Leonas, 2020)
digitalisations in the righ
way. Therefore, the testing «
this hypothesis will be useft

to answer the researc
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guestions, what instor

technologies areficient.
H6 This hypothesis will help tc (Brynjolfsson et al, 2013;
There is a difference i answer the question wh Piotrowicz and Cuthbertsol
the use of new servic Omni channel activities ca 2014; Gao and Yang, 201
opportunities of he different retailers do tc JuanedaAyensaet al, 2016;

Omni channel by develop  efficient ~Omn Mosqueraet al, 2018; Shiet

differentiate  betweel channel activities. al., 2020; Sharma and Dutt

customer demographic 2020; Lynch and Barne:

and different fashior 2020; Boardmaret al, 2020;

shops. Lee and Leonas, 2020; C
and Lo, 2020)

H7 This hypothesis will help tc (Baker et al, 2020; Barua

There is a difference i answer thguestion in relatior 2020; Cohen and Karabu

the use of channelto Omni channel if the 2020; Kim, 2020; Reliharet

before and after th shopping behaviour in th al., 2020; Santoso, 202(

lockdown of Covid 19. usage of channels chang Shaikh and Ahmad, 202(
before and after the lockdow Sheth, 2020)

Finally, the testsvill show which digitalization is useful to implement in which kind of retail
accordig to the relationship of the customer demographitkis will result in a
recommendation how to improve the service efficient with digital tools in different retalil

shopsaccording to the target group

3.6Conclusion

Finally, the chapter 3 outlines the research methodology, which will be positivistic with a
deductive approach since the primaegearctwill be done thragh a customer survey with
385 Germanparticipants who shop inGermanfashion retail store¢Collis and Hussey,
2013a) Since the variables of the conceptual framework are well defined, the primary
research can be done statisticélypllis and Hissey, 2013a) hereforethe chapter outlines
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the severhypothesis and twenty eighjuestions, which will be tested irsarvey to answer
the objectives antb understand the relationship betwéleadifferent fashion retailers, the
use of technologyral different channeland the change of the usage of channel through
Covid 19according to the conceptual frameworkeethical issugswhich are mentioned in
chapter 3.4.2, will be written down the introduction of the survey to the consusres well
Theanalysis of the data will be done throumghescriptive analysis andeanovatest which

will be useful to test the hypothesisd difference between the groupsnswer the research

objectives Chapter 4 will present and discuss the findings ofélsearch.
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4. Presentationand discussion of the findings

4.1 Overview

In the following the primary research, which includesquantitative survey with 429
participantswhere 385ompleted andonfirmed the study ethical. Therefore, the stody

be generalizedccording to the German consumer behaviour in the fashion retail.sector
Firstly, the cistomer demographics about the age groups, income groups and gender groups
will be analysed descriptive to have a good overview atimiparticipans and to know
which target group has which income. In the next step the shopping behasfiore &nd

after corona will be outlinedescriptivelyto meet the objectivis there a difference before

and after the lockdownThen the shopping behaviour of of# retail shopping and online
shopping tools will be analysed with a cross table. Afterward®mie channel activities as
inspiration, information and delivery tools will be pointed out to meet the objettivere

is a difference in the @ni channebehavioutbetweerthe target groups and which tools are
more effective Finally, the difference between the target groups according to the instore
technologies as WIFI, QR codes, loyalty cardspepons self-checkouts social media,
virtual location, vitual fitting rooms, showroom, sntawindows, robots and digital
recommadation will be tested with anndva. Then the findings of the results of the survey
will be discussed and the conclusion will be formed, which includes the answering of the two
objectves as a recommendation for efficie@mni channel activities and an effective

implementation of in store technologies by focusing on each target group and.retailer

4.2 Presentation of fndings

4.2.1 Customer demographics

In the following the custometemographics will be analysed by doing a frequeangcross
tablesince the goal is to analyse the shopping behaviodrtla@ use of instore technology
andOmni channedctivities of different target group&ccording to the general demographic
overviev out of 385 participants 40% (N=1p@ere malesand 60% (N=23Lwere female
as the following graph shows.
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Gender

