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Abstract 

The use of technology has an increasing impact on everyday life across generations. The evolvement of 

technologies are continuously increasing, and new ways of easing regular procedures are constantly 

implemented. This is also the case in the retail shopping industry. Various types of self-service 

technologies are emerging, which enables the customers to choose according to their preferences of 

experience. One such self-service, is mobile self-scanning. 

The research aims at providing an indication of technological effect on customer experience, when using 

mobile self-scanning during retail shopping experience. The study will focus on the case company 

Coop, who has enrolled Scan & Betal, a mobile self-scanning technology, in all Fakta’s, which thus 

makes them first movers in the Danish market.  

The study utilises data from a conducted qualitative interviews to gain insights into understandings and 

expectations to use of technology and the general customer experiences in retail environments. 

Furthermore, a questionnaire will be provide data on the actual perceived customer experience using 

Scan & Betal. Through customer experience analysis, the study concludes that while the technology is 

perceived easy and favourable to use, the in-store environment seem to create pain points and 

dissatisfaction during the customer experience. The main value co-creation aspects of the experience is 

the ease of use and elimination of queues. Furthermore, it can be concluded that the lack of awareness 

concerning Scan & Betal, creates barriers in successfully driving customers to use the technology. Thus, 

the study contributes to the literature within the field, as it identifies the customers’ perception of the 

particular self-service technology.  
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1. Introduction 

1.2. Problem Area 

For the past decades, technology and the Internet have changed people's lifestyle and shopping 

behaviour and has impacted the way companies interacts with and relates to their customers. 
Actors in the worldwide retail industry, similar to all other industries, are increasingly investing in 

innovative technology solutions to meet the needs of their customers, usually in the form of self-service 

technologies (SST). Multiple self-service systems are continually implemented in order to provide the 

customer with easy and convenient ways to complete their agendas, in order to increase added value to 

the overall customer experience. The increased use of technology tends to change customer experiences 

from being interactions with frontline employees to be interactions with technological systems. Service 

encounters as interactions between the customer and the company are thereby depending on the 

implemented technology used for self-service, which is solely responsible for meeting the expectations 

and create a positive experience for the customers (Bitner et al., 2000). 

As technology is changing the nature of service, it is enabling both better, more efficient and customised 

services. If implemented successfully, SSTs can result in reduced costs, increased customer satisfaction, 

increased customer loyalty as well as the possibility to reach new customer segments (Bitner et al., 

2002). Since SSTs impact the customer experience, there is a risk of dissatisfaction related to customers 

responds to technology-based systems. Factors such as customer adaption and customer readiness are 

relevant for successfully implementing of SST (Bitner et al., 2002). Other relevant factors that impact 

customer satisfaction are the customer's alternative options, the need or problem-solving functions, 

design and technology or process function and failure (Meuter et al., 2000). 

Customers have become more comfortable with technology in different aspects of service, which often 

provides the customer possibilities to make services more accessible without limits to time and place 

(Tseng, 2015).  ATMs and self-service kiosks in airports are just examples of self-service systems 

which are considered a normal part of customer journeys. However, other industries might still not 

experience the same customer readiness for technology-based services and SST. In such industries, the 

customer experience and expectations are relevant. 

Customer expectations, in general, have changed due to Service-Dominant (SD) logic, where the 

process and services within a customer experience and journey are valued higher than the product itself 

(Vargo & Lusch, 2004). If a company seek to increase efficiency by automatisation of touchpoints and 

by implementing new technology as SST, it must be adapted to the customer expectations and create or 

maintain value in the customer experience. Waiting time is an essential factor in customer behaviour. 
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Waiting time has a high impact on the customer experience since long waiting time has a negative effect 

on service quality and thereby on customer satisfaction. If SST is successful in reducing waiting lines, it 

will most likely have a positive influence on customer satisfaction. Another relevant factor in consumer 

behaviour is the level of personal interaction, which influences trust and loyalty within customer 

relations (Lambert & Wonjae, 2008). If interpersonal interactions have a negative effect on the relation 

between a company and the customers, it can be discussed whether SST can create or maintain good 

relationships by a high level of customisation to make the interaction personal, or if human interaction is 

necessary. 

Until recently self-service systems in Danish supermarkets has been limited to self-check-out systems, 

online shopping, click and collect and mobile payment. However, the supermarket organisation Coop 

has recently introduced a new SST to the Danish market. The technology is called 'Scan & Betal' and is 

a mobile self-scanning type of SST. As they are the first to introduce the type, they are identified as first 

movers on the market. The mobile self-scanning is executed through an application on the customers' 

phone, allowing them to get the shopping done without waiting lines at the cash register, stops to pack 

the groceries and to pay through the application. Evidently, the customer journey using mobile self-

scanning is creating a new customer experience in the supermarket shopping environment. This leads to 

questions, how exactly customer experience is impacted by the use of technology throughout the 

journey. 

1.3. Research Question 

How is customer experience impacted by the use of mobile self-scanning in a retail 

shopping customer journey? 

In order to answer the research question, the following sub-questions will be examined: 

1. How is the customer journey using mobile self-scanning compared to a conventional retail 

shopping experience? 

2. What are the customer expectations toward Scan & Betal as a specific SST? 

3. How is the customer experience with Scan & Betal perceived and how is value co-creation 

reflected in the outcome? 

1.4. Delimitations  

This investigation will be delimited to only concern the Danish market. Hence, mobile self-scanning 

cases outside of the country will not be taken into consideration. The focus of the study will be on the 
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mobile self-scanning function of Scan & Betal and thus not other self-services that Coop provides. The 

study will take a customer-centric perspective throughout, and actively choose not to include the 

perspective of the employees due to the scope of the research. 

Scan & Betal is identified as a specific type of SST, referred to as mobile self-scanning, where mobile is 

understood as a technology which is physically movable and lies within the customers own phone or 

device. Further, self-scanning is understood as the customers themselves are active in the delivery of 

services, by scanning with the mobile device. 

This study investigates customer experience, which is understood to be the outcome of the by 

customer’s perceived experience, based on customer expectations in relation to the offered value and on 

the components of interactions within the customer journey. 

2. Literature Review 
2.1. The phenomenon of Self-Service Technology 

Through the past decades, consumer lifestyle and behaviour has changed along with the increased use of 

technology and therefore impacted the way companies interact with and relates to their customers. The 

implementation of technological systems has moved many aspects of marketing from information 

technology to enablement technology. With increasing deployment of technology in customer relations 

and interaction creates a shift in service encounters and literature has been concerned about how the use 

of technology affects service encounters (Bitner et al., 2000). Service encounters can be defined as the 

moment of interaction between companies and customers and can be situations where customers 

develop a definitive impression of a company. Therefore, service encounters are often equal to the 

overall service from the customer's perspective and affect customer satisfaction (Bitner et al., 2000). 

As the role of technology has been incorporated in service delivery research, it was in the early literature 

mostly concerning encounters within service industries where theory with S-D logic has created a focus 

on customer service and service offerings in all kind of industries (Bitner et al., 2000). 

With the increased use of technology, SSTs are also increasingly implemented in service encounters. 

Meuter et al. (2000) define SST as; “… technological interfaces that enable customers to produce a 

service independent of direct service employee involvement” (Meuter et al., 2000, p. 50). This definition 

is similar to other definitions used through literature and definitions are generally focusing on the factor 

that the customers provide all of the partial services for themselves and needless of employee 

involvement. The literature argues that SSTs in this definition provides the ability to customise services 

and personalise the relationship between customer and company (Bitner et al., 2000). 
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2.2. The Purpose of Customer-Oriented SST 

The purpose of implementing SSTs are often related to the reduction of costs, although it is crucial to 

consider the purpose of the SST from a customer perspective in order to understand what the customer 

can accomplish through the use of SST. Another primary purpose is to increase customer loyalty, 

satisfaction and possibility to reach potential customers and new segments (Bitner et al., 2002). The 

customer-oriented perspective is related to the fact that implementation of SSTs often will be to provide 

customer service and enabling direct service encounters. A customer-oriented perspective is therefore 

directly linked to the possibility for increased customer satisfaction (Bitner et al., 2002). 