250

Frequency

male female

Gender

Figure 6 Gender
Moreover, the age groups have also different sizes: betiy boomerg1943 to 1960)
paticipate with 14%(N=54). The @nerationx participate with 37% (N=144and the
millennialshave the highest number with 187, which equa% .49
Age

200

Frequency

Between 1981 and 2004

Between 1943 and 1960 Between 1961 and 1980
Age

Figure 7 Age

The income is another demographic tool, which is used to differ betieedarget grups

Therefore, 26% (N=100f the participantshavena i ncome of wunder) 029,

have an inome bet ween 030, 000 )ahade anmiifcOmelbOe@n 229
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61, 000 and padpleqgr 0% Baveam shcomeBolv er W90, 000 as
figure shows.

Income

Frequency

Under £29,000 Between€30,000 and Between £€61,000 and Over €90,000
£€60,000 £€90,000

Income

Figure 8 Income

The followingcross tableshows thel 2 different groupsccording to the participants

Table 13 Cross tabl&Customer Demographics

Age * Income * Gender Crosstabulation

Count
Income

Between Between

Under €30,000 and €61,000 and
OGandar £29,000 €60,000 £30,000  Over£90,000  Total
male  Age  Between 1943 and 1960 0 6 15 15 36
Between 1961 and 1980 0 16 T 31 58
Between 1981 and 2004 15 21 2 2 60
Total 15 43 48 48 154
female Age  Between 1943 and 1960 3 6 6 3 18
Betwaen 1961 and 1980 12 35 16 23 86
Betwsen 1981 and 2004 70 40 13 4 127
Total 85 81 35 1 23
Total  Age  Between 1943 and 1960 3 12 2 18 54
Between 1961 and 1980 12 5 7 54 144
Between 1981 and 2004 85 1 35 6 187
Total 100 124 83 78 385

As the tableshows gpecially thebabyboomergbetween 1943 and 1960) were diffictib

reach sincéhe older generation does not use social media(adoing, 2013)
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Moreover, the older the generation, the higher is the income and the younger the less is the
income(Heinze and Naegele, 2009; Statista, 20A3¢ross table of the survey underlines
these assumgtn. Therefore,malebaby boomer§1943 to 1960have a higher income since
41.7% have an income @i61,000t o U 9ahd A0 Mohavean income of ovet90,000
compared to the age group. Moreover, the ferbaley boomerdave less incomsince

33.3% have atfincome ofbetweeni30,000 andi60,000 oni61,000 tai90,000.

The men othe Generation X1961 to 1980) have more income thanrieebaby boomers

534% have an incomefo v e r U 18 the dar@elgeneration theajority of the women

have anincome inthe rangeof 0 30, 0 0 0 a n d7%) Bherefdd) ey eatnOless
money than the men and less than the generation before compared to the females.

36.7% of the men eard61,000tot9 0, 000 and 35 Ww60D@Iraccordingt®, 00O
the millennials (19810 2004). Therefore, this generation earn less money than teeagen

before. But theamajority (551%) of women ofthis generation havan income of under
ua29, 000.

Finally the analysis shows that men have a higher income than women. Moreover, the most
geneations by the difference of maledidiemale showhat the older, the higher is the income.
Only themen of the @neration xhave a higher income than the previgeseration. The

two graphs shouhe difference of the groups according to the total rermob participants.

Gender=male

Income

B Under £29,000
M Between £30,000 and €50,000

40

Bl Getween €61,000 and €90,000
I Cver €30 000

Count

Between 1943 and 1960 Between 1961 and 1960 Between 1951 and 2004

Age

66
Juliane Klar
2980192



Gender=female

Income

B Under €29,000

M Between €30,000 and €50 000
B Between 61,000 and €30,000
[ COver €90,000

Count

Between 1943 and 1960 Between 1961 and 1980 Between 1981 and 2004

Age

Figure 9 Customer demographics

Since the groups have to less participaoftat least 10 according tdo an Aova, the
following analysis will be done on the focus of gender andagknot anymore on the
different income levelg¢Cairns, 2019)Therefore, six target groupgll be analysed as the
following table shows.