Literature indicates that customers’ expectations towards SST concern how useful the SST will be for 

them. SSTs are considered useful by customers when it provides a possibility to save them time or 

money and is easily accessible, and this should be better than what the alternative interpersonal services 

can provide. In contrast, SSTs can lead to dissatisfaction for customers when they experience failure, 

both if the technology fails during the first use as well as failures later in the process. If SSTs fail the 

advantages in convenience and easy access will not occur and result in frustrations that often lead the 

customer to choose the standard options for delivering the service. Frustration related to customers 

making failures in the use of SST will often also result in avoidance in using the technology 

henceforward (Bitner et al., 2002). To provide the purposed satisfaction in a customer-oriented SST, the 

SST must be functional, better than the interpersonal alternative and contain a reason for the customer 

the use the SST. The reason must be of such character that it provides the customer reason to switch 

from the traditional service delivery process (Bitner et al. 2002). The literature on SST argues that a 

customer-orientation is crucial if SSTs should be successful which makes it necessary for companies to 

understand customer needs and expectations. 

2.3. SST, Customer Expectations and Service Quality 

SSTs have been used in the service delivery process for a while and are therefore not a new concept as 

such. The banking industry and Airport kiosk are examples of businesses where SSTs have been present 

for decades, but the implementation of SSTs in grocery stores has not caught on as early and is a 

relatively new area within SST compared to other businesses and markets. (Bitner et al., 2002, p. 97). 

Even though SST is not a new concept, the literature argues that measurement and evaluation of the 

value SSTs can provide for customers are of increasing importance. This is due to more fundamental 

theory has had a focus on measuring service quality of SSTs in online and internet-based services where 

research in technology within physical stores and self-checkout systems are limited (Demerci & Kara, 

2014). The literature on customer expectations towards SSTs agrees that the expectations lay within 
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functionality concerning time consumption, clearness in the technology process, low requirements of 

effort in use, and within feelings concerning interest in the use, convenient and pleasant in use and that 

the customer is provided with relevant information. Further expectations to SSTs concerns 

trustworthiness towards the company. (Demerci & Kara, 2014; Bitner et al., 2002; Verhoef et al., 2009). 

The service quality in SST are further affected by the customers' attitude toward, and adaption of the 

technology. The attitude and adaption are based on the expectations within the functionality in use and 

the trustworthiness in the SST and the company providing the technology (Curran & Meuter, 2005). 

When SSTs have been successfully implemented in the service delivery process, it will function as a 

suitable alternative to the traditional service encounter, and therefore often an alternative to front-line 

employees. Thus, interactions between customer and employees are reduced or removed altogether. 

When employee-interaction is not are taking part in the delivery of service, the SST will require 

increased involvement and work by the customer, as the customers themselves become part of the 

service delivery process (Curran & Meuter, 2005). Literature has argued that technology can provide 

perceived control to the customer in a shopping experience which, in combination with the customer's 

production and delivery of service, will be able to increase the service quality of SSTs, but that 

employees often still influences the satisfaction level (Bitner et al. 2000). 

2.4. SST and Human Interaction 

Much research has had a focus on the lack of human interaction in service delivery and literature has 

investigated how this influences the service quality. This has led to an enhancement of the Services 

Marketing Triangle, where technology has been added to the dynamic relationship between employees, 

customers and the company in order to explore how technology was influencing interactions between 

customers and employees and situation where technology completely replaces direct employee 

interaction (Bitner et al., 2000). Both customers, employees and companies influence the service 

delivery process. In order to implement SSTs successful, employees and companies must be able to 

recognise the benefits provided by using the SST and the value added to the customer (Bitner et al., 

2000). 

Literature has discussed whether the employees are irrelevant in the service delivery process, as some 

service jobs will not add value to the customers and thereby disappear (Fitzsimmons, 2003). This had 

resulted in arguments that employees' attitude towards SST is affected and can be seen as a threat as 

well as an opportunity (Di Pietro et al., 2014).   
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 Furthermore, research has been investigating customer needs for social interactions in shopping 

situations, in relation to the need for human interaction in order to obtain quality in the service delivery 

process. The literature argues that the need for human interaction is related to the personal value for 

customers. Some studies indicate that age is an essential factor as well as technology readiness and 

acceptance is relevant in defining the value of human interaction in shopping situations (Lee & Yang, 

2013, p. 56). The trustworthiness, functionality and user-friendliness of SSTs are other factors that have 

been discussed to influence the need for human interaction, but research in the area is currently limited 

in the area of SSTs in physical or offline service encounters. 

2.5. The Gap in SST Literature 

Since SSTs have become an essential part of retail shopping is it crucial to examine and measure the 

impact on customer experience. Future research is proposed to include different types of SSTs as well as 

customers, as SSTs are implemented in various forms and different service delivery processes and 

situations (Verhoef et al., 2009). Limited research has been conducted according to in-store experiences 

(Bulmer et al., 2018), and the scope of literature can be expanded by examining measures of personal 

values in SST-based customer experiences (Lee & Lyu, 2016), by including customer's cognitive, 

emotional and physical expectations and reactions (Immonen et al. 2018). 

Further, there is limited research within SSTs and mobile applications in the service delivery process, to 

support both SST literature and literature concerning the use of smartphones and applications (Schmitz 

et al., 2016). 
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3. Theoretical Framework 
3.1. Experience Marketing 

This research will follow an adapted version of a conceptual framework on experience marketing 

presented by Same & Larimo (2012). While experience has had a central position within marketing for a 

while, the focus has increased immensely alongside Pine & Gilmore's (1998) introduction to experience 

economy as the next economy after the goods 

and service economy. Experience marketing is a 

more creative and innovative approach to 

viewing marketing, compared to the traditional 

marketing approaches based on the focus of 

services and products (Same & Larimo, 2012). 

The base of the experience focus is the notion 

that the consumers expect more than the goods 

or services they buy; they expect to have an 

experience (Bustamante & Rubio, 2017). 

Experience marketing and experiential 

marketing are used interchangeably. The 

difference between the two is that experience 

marketing is incorporating a broader field in the strategic view on value in relation to customer attitude, 

whereas experiential marketing functions as a tool for achieving a general understanding of the 

customer's life situation (Same & Larimo, 2012). Thus, experiential marketing is a part of experience 

marketing, which is used as a broader philosophy for the creation of value.  

In their conceptual model of experience marketing, Same & Larimo (2012) highlighted four main 

components in the model, namely; offerings & stimulus, interactions between customer and company, 

experience and value co-creation and value. Experience & value co-creation are the primary producers 

of value for all parties, hence customers, the company and possibly on a societal level in some cases 

(Same & Larimo, 2012). Experience and value co-creation is the outcome of the customer journey, 

accordingly, created through three different components, namely the interactions between the customer 

and the company, the elements of experience and the level of experience. 

The interactions between the customer and the company are defined as touchpoints. The touchpoints 

occur throughout the customer journey and are usually visualised through customer journey mapping. 

The offerings are understood to be what the company offers such as products or services, while the 

 

Figure 1 – Framework of Experience Marketing, 
Same & Larimo, 2012, p. 484. 
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stimuli are something that generates experience components (Bustamante & Rubio, 2017). Offerings 

and stimuli are what initiate the interactions between the customer and the firm; hence the interactions 

are the basis for a value co-creation to happen. The customer's stimuli reactions are closely related to the 

elements of experience. All experiences are different, and thus the essential elements differ in order to 

make the experience meaningful. However, the common elements of experience lie within categories 

such as physical settings of servicescape, process, technology, while the stimuli are the cognitive, 

emotional, physical and social responses to these elements (Bustamante & Rubio, 2017). In order to 

gain a holistic understanding of experience, the experience is the measurement of the stimuli response. 

Another option of measurement could be satisfaction indication on each touchpoint; however, since 

satisfaction is limited to be either positive or negative, it creates a one-dimensional view on the 

customer experience. Furthermore, the multidimensional view of stimuli effect on customer experience 

serves as an indicator of what drives positive or negative satisfaction (Lemon & Verhoef, 2016; 

Bustamante & Rubio, 2017). 

The basis for the research is the acceptance of the service-dominant logic (SD) perspective on value 

creation. The core concept of SD Logic is that value is always co-created (Grönross & Ravald, 2011). 

The exact definition of co-creation in the literature varies, however, the core of the concept is that it 

describes the process of which two or more parties create value to the product in question (Vargo & 

Lusch 2004; Grönross & Ravald, 2011; Frow & Payne, 2011). According to Vargo & Lusch (2004), SD 

logic argues that the consumer is always involved in value creation, indifferent of the product being 

either tangible goods or intangible elements such as knowledge or services. The perspective has gained 

more attention alongside the marketing focus shifted from the goods dominant perspective to the focus 

on value as the exchange in the interactions 

between the actors involved. 

In order to identify the interactions between the 

customers and the company in question, this 

research will execute a customer journey 

mapping. Furthermore, elements of experience 

will be identified based on the touchpoint 

identification and additional insights into the 

expectations of technology and ease of use. An 

analysis of stimuli effect will complement this in 

order to at last combine the completed three 

analysis in order to determine an indicated 
Figure 2 – Theoretical Construct. Adapted from 
Same & Larimo, 2012 
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experience and value co-creation. However, this study will not analyse the outcome of experience 

concerning value to society. This is due to the case and the focus on Scan & Betal being a new concept, 

which has yet to reach the broader dimension of the society and thus have little to no data concerning 

the impact on the broader society. Thus, the theoretical framework looks as showcased in figure 2. 

3.2. Customer Journey 

In short terms, the customer journey is the set of activities or interactions that the customer has the 

company. The customer journey is distinct from the customer experience, as the customer experience 

entails the emotions, motivations, reactions that the customer comes across during the different 

interaction points (Davis & Longoria, 2003). While the customer journey is the identification of 

interaction points, the customer experience dives deeper into the encounters and look at the customers' 

perceptions thereof. 

The customer journey is constituted as an understanding of the numerous paths and choices a customer 

can take in their process of completing their agenda. The frequently used tool to outline these paths are 

customer journey mapping. The general purpose of customer journey mapping is for a company to 

understand the perspective of the customers as well as their own (Lemon & Verhoef, 2016). While the 

customer journey has a general purpose, there are several approaches to understanding and utilising the 

term. Thus, in the following sections, the study will introduce the customer journey approach along with 

the chosen method of visualisation. Furthermore, the different types of touchpoints will be introduced. 

3.2.1. Customer Journey Conceptualisation 

The specific use of customer journey varies from different disciplines. In the experimental marketing 

discipline, the customer journey is seen as a tool in the means of exploring customer experience (Same 

& Larimo, 2012). Many approaches to customer journey utilise the concept of touchpoints. Touchpoints 

are the series of events or interactions that form the customer journey and occurs as the indirect or direct 

interaction points that the company has with the customer (Davis & Longoria, 2003; Stein & 

Ramaseshan, 2016). 

Lemon & Verhoef (2016) has visualised their understanding of the customer journey process as shown 

in figure 3. The customer journey is all experiences that the customer has with the brand and is what 

determines how long the overall customer journey is. The authors use touchpoints to exemplify the 

points at which the customer interact with the brand of the company. The touchpoints of the experience 

in this framework are divided into three phases, namely pre-purchase stage, purchase and post-purchase 

stage. Another point of Lemon & Verhoef's (2016) view on the customer journey, is that a customer's 
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current experience is affected by the outcome of the previous experience and any future experience, is 

then influenced the current and 

previous experience. Thus, 

depending on how many 

experiences the customer has with 

the firm, the customer journey can 

become circular. 

3.2.2. Customer Journey Phases 

As this study adapts the perspective 

on customer journey from Lemon & 

Verhoef (2016), the definition of the 

individual phases will be presented. The different phases involve different touchpoint types.  

In the pre-purchase phase, the customer is yet to have entered the store. It is during this phase that the 

customer engages in search and consideration, hence also the phase at which awareness regarding the 

company and their offerings is created. It also during this phase that the customers’ expectations to 

during phase is created, which are mainly set by the value proposition initiated by the company 

(Fernandes & Remelhe, 2015).  

The purchase phase happens during the purchase of the products or service in question. Hence, this can 

happen either in-store, through an app, website and other, depending on the purpose of the experience. 

During this phase, the customer makes choices about what to purchase or order and end the phase with 

the payment of the chosen selection (Lemon & Verhoef, 2016). 

After the purchase phase follows the post-purchase phase. As indicated, this phase is when the customer 

has played and leaves the store (Lemon & Verhoef, 2016). The post-purchase phase is regarding the 

customer's usage of potential bought goods as well as service disclaims or requests, and the possible 

beginning of word of mouth interaction (Triantafillidou & Simokos, 2014). 

3.2.3. Touchpoint Types 

The touchpoints the customers meet in their experience with a company can be divided into different 

types in relation to the level of control and possibilities of affecting the experience. Touchpoints within 

the categories; brand owned, partner owned, customer-owned and socially /externally owned, will be 

elaborated separately in this section. 

 

Figure 3  – Customer Experience in Customer 
Journey, Lemon & Verhoef, 2016, p. 77. 
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Brand owned touchpoints are all the touchpoints across the phases that the company has a possibility of 

affecting (Lemon & Verhoef, 2016). The touchpoints that are brand owned is the most useful for the 

firm as it allows the firm to create stimuli that can influence the customers' experience. However, it is to 

be noted that while the brand might have a possibility of influencing the touchpoints, the experience of 

the touchpoint is co-created, and therefore they do not have sole control. An example of this type of 

touchpoint in the pre-purchasing phase would be a marketing commercial on the television, which the 

brands are sending out and thus influencing the stimuli they wish to provoke (Lemon & Verhoef, 2016). 

The partner owned type of touchpoints involves touchpoints at which the company and a partner has 

influence over. This, for example, could be interaction with the company’s app that is developed by an 

outsourced developer. Touchpoints within the category might influence design and functionality 

touchpoints the most (Lemon & Verhoef, 2016).  

Customer-owned touchpoints are not of the influence of the company and only involves the customer in 

question. This could, for example, happen in the pre-purchase phase, when the customer is deciding on 

where and what to shop (Lemon & Verhoef, 2016). 

Socially or externally owned touchpoints are, as the customer owned, outside of the reach of the 

company. These could be social interaction during the purchase phase, such as social interaction with 

other customers while in-store, or it could happen during the pre-purchase phase as word of mouth. 

While word of mouth is an interaction between customers, the experience of the customer giving the 

word, is the basis of the touchpoint (Lemon & Verhoef, 2016). 