Table 14 Age and Gender

Gender * Age Crosstabulation

Age
Between Between Between
1943 and 1961 and 1981 and
1960 1980 2004 Total

Gender male Count 36 58 60 154
% within Gender 23,4% 37,7% 35,0% 100,0%
% of Total 9,4% 151% 15,6% 40,0%
female  Count 18 86 127 231
% within Gender 7,8% 37,2% 55,0% 100,0%
% of Total 47% 22,3% 33,0% 60,0%
Total Count 54 144 187 385
% within Gender 14,0% 37,4% 48,6% 100,0%
% of Total 14,0% 37,4% 48,6% 100,0%
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4.2.2 Assumptions Aova

Different Anovas will be done to test the difference of the target groups according to the
different instore technologies as WIFI, QR code information, QR code availability, loyalty
cards, ECoupons, seltheckous, showroom, smart window, social media, virtual location,
digital recommendatn, virtual fitting rooms, robis, more in store technologies aell as
information search. The mova needs some requiremenie likelihood (1=very likely,
5=veay unlikely) to use thesmols will be testedwhich isa dependengcale variable. The
two gender groups, which are female and male and three age groups, are the independent
variables. The age groups are ordinal and the gender groups neariaales Theaefore,
thevariablesare fulfilled to do a 2*3 Aova for eaclnypahesis
Another requirement is the normality teBefore each questiahe normal distributionvill
be analysed in detail for gender and age, where the skewness and kurtosis should be ideally
0.

Table 15 Skewness and Kurtosis

Statistics
Gender Age
I Yalid 385 385
Missing ] 0
Skewness -410 - 615
Std. Error of Skewness 124 24
kurtosis -1,842 - 837
Std. Error of Kurtosis 248 248

As the table shows the skewness is for both independent variables negative, which means
that the distribution is on the right side steep. The kurtosis is positive, which means that it
has a peakness of distribution in general. Therefore, younger people ethsheisurvey

more and also more females.

The Shapiro wilk and gmorov smirnov test shows for every tool, which is listed apove
that the normal distribution is below 05. Therefore, the sample size is not normal
distributed. Since the s®le size $ abae 100, the Aovacan be dondGhasemi and
Zahediasl, 2012)
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The Levene test needs to be done to test the homogengitg gfoups. Since thbased on
median shows for the likelihood to search after information, usage of QR code scanning for
information and availability, loyalty cards, Eoupons, seltheckous, showroom, smart
windows, social media, virtual location arabots a significancefdelow 005, the overall
variance is unequal. Nevertheless, the test of the hypothesis there is a diftdréimee
likelihood between the age groups and gendars be done since the sample size is large
enough(Gastwirthet al, 2009) The other tools as WIFI, digital recommendation, virtual
fitting rooms and more instore technologies have a homogeneity, which will be outlined in
each chapter.

Another requiremenis the test of outliers withoxplot grapls to do not falsify the result.

The tools asWIFIl, QR code informatiorand availablity, showroom, smart windows,
interaction of social media, digital recommendation and virtual fitting rooms do neghgv
outliers. Therefore, theova can continue. Thedis as information search, loyalty cards,
E-coupons, seltheckouts, virtual location, robots and instore technologies have outliers,
which needs to be deleted before thao&a can continue. Thiwill be outlined in each

chapter in more detail.

4.2.3Shopping Behaviour

In the following the shopping behaviour andm@i channelactivities will be analysed to
reach the objectives to give effective recommendation for Omni chaahéties for each

target group ashretailer.

4.2.31Covid 19

In this chaptethe shopping behaviour before tGevid 19lockdown and after the Covid 19
lockdownwill be analysedvith across tableccoding to the age and gender grsup find
out the preferred touchpointshichalludes to the hypothesis 7. This is importarknow if
there is a change duringe pandemic and to match then@ channel activities with the

differert target groups.