3.2.4. Customer Journey Mapping 

Mapping the key touchpoints and identifying the distinct elements at each touchpoint relevant to various 

retail channels will provide managers with a more in-depth insight into the entire customer journey 

(Stein & Ramaseshan, 2016). Customer journey mapping is a way to visualise the identified touchpoints 

throughout the journey. There is no specific way of mapping out the paths of the touchpoints, but it 

rather depends on the conceptual definitions behind the customer journey analysis. Since this study will 

adopt the conceptualisation of phases during the experience, the mapping would have to be divided 

accordingly. 

3.3. Customer Experience 

The increasing focus on managing customer experience originates from the increasing possibilities of 

customers acting with touchpoints due to the multiple multi and cross channel functions that business 

face (Lemon & Verhoef, 2017). 
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3.3.1. Conceptualising Customer Experience  

Customer experience is the customers' internal subjective response to the contact points they have with a 

brand (Meyer & Schwager, 2007). Experiences occur as results of these encounters with a brand or, in 

other words, as a result of a touchpoint (Schmitt, 1998; Bustamante & Rubio, 2017).  Customer 

experience is seen in a holistic view and is constructed by the component parts thoughts, emotions, 

reactions, social responses and senses perceived in the presence of a stimulus (Lemon & Verhoef, 2016; 

Bustamante & Rubio, 2017). These components are all interconnected and compliment each other as the 

experience develops which thus create a multidimensional holistic view. The outcome of a customer's 

experience depends on the combination of expectations and the stimuli that arise from the company's 

offerings in relation to the touchpoints (Gentile et al., 2007). 

To put it in more specific terms, Lemon & Verhoef (2016) define customer experience to be the 

customers cognitive, affective, social, and physical response to the stimuli that each touchpoint reflects 

throughout the customer journey. During the purchase phase, the physical retail environment is 

consequently not only received by the customer from the experience provider but is also perceived 

through internal cognitive, affective and physical processes. These responses are further affected by the 

social encounters during the experience, such as interaction with other customers or employees of the 

experience provider (Bustamante & Rubio, 2017). 

It is argued that experiences need to be memorable in order to matter for the overall journey. Pine and 

Gilmore (1998) argue that the experience becomes memorable when the experience provider enables the 

customer to actively take part of the experience or make them feel engaged in the process (Bustamante 

& Rubio, 2017). Thus, in order for customer experience to be successful, the customer must perceive 

value from experience with the provider and account it as memorable. This emphasises the grounds of 

the service-dominant logic, which argues that experiences are neither perceived nor designed, but it is 

co-created through interaction, which initiates value co-creation (Vargo & Lusch, 2006). 

Due to the emphasis that is put on making an experience memorable and initiate co-creation of value, 

companies seek to be able to influence as many as the touchpoints as possible, as it allows them to 

reflect their value proposition for the customer throughout the journey. If the brand successfully embeds 

its key value propositions in their offerings, they are able to shapes customers' experience throughout 

the journey (Meyer & Schwager, 2007). The value proposition initiates possible value co-creation, and 

thus the experience creates exchanged value (Gentile et al., 2007). 

In order to gain a holistic view on how the customers experience the customer journey with Scan & 

Betal, this study will adopt the measurement In-Store Customer Experience scale (ISCX), developed by 
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Bustamante & Rubio (2017). The model is based on the mentioned components, which will be 

described further in the following section. The methods utilised to test the model will be introduced in 

the method section. Furthermore, customer experience elements will be introduced in order to categorise 

customer expectations. 

3.3.2. Components of Customer Experience 

As mentioned previously, the customer experience is constructed by four components. The chosen 

definition was first developed by Verhoef et al. (2009) and adapted by Bustamante and Rubio (2017). 

The five components consist of cognitive, affective, social and physical experience. The study will 

adopt these components as further accept Bustamante & Rubio's (2017) distinction between social 

interaction with customers and employees. 

The cognitive factor involves the thought processes of the customer. The thought process is established 

by perceived from learned existing knowledge and personality and is therefore argued to be the first part 

of the experience followed by emotional reaction (Bustamante & Rubio, 2017). However, the cognitive 

experience is not limited to knowledge or thought, but it emerges as a mental response to the stimuli the 

environment proposes (Schmitt, 1999). Hence a company's offerings might enable the customer's 

creativity or influence their obtained understanding of the usefulness of a product (Gentile et al., 2007).  

The affective system concerns the feelings that the customer experience. This mainly includes emotions 

and moods. However, when discussing brand owned touchpoints, it is only relevant to discuss emotions 

as they can be provoked by stimuli which moods cannot (Bustamante & Rubio, 2017). The emotions 

can range from light to intense in both positive and negative ways (Schmitt, 1999). The social aspect is 

closely related to the philosophy of service-dominant logic and value co-creation, as the logic argues 

that experiences are contextuality influenced, meaning that surroundings, events can influence the 

subjective response to the experience. On that basis, social context is understood to be a component of 

the customer experience. Social interaction with other customers is mostly relevant in the direct form 

when the purchase of goods or services is happening in a group or a pair of people (Bustamante & 

Rubio, 2017). Indirect customer-customer interaction can be the influence on crowds in the servicescape 

(Turley & Milliman, 2000). As an example, this could include children running around in the store 

creating the customer to feel stress or similar. Thus, the social experience can be argued to be closely 

related to the other components of the experience.  Customer interaction with employees is slightly 

different from the other social category. While this is still considered a contextual element, the company 

has a way of influencing this aspect as the employee is seen as the physical representation of the brand 

(Turley & Milliman, 2000). The cognitive, affective and physical reactions to the interactions the 
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employees are considered similar to the social interaction with the customers, however, the interactions 

with the employees reflects directly back at the brand (Turley & Milliman, 2000). 

The physical experience concerns the physiological response to the environment. This is in general 

related to the comfortability of the customer (Bustamante & Rubio, 2017). The servicescape is 

understood as the environment and can thus effect physical states such as tension, discomfort, pain, 

well-being or comfort (Bitner, 1992). 

3.3.3. Experience Elements 

Customer journeys tend to have multiple ways of unfolding. In order to obtain an understanding of the 

journey and how the customer experience is influenced, it is a central aspect to identify touchpoints and 

create paths (Hogan et al., 2005). When discussing in-store customer experience, it is inevitable to 

include sensory responses to the physical environment as a direct influence on the physical state of the 

individual experiencing the journey. Hence the servicescape of the physical retail encounter has a direct 

influence on the experience (Kent, 2007). When utilising technology as a tool or channel during the 

experience, the tool becomes part of the physical elements influencing the journey. As mentioned, Stein 

& Ramaseshan (2017) has identified seven distinct elements wherein the customer experience 

touchpoints can be placed in order to obtain a comprehensive understanding of the overall experience as 

well as the individual touchpoints. The seven elements and their specific definitions are found in table 1. 

As customer experience is created as a subjective perception of a situation in context, it is hard to 

measure. In mapping the touchpoints and identifying the essential elements within each touchpoint, it is 

possible to obtain a deeper understanding of the entire customer journey (Stein & Ramaseshan, 2017). 

This study will adapt the elements of most relevance in order to analyse the touchpoints within the Scan 

& Betal journey. The purpose of the use is to identify possible value-creators and possible pain points 

within the touchpoints. The elements seen as most relevant will be chosen in relation to the customer 

expectations towards Scan & Betal as a new and different experience compared to conventional 

supermarket shopping. 

 

Table 1 – The seven touchpoint elements. Stein & Ramaseshan, 2017, p. 12. 
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3.4. Service Design 

Service is in general hard to define since the explanation of service rely on the context in which it exists. 

Bitner et al. (2008) refer to service as any type of service offering, that is provided either for or in co-

creation with customers, and that includes an interface between customers and firm. The interface with 

an actual customer can both be technological or through interpersonal interaction.   Services differ from 

physical products by being dynamic. Over a period of time, services will unfold through a chain of steps 

which can be referred to as the process nature of services. By seeing service as a process, the chain of 

steps or activities is what makes a service to be functional and effective (Bitner et al., 2008). 