The following table shows the shopping behaviour before Covid 19.
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Table 16 Shopping behaviour before lockdown
Age * Where did you shop the most before the lockdown according to Covid-197 * Gender
Crosstabulation

Where did you shop the most before the
lockdown according to Covid-197%

Offline Retail Offline and

Gender Shops Online Shops  Cnline Shops Total
male Age Between 1543 and 1960  Count 30 0 i3 36
% within Age 833% 0,0% 16,7% 100,0%
Between 1961 and 1980  Count 16 9 33 58
% within Age 27 6% 15,5% 56,9% 100,0%
Between 1981 and 2004  Count 20 17 23 60
% within Age 28,3% 100,0%
Total Count 66 26 62 154
% within Age 42 9% 16,9% 40 3% 100,0%
female  Age Between 1543 and 1960  Count 3 3 12 18
% within Age 16,7% 16,7% 66,7% 100,0%
Between 1961 and 1980  Count 28 i e 86
% within Age 32 6% 7,0% 60,5% 100,0%
Between 1981 and 2004  Count 41 19 67 127
% within Age 323% 15,0% 528% 100,0%
Total Count 72 28 131 3N
% within Age 31.2% 12,1% 56,7% 100,0%
Total Age Between 1943 and 1960  Count 33 3 18 a4
% within Age 61,1% 5,6% 33,3% 100,0%
Between 1961 and 1980  Count 44 15 85 144
% within Age 30,6% 10,4% 59 0% 100,0%
Between 1981 and 2004  Count 61 36 a0 187
% within Age 326% 19,3% 181% 100,0%
Total Count 138 54 193 385
% within Age 14,0% 50,1% 100,0%

The table above outlingbat 501% of the 385 @rman consumer shopped already online
and offlinebefore the lockdownThis means they used diffetechannels 358% of them
shopped offne. The minorityshopped only online with 14% he total age group between
1943 and 1960 shopped offline wfi%. It is interesting that the men of this age group do
that with 83% also in contrast to the women, who like to shop offlid@alme with 667%.
59% of the generation between 196ind 1980 like to shop offline and online. The same
result show also the males and females of this agmugr The majority of the youngeage
group likes to shop offline and online with 48%. The male of the generationdasn D81

and 2004 took different desions than the women since 3% like to shop offline and 38%
like to shop offline and online. The majgrivf the female millennials (52%) like to shop

offline ard online.
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The following table shows thehopping behaviour dhe age and ender groups after the
lockdown

Table 17 Shopping after lockdown
Age * Where will you shop more after the lockdown according to Covid-197 * Gender
Crosstabulation

Where will you shop maore after the lockdown
according to Covid-197

Offline Retail Offline and

Gender Shops Online Shops  Online Shops Total
male Age Between 1943 and 1960  Count 12 3 1 36
% within Age 333% 83% 58,3% 100,0%
Between 1961 and 1980  Count 14 13 N 58
% within Age 24 1% 22 4% 53 4% 100,0%
Between 1981 and 2004  Count 12 22 26 60
% within Age 20,0% 36, 7% 43 3% 100,0%
Total Count 38 38 T8 154
% within Age 24 7% 24 7% 50,6% 100,0%
fermale  Age Between 1943 and 1960  Count i} i} i} 18
% within Age 100,0%
Between 1961 and 1980  Count 25 23 38 86
% within Age 291% 26,7% 44 2% 100,0%
Between 1981 and 2004  Count 34 35 58 127
% within Age 26,8% 27 6% 45 7% 100,0%
Total Count 65 64 102 N
% within Age 281% 27 7% 44 2% 100,0%
Total Age Between 1943 and 1960  Count 18 9 27 54
% within Age 333% 16,7% 50,0% 100,0%
Between 1961 and 1980  Count 38 36 69 144
% within Age 2T 1% 25 0% 47 9% 100,0%
Between 1981 and 2004  Count 46 a7 g4 187
% within Age 24 6% 30,5% 44 9% 100,0%
Taotal Count 103 102 180 385
% within Age 46 8% 100,0%

Firstly, it is to say that the majority (48%) of 385 participants like to shop still online and
offline after the lockdown. The total resulicsvs that 268% are in favouto shop offline

and 265% like to shop onlineThe most people of every age and gender group like to shop
offline ard online after the lockdown. Only the female age group 1943 to 1960 chooses every
channebn the same percentage (33%hich means that theshop offline, online and offline

and online.