3.4.1. Servicescapes and Atmospheric Stimuli 

Service is usually simultaneously produced and consumed which means that the consumer of the service 

often is experiencing the total service within the physical environment of the firm or the provider of the 

service. The physical place where a service is produced, cannot be concealed for the customer. Thus the 

physical place is likely to have a strong influence on the customer's perception of the service experience 

(Bitner, 1992). The design of a physical space is related to the concept of servicescapes, which is 

defined as created physical surroundings in a built environment (Bitner, 1992). The physical 

environment or the servicescape is able to influence customer behaviour and effects responses towards 

stimuli within an experience. Thereby the design of place and space are influencing the customer 

perception of a retailer or a brand. By the design of the servicescape, a company is able to activate 

customers through stimuli that awaken responses within different senses (Kent, 2007). The responses to 

stimuli within servicescapes are generated from atmospheric variables. Atmospheric variables or factors 

are not only affecting customer behaviour, but they are also relevant for how customers evaluate the 

servicescape and thereby part of creating the customer experience (Turley & Milliman, 2000). There is a 

human factor which is affecting shopping experiences along with other atmospheric stimuli. The human 

factor is related to social interactions which provide stimuli. Customers responses to social interactions 

affect their behaviour and their overall experience. The human factor concerns employees within the 

servicescape as well as other customers, and both are possible parts of the customer experience. Thus, 

customers are possible influencing or creating experiences for other customers (Turley & Milliman, 

2000).  Tombs & McColl-Kennedy (2003) are supporting the influence of social interactions, by stating 

that people are acting according to the surroundings that they exist. 

It is possible to distinguish between the variations in form and the usage of servicescapes, by vertical 

and horizontal servicescapes. The vertical form is related to who the performer of the actions within the 

servicescape is. If the customers are the performers, the servicescape is in self-service settings. If the 

employees are performing the activities, it is remote services, and if it is both customers and employees, 
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the service is interpersonal. The horizontal form is related to the complexity of the servicescape and 

distinguished between lean and elaborate environments. Lean environments are simple and only contain 

a few elements. The service is provided based on a simple structure, with personal interaction at a low 

degree. The elaborate environment is more complicated servicescapes, with many elements. This 

demands a high degree of personal interaction (Bitner, 1992). 

The theoretical field of service design and servicescapes contains a high amount of research. In the 

above section of the theoretical framework for this study, the most relevant definitions and theories have 

been reviewed in order to connect those who are best complementary to one another and with direct 

relevance for this study. The focus on service design and servicescapes during this study will primarily 

be exploring the influences of the physical in-store environment and Scan & Betal as a digital channel 

within the physical space. Especially the physical in-store stimuli that affect the customer experience 

with Scan & Betal and that to some degree can be controlled directly or indirectly influenced by Coop 

as the company is relevant, due to the possibility to enhance or constrain the customers. Interactions 

between customers and employees as well as between customers and other customers are to some extent 

relevant in the analysis of the research question and will be included in the analysis. 

3.5. Technology Acceptance 

The Technology Acceptance Model (TAM) is a theory concerning how users accept and use technology, 

by suggesting factors that affect how technology is used. The two factors perceived usefulness and 

perceived ease-of-use influences the user's attitude, behaviour and the intention to use a specific 

technology. TAM is initially founded in studies by Fred Davis (1989), and relevant extension of the 

theory is found in theory by Venkatesh (2000), Venkatesh and Davis (2000), and Venkatesh and Bala 

(2008). 

In the original development of TAM, the two factors perceived usefulness and perceived ease of use are 

hypothesised to be fundamental determinants of user acceptance (Davis, 1989, p. 319). Perceived 

usefulness is defined as the degree to which a person is convinced and believe that a specific technology 

can increase their performance in the needed job or situation. A usefulness technology is advantageously 

in use, in the user's perception. Perceived ease of use is defined as the degree to which a person is 

convinced that the use of a specific technology will be free of effort, whereas effort is understood as 

resources that a user is putting into activities in which the customer is responsible for. A system which 

by the user is perceived as more straightforward to use than another alternative will be more likely to be 

accepted by the users (Davis, 1989). Perceived usefulness is correlated with the user's self-reported 

current usage and self-predicted future usage while perceived ease of use is correlated with current 
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usage, and future usage and the factors are primary determinants of user behaviour (Davis, 1989). 

Perceived ease of use is influencing the perceived usefulness, based on the assumption that the easier a 

technology is to use, the more useful it will possibly be (Venkatesh & Davis, 2000), thereby the two 

factors have a mutual influence. The original study showed that usefulness is a stronger motivator for 

usage than ease of use since users primarily adopt a technology because of the functions it is able to 

perform and secondarily for how easy it will be to manage the system in order to perform (Davis, 1989).   

The usage of new technology and early perceptions of ease of use is especially influenced by the 

motivation which is conceptualised as computer playfulness and emotions which is conceptualised as 

computer anxiety (Venkatesh, 2000). 

A theoretical extension of TAM was presented by Venkatesh and Davis (2000), the purpose was to 

explain the two grounding factors in relation to social influence processes and cognitive instrumental 

processes. The study resulted in the extended model, TAM2 (p. 186). The processes influence the user 

acceptance; thus, the social processes are related to subjective norms, voluntariness and image, the 

cognitive is related to job relevance, output quality and perceived ease of use. The processes extend the 

original theory by showing that subjective norm has a direct effect on the intentions to use a system. 

Further, it can be concluded that users over time, as they obtain direct experience with a technology, the 

influence of social processes on usefulness are decreasing. Instead, advantages resulted during use will 

be effective in evaluating usefulness. (Venkatesh & Davis, 2000). 

The second extension of TAM is introduced as TAM3 by Venkatesh and Bala (2008). This study has 

employee's adoption and use of technology in work situations as primary focus and investigates the 

understanding of IT implementations, e.g. e-commerce and electronic communications systems (p. 273-

273). The theory concludes that experience is moderating the effect of computer anxiety related to 

perceived ease of use, thus increased experience diminishes the effect of computer anxiety. The basis for 

this is that individual with experience in usage of a system or technology tends to have a more accurate 

perception of the effort which is needed to the usage (Venkatesh & Bala, 2008). The findings of the 

study are consistent with previous TAM theories and further supported that experience will moderate 

the effect of computer anxiety, by weakening the effect with increasing experience in usage. 

Simultaneous will the effect of perceived ease of use towards perceived usefulness be increased with 

experience in usage (ibid). 

TAM is relevant to analyse in relation to the customer usage of Scan & Betal as a new technology. This 

new technology is implemented in supermarket shopping, and thereby in situations within daily and 

transactions and routines which requires that the customers accept to use the technology. In order for the 
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customers to accept the technology, Scan & Betal should be perceived as useful and easy in use. Since 

the technology acceptance is based on customer perceptions, it is strongly related to customer 

expectations. Therefore, customer expectations will be used in order to analyse the level of technology 

acceptance of Scan & Betal. The original theories are primarily based on technology acceptance within 

work situations, where technology is used in the performance of a job. This study will incorporate the 

original factors, perceived usefulness and perceived ease of use and analyse them in relation to the 

customer expectations towards the usage of Scan & Betal. The primary use of the theory will be based 

on Davis (1989) and Venkatesh and Davis (2000). 

3.6. The Theoretical Customer Experience with Scan & Betal  

The purpose of this study is to explore the customer experience with Scan & Betal, by combining the 

theories that have been accounted for in this section, in the most suitable manner according to relevance 

and though an analysis divided into three main parts. In order to obtain insights into the experience, a 

customer journey mapping will be executed by identifying the interactions between the customers and 

Coop through the use of Scan & Betal. Furthermore, elements of experience will be identified on the 

basis of the touchpoint identification, and additional insights of the customer expectations will be 

identified in relation to atmospheric stimuli technology usefulness and ease of use. This will be 

complemented by an analysis of stimuli effect within the components of the customer experience, in 

order to at last combine the completed three analysis. This will result in the determination of an 

indicated Scan & Betal experience and value co-creation. However, this study will not analyse the 

outcome of an experience in relation to value to society. This is due to the case and the focus on Scan & 

Betal being a new concept, which has yet to reach the broader dimension of the society and thus have 

little to no data concerning the impact on the broader society. Thus, the theoretical framework looks as 

showcased in figure 2, page 10. 
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4. Methodological Approach 
4.1. Philosophy of Science  

Philosophy of science is understood to be the reflective process of research as it concerns the 

researchers perceived understanding of methods, foundation and insinuations of science (Delanty & 

Strydom, 2003). The central concepts of philosophy have shifted immensely within the past four 

decades, as the popular concepts are no longer understanding knowledge to be merely logical, but rather 

dependent on the subjective interpretations of the researcher (Delanty & Strydom, 2003). Philosophy of 

Science is mainly concerned about three areas of knowledge and how to obtain it, namely methodology, 

epistemology and ontology. Methodology is the process of obtaining scientific knowledge. Hence it 

concerns how and what methods the researcher can use to obtain the required knowledge (Delanty & 

Strydom, 2003; Gybe & Lincoln, 1994). Epistemology is the understanding of the researcher is 

positioned in relation to the knowledge obtained or need to be obtained. Epistemology is the part that 

investigates ".. the possibility, limits, origin, structure, methods and validity (or truth) of knowledge." 

(Delanty & Strydom, 2003). Last but not least, ontology concerns the question of how knowledge can 

be known and what can be known about the truth (Guba & Lincoln, 1994). 

This study accepts the constructivist paradigm of the philosophy of science. The constructivist has an 

ontological view that knowledge is dependent on multiple social realities, which are dependent on the 

individual and the existing knowledge that the individual has to obtain (Gybe & Lincoln, 1994). Hence, 

the paradigm argues that social reality can change on the basis that the human in question gains more 

knowledge. The epistemological view of constructivism understands that knowledge is value dependent 

and that it is co-created between the researcher and the subjects. The constructivist view believes that 

process of obtaining knowledge is happening through the researcher and the subjective understanding of 

the knowledge as well it believes that new knowledge reconstructs the constructions of existing truth 

(Neumeier & Levitt, 2001). Furthermore, the paradigm does not believe that a single method is evident 

in collect the truth and thus, it accepts the use of both quantitative methods and qualitative methods. 

4.2. Qualitative Research 

The underlying purpose of the research is to investigate and interpret the phenomenon of mobile self-

scanning as well as the customer experience that the function creates. The study will mainly utilise 

qualitative methods to gain an understanding of the participants understanding and expectation of the 

phenomena. Furthermore, the research will supplement the data analysis with quantitative methods to 

gain a holistic view of the concept of customer experience in relation to the specific case. The research 
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qualifies as qualitative research due to its explorative purpose (Bryman, 2016). The combined method 

usage is consistent with the philosophical standpoint of the accepted paradigm.  

Furthermore, as the research paradigm indicates, constructivism, the research results are constructed 

through the social reality of the researcher, and thus it is accepted that the researcher of the study holds 

subjectivity in the interpreted truth of knowledge (Neumeier & Levitt, 2001). Qualitative research is 

often conducted in social settings, and therefore highly influenced by the situational context, which 

possibly can affect the results of the research (LeCompte & Goetz, 1982). Another of the critical 

concepts of qualitative research is the continuous description and grounds of choice (Bryman, 2016). 

As the data collection and analysis thereof is based on the researchers own interpretations, it is 

necessary for qualitative research to state grounds for choices and reasoning for interpretation. The 

general concepts of qualitative research are taken into account throughout the research. 

4.3. Reliability & Validity 

In order to evaluate the data in this study, reliability and validity are criteria of influence, since these 

criteria are related to establishing the quality of the research (Bryman, 2016). There is a fragmented 

theoretical view on reliability and validity as criteria of quality within qualitative research, due to the 

difference from quantitative research where both concepts have a more actual relevance. Especially 

validity which in the definition is closely linked to measurement, which is relevant to quantitative 

research in a higher degree than for qualitative research. (Bryman, 2016). 

There is a distinction between external and internal reliability. External reliability refers to the degree in 

which the study can be replicated, which is complex to evaluate in qualitative research, due to the high 

level of personal and contextual affection on the data. As qualitative research often is conducted in 

social settings, the degree of replication is influenced by the situational context (LeCompte & Goetz, 

1982), which makes it hard to replicate a study, within a relatively similar context. Internal reliability is 

referring to the number of researchers. More than one researcher as an observer will create inter-rater 

consistency, where the researchers can agree on what they observe (Bryman, 2016). As an alternative to 

the reliability and validity, quality in qualitative research can be evaluated by trustworthiness and 

authenticity. Within trustworthiness lies credibility and transferability as parallels to validity and 

dependability as parallel to reliability (Bryman, 2016). 
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4.4. Applied Methods 

4.4.1. Strategy of Analysis 

The approach utilised in this research is the grounded theory approach founded by Glaser and Strauss 

(1967). The methodology of grounded theory qualifies as inductive, due to the conceptual basis of 

grounded theory is that theory or concepts emerges from data collection. The emerged results from the 

data are dependent on the individual researchers perspective and interpretation of the data, as it 

understands the researcher to be a subjective individual (Bryman, 2012). This study adopts the grounded 

theory approach which recognises existing theory on the research subject, as the individual's knowledge 

prior to beginning the research is a sensemaking tool in the interpretation process of the collected data. 

Hence, existing theory on the matter will be the basis of the conducted analysis. 

4.4.2. Thematic Analysis 

Thematic analysis is a relevant approach to analysing qualitative data by coding the data set (Bryman, 

2012). The thematic approach has been chosen as suitable for analysing the focus group interview and 

the semi-structured interviews by use coding and categorising the interview transcription.  

The thematic approach to the analysis of data is not identified by a unique set of techniques but concerns 

the main point is to analyse data sets by searching for themes (Bryman, 2012). A general strategy in the 

thematic analysis of data is to use a method based on a matrix where data is put in order, and thereby an 

index of central themes and related subthemes are constructed. The themes and subthemes are the 

essential subjects in the data set and the words or sentences which often are recurring during the data, 

and thereby creating a pattern. A thorough review of the data identifies the themes by reading and 

rereading which makes a transcription highly beneficial (Bryman, 2012). 

In order to identify themes in the interviews, themes are defined as categories identified by researchers, 

through data related to research and a belonging research question. The purpose of the thematic analysis 

is to identify codes or themes that can provide a theoretical contribution in relation to the focus of the 

research (Bryman, 2012). 

4.4.3. Ethnography & Netnography 

ethnographic research methods are usable and able to bring data to light (Bryman, 2012). Ethnography 

is a method of identifying what is happening since there might be a difference in what people say and 

what they do. Thereby is the method qualified in order to obtain an understanding of customer 

behaviour and the act of being a human in general, which is necessary in order to create understanding 

and knowledge on how and why customers use and buy products and services. Ethnographic research is 
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often a mixed set of methods in collecting data. As examples are both observations, participant 

observation, interviews and other types of data collection often included in ethnographic studies 

(Bryman, 2012). 