The following table shows the comparison of the shopping behaviour before and after the
lockdown.
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Table 18 Comparison shopping behavidugfore and after the lockdown

Age * Where did you shop the most according to Covid-19? * Gender
Difference before and after lockdown
Offline Retail Offline and

Gender Shops Online Shops | Online Shops

male Age Between 1943 and Count -18 3 15
1960 % within Age -50,0%

Between 1961 and Count -2 4 -2

1980 % within Age -3,4% -3,4%

Between 1981 and Count -8 5 3
2004 % within Age -13,3%

Total Count -28 12 16
% within Age -18,2%

female Age Between 1943 and Count 3 3 -6

1960 % within Age -33,3%

Between 1961 and Count -3 17 -14

1980 % within Age -3,5% -16,3%

Between 1981 and Count -7 16 -9

2004 % within Age -5,5% 7,1%

Total Count -7 36 -29

% within Age -3,0% -12,6%

Total Age Between 1943 and Count -15 6 9
1960 % within Age -27,8%

Between 1961 and Count -5 21 -16

1980 % within Age -3,5% -11,1%

Between 1981 and Count -15 21 -6

2004 % within Age -8,0% -3,2%

Total Count -35 48 -13

% within Age -9,1% -3,4%

The comparison of this table between the shopping behaviour before and after the lockdown
outlines that 12% of the people tend to shop more online than before and 9% shop less offline
than beforeMoreover, 34% shop lessrdine and offline A similar development shows the
youngest age group. The generation between 1961 andol@8sthat 111% sh@ less

online and offline and 3% less offline. Thereforel46% shop more online. The oldest
generation outhes that 28%lsop less offline,1l1% more online and 16% more offline and
online. The genders show also a different development. Accordihg togn 18% shop less
offline, 7.8% more online and 10% more online and offline. The main reason for this is that
in every generation of the man, theliop less offline especially the oldest age gronp.
contrastl5% of the womershop more online since B2 shop less online and offline and

3% less offline. The same development skialso the age group between 1981 adddas
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well as 1961 to 1980. The oldest age group of the women shows a different development
than the men. Therefore, 33% shop less offline and online and 16% shop more online and

offline.

Finally, the analysis showthat there is a difference in the spom behaviour before and
after the lockdown as well as between the generation and age grbapsfore, the majority
before the lockdownsesalready multichannel tailing as well as after the lockdown. Before
the lockdowrthere was difference in thehopping behaviour of men and women according
to the gerrationbaby boomeras well agnillennialsas it is described above. The majority

of the women and men like to shop offline and onlihés obvious that no generation and

no gender is in favour tshop only onlineAfter the lockdown every generati@nin favou

to shop online and offline except thaby boomersf the women, who shop offline, online
and offline and online. The comparison shows thatpéh@ple shop more onlirend less
offline as vell as offline and onlinafter the lockdownThis development shows every age
groupexcept the bablgoomers men, who shop more online afftine and online as well as

the women, whashop more online and offline. Another difference intcast to the tota
development outlineghe youngest generation of men, who shop more online as well as
online and offineMoreover, the retailers should be aware of the development of the change

in the shopping behaviour to develop the right channels to meet the tanges$.g

4.2.3.2Place to shop offline

In the following the place to shop offline Wbe analysed between the 38%r@an
consumers with a crogable to test the hypothesis there is a difference between men and
women and aggroupsto use differenkinds ofretail shops. Therefore, four different shops

as outlet fast fashion, department and luxury will be compared to know which target groups

prefer whch one to implement the rightfani channehctivities and instore technologies

Since it were mor¢han one answer possible 718 responses of the 385 were made. In total

the fast fashion and multilabel store were wi@%®2and 35% in favour. The women have

similar likelihood. The man prefer to shop in multilabel shops with 40%: The youngest age
73
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