Observation is an ethnographic method which will be used in the data collection. In ethnographic 

research, it is often necessary that the research is conducted over a long period of time and with the 

researcher as an integrated part of the community wherein the research is taking place, in order to gain 

as much knowledge and insights in behavioural patterns as possible. The observations used in for the 

purpose of this data collection can be categorised as a micro-ethnography, due to the relatively short 

amount of time in with the data has been conducted. (Bryman, 2012). 

Some observations will be conducted online, in relevant debate forums and social media pages. Other 

observations are carried out in physical Coop stores where Scan & Betal is available. The physical in-

store observations are both observations of other customers and participant observations. The online 

observations are conducted at online communities and social groups related to Coop, Coop customers or 

customers with interest in technology. The online observations tend to create a more long-lasting 

insight, both by not being momentary as regular observations and by leaving a track or tail from the 

visit, providing an opportunity for the researches to track them again later, as recent activities (Kozinets, 

2010). This is also providing the possibility to save the observations as images, in order to analyse them 

in connection and relation to each other and to use the visual image in referencing to findings and results 

from the collected data. Furthermore, the online observations are conducted in public online channels, 

whereas the regular observations are conducted in public physical places but are not affected or 

developed by direct interactions from others, which the online observations are (Kozinets, 2010).  

When data is collected by observations, a subjective understanding is added to the data in result, due to 

the way the observations are understood through the researchers' subjective perception. Therefore, it is 

crucial to seek distinguishment between the observations and participation. The purpose of the 

observations is to gain knowledge in the functions and the use of Scan & Betal. 

4.4.4. In-Store Customer Experience Measurement 

At this time in customer experience research, there is still yet to be found an overall approved 

measurement approach the marketing practice (Lemon & Verhoef, 2016). This study will adopt a 

structural equation model (SEM) developed by Bustamante & Rubio, using their In-Store Customer 

Experience scale (ISCX). They describe that the basis of the constructed scale behind the model as a 

defined structure of customer experience as well as its content, which is understood to be the affective, 

cognitive, physical and social experiences (Bustamante & Rubio, 2017). More specifically ISCX is 
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based on the theoretical construct of Schmitt's (1999) and Verhoef et al. (2009) holistic customer 

experience understanding.  

The choice of the measurement model is based on the described differences between service experience 

and customer experience (Bustamante & Rubio, 2017). In short terms, a service experience is restricted 

to concern the customer experiencing the service provided. In contrast, customer experience involves 

direct and indirect interaction between the customer and the store (Bustamante & Rubio, 2017). Hence, 

since this study, similar to Bustamante & Rubio's, will be analysing the customer as an active actor 

during the experience, the use of the term customer experience is established. An alternative to 

measurement could have been the SERVQUAL. However, this method utilises the service experience 

definition and thus exclude interactions between the customer and the firm (Bustamante & Rubio, 

2017). 

SEM's are understood to be the path's analysis using latent variables or as a measurement of constructs 

and the correlation thereof (Schumacker & Lomax, 2010). The latent variables or factors are not directly 

observable but are constructed by observed indicators. In the ISCX scale, Bustamante & Rubio (2017) 

identify five components that equalise overall in-store customer experience, namely; cognitive, 

affective, social interaction with customers, social interactions with employees and physical responses. 

These latent variables are constructs of the items asked in section 3 of the questionnaire conducted 

(Appendix 2.4). 

4.4.5. Research Design 

The research design of this study is 

presented visually in Figure 4. The 

purpose of the visualisation is to 

account for how the data collection 

has contributed to the analysis of data 

results in relation to the theoretical 

framework. The research design 

enables an understanding of how the 

findings of this study are resulting in 

new theoretical constructs, which 

emerged from the data collection.  
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Figure 4 – Research Design, Own creation 
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4.4.5.1. Case Study Design 

The study revolves around a single case study researching one organisation (Bryman, 2016). The single 

case company is used as an example of the phenomena of mobile self-scanning as they are the first 

movers with the function in the Danish market in the written time of the study. On this basis, it is 

evident that the case study can be categorised as a revelatory case, as the phenomena have been 

inaccessible for investigating in Denmark before being enrolled in Coop's stores (Bryman, 2016). Data 

regarding the case company was collected through interviews with the case company as well as through 

ethnographic and netnographic methods. 

4.4.5.1. Case Study 

Coop is the largest retail company in the Danish market, with almost 1200 stores divided between seven 

supermarket store chains and two online web shops. The stores are located all over the country, and 

some of them are private-owned franchises (Coop A, n.d.). Coop is member-owned cooperative based 

on the idea that a cooperation not is about generating high profit for the shareholders, instead is value 

for the members what is aimed for (Coop B, n.d.).  

The case chosen for this research is Coop's Scan & Betal function as an example of the phenomena of 

mobile self-service. The function was enrolled in all Fakta stores in January 2019 and had until then 

only been tested in approximately ten stores in Denmark (Appendix, 5.2, Sune Jakobsen, l: 229 - 235). 

Fakta has an overall of 357 stores in Denmark and is owned by Coop (Scheel-Bech, 2019). Until 

recently self-service systems in Danish supermarkets has been limited to self-check-out cashiers and 

self-scanners but has always been dependent on the stores' equipment to complete an experience. Coop 

has tested the function for a while before implementing the system in Fakta. The system allows for the 

customers use self-scanning in the stores by an application on their phone, enabling them to get the 

shopping done without waiting lines at the cash register, stops to pack the groceries and to pay through 

the application. This makes Coop first mover on the specific self-service technology in the retail 

industry in Denmark. 

At first, it was only possible to use Scan & Betal for customers who had a Coop Membership. The 

membership has a start fee and members are able to gather collect-points, which can be exchanged for 

discount on groceries or a special range of products. After implementing Scan & Betal in all Fakta 

stores, Coop has developed a freemium version of the application and Scan & Betal. This allows non-

members to use all features in the application and further to use Scan & Betal. Freemium members are 

also gathering collection-points, and when enough is collected it is possible to exchange the points for a 

full Coop membership (Appendix 5.3, Simon Færch l: 362-369).  
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4.5. Data Collection 

The empirical data is collected through three types of research methods. First, a qualitative interview 

method is used in the form of two semi-structured interviews with representatives from case firm, Coop, 

is conducted in order to gain a more firm-centric understanding of mechanisms and decisions making 

behind the process in question. Second, another qualitative interview method is used for the focus group 

interview, which is constructed on the basis of the phenomenon self-service. Lastly, a survey is used to 

further explore a customer-centric view on the customer experience with Scan & Betal. 

4.5.1. Semi-Structured Interviews 

Data collected through semi-structured interviews allow for flexibility (Bryman & Bell, 2015). The 

emphasis in the interview form is on the interviewees' perception and understanding of the events, issues 

or topics. In the specific interview form, the interviewer seeks rich open answers answers, and the 

interviewee may be interviewed more than once (Bryman & Bell, 2015). Questions in a semi-structured 

interview usually consist of a list of questions, which forms a guideline for topics or undercatogories the 

interviewer aims to touch upon. The order of the questions is not necessarily followed however, and the 

additional question may be included, if the interviewer sees it relevant to what the interviewee says 

during the interview. 

As seen in Appendix 5.1, the questions prepared in advance in of the interview, were categorised into 

different topics concerning the topic at hand, namely Scan & Betal. The questions were prepared as a 

guideline, however, the interviewee was informed at the beginning of the process that the course of the 

interview would follow the interviewees responds with follow up question rather than any particular 

structure. Both interviewees were presented with the same questions, but the interviews were conducted 

individually. The interviews are conducted on the premises of Coops head office in Albertslund, 

Denmark. More specifically, the interviews were carried out in two different meeting rooms, hence, the 

threat of possible disturbance by phones ringing or surrounding noise is eliminated.   

4.5.2. Survey – Online Questionnaire 

As a part of the survey, data is collected by a questionnaire to conduct a web-based survey. The 

questionnaire was distributed on social media sites related to Coop, sites concerned with food and 

different online debate forums. The purpose of doing a web-based survey was the advantage of the 

possibility for a large number of respondents in a relatively short amount of time and to obtain wide 

variety among respondents according to demography and geography (Bryman & Bell, 2003). Only 

closed questions without possibility to add further comments or elaborations were used considering the 

wanted method of measurement. Another advantage in the web-based survey is that the questionnaire 
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could be divided into sections, only allowing the respondents to see a group of connected questions at a 

time, as well as the respondent must answer all question in each section in order to gain access to the 

following section (Bryman & Bell, 2003). 

The questionnaire was performed in Danish due to the focus on the Danish retail market, Danish 

consumers and the aim to conduct data among users of Scan & Betal. The survey link was active for six 

weeks. Within the first 48 hours, the questionnaire had reached 153 respondents, but only five who had 

used Scan & Betal. This resulted in are more targeted sharing of the questionnaire in online platforms. 

The questionnaire was shared in online communities and social groups related to Coop, e.g. Facebook 

pages of specific Coop stores, debate forums related to food or technology and in commentaries on 

news articles related to SST, Coop or Scan & Betal. When the questionnaire was closed, the total 

amount of respondents were 292, and out of that, 35 respondents were Scan & Betal Users (Appendix 

2.1, Section 1). 

The overall aim of the survey was for the researchers to get insights into customer expectations 

regarding shopping experience, including service view in general and self-service solutions. Further the 

survey should provide insights into customer experience in the use of Scan & Betal among users of this 

specific SST. 

The questionnaire enabled to filter the survey respondents through questioning whether the respondent 

is familiar with Scan & Betal or not and whether the respondent familiar with Scan & Betal has used it. 

The filtering allowed the researchers to distinguish responses from users of Scan & Betal from non-

users. The questionnaire is divided into 4 sections, section 1, 2A, 2B which all respondents will go 

through and section 3, which is only appearing for the respondents who state that they have used Scan & 

Betal. 

4.5.3. Focus Group Interview 

Focus Group is used as a method in the data collection process with the purpose of defining problems, 

issues and identifies potential solutions. The method is in more aspects similar to group interviews, 

since it involves more than one and typically between six and 12 participants (Bryman & Bell, 2003). 

Focus groups are distinguished from group interviews by concerning a specific topic which is explored 

in depth and considers the discussion between individuals as members of a group. Interaction and 

responds to other views are an important part of a focus group study (Bryman & Bell, 2003). 

The purpose of conducting a focus group interview was for the researchers to investigate topics of 

interest of the research question, by examining how people in interaction with others understand the 

topics in general. The focus group should contribute to the definition of concepts and related issues or 
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problems (Bryman & Bell, 2003). The purpose provides importance in not preparing the participants in 

depth before the interview. Before the interview took place, the participants were only informed about 

that the focus group concerned data collection in a thesis process, concerning Coop, supermarket 

shopping and new technology. 

The dynamics of group discussions offered the researchers the opportunity to study how individuals 

understand a phenomenon and construct related meaning, by providing insight into why people feel the 

way they do. A social phenomenon occurs in interaction and discussion with others and by discussing 

forces participants to reflect and maybe revise their points of view. Through the focus group, the 

researches are able to study how meaning is constructed in everyday life and thereby providing a 

possibility for a more naturalistic understanding compared to individual interviews (Bryman & Bell, 

2003). When the participants only were given limited information about the research question and topic 

of interest, it was avoided affecting their views, understandings and the definitions that came to mind 

during the group discussion. 

In order to obtain significant and useful data from conducting focus group interview, the number of 

participants was chosen to be more than six persons, but less than 12 since size affects the group 

dynamic and more than eight persons can be difficult to manage (Bryman & Bell, 2003). Seven persons 

were invited to participate in the focus group. The number was chosen to be optimal by providing more 

than the typical recommendation of a minimum of six people and few enough to manage the discussion 

and let everyone participate actively in the discussion. One person cancelled shortly before the interview 

start and proved the recommendation of over-recruiting, since cancellation or not showing up to focus 

group interviews often is experienced (Bryman & Bell, 2003). 

In the selection of the participants, it was considered if certain groupings would find the topic more or 

less relevant which led to the decision about including different groups of age, gender and income, in 

order to meet different expectations and behaviour in supermarket shopping situations. By constructing 

groupings in age and income and random selecting the participants based on this, diversity in the 

participants was obtained (Bryman & Bell, 2003). Further it was chosen to invite participants that did 

not know each other on forehand in order to conduct the interview in a group of strangers to avoid 

unspoken assumptions or views that would be taken for granted and thereby not seen as necessary or 

unneeded to be brought up by the participants (Bryman & Bell, 2003).  The selection based in groups of 

age, gender and income resulted in two participants in the early- to mid-twenties who was studying. 

Three of the participants were in the late twenties to early thirties, with full time occupation and 

therefore a higher income. The cancellation was from a person in this group.  
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And lastly two persons in the late fifties to 

early sixties, with a part-time and full-time 

occupation. The selection was made to obtain 

diversity in assumed expectations and level of 

consumption on groceries. Due to the random 

selection, the respondents where not auditioned 

according to their relation to Coop or Scan & 

Betal. Of the six respondents two showed to be 

regular users of the Coop application, but had 

no experiences with Scan & Betal and one 

respondent was a rare user of the Coop 

application, but had direct experience with 

usage of Scan & Betal.  

The focus group interview was conducted as a 

semi-structured interview where a range of 

open-ended questions was prepared on 

forehand with the purpose of stimulating a discussion relevant for the research question. The relatively 

structured questions aimed to allow the researchers to navigate in addressing the research question but 

without preventing the participants in mentioning issues that they in own terms would see as significant 

(Bryman & Bell, 2003). Further, interest and involvement from participants resulted in preparing a more 

structured interview, so the discussion would be stimulated even if the level of interest would be low 

(Bryman & Bell, 2003). The topic agenda is shown in Figure 5.  

After the first discussion round, the participants were shown four videos of different technologies in 

supermarkets, related to self-service. Afterwards, they were asked a new series of somewhat open-ended 

questions related to specific technologies. After that discussion around the participants were asked 

similar questions but requested to answer yes or no. If their answers led to responses from other 

participants, discussion and further elaboration was not stopped by the moderators. The focus group 

interview took one hour and 27 minutes in total. 

As the participants arrived, they introduced themselves to each other by name and handshake. No 

further introduction was made, which was a decision made to avoid the participants being influenced by 

job titles, age or similar facts that could have impacted their opinion, assumptions or response on each 

other’s views. 

Figure 5 – Focus Group Agenda, Own Creation 
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The introduction to the focus group interview was concerned about explaining why this type of 

interview was relevant, by informing the participants that the purpose was to define… and they were 

encouraged to contribute and speak up whenever they felt something come to mind, informed that they 

might be asked to elaborate statements and requested to speak one at a time. The participants were 

informed that the session would be recorded and afterwards transcribed. The recording and transcription 

allowed the researchers to get all the details, be able to use correct cites from the participants and to pay 

full attention to the sayings and interactions during the interview and discussions (Bryman & Bell, 

2003). 

The interview was conducted in Danish in order to allow the participants, whom all had Danish as a 

native language, express all thoughts and answers without barriers caused by language. The interview 

was conducted a Sunday afternoon in order to meet the participants daily schedule in the best possible 

way. The interview was conducted in the home of one of the researchers at a central location. The 

participants were offered different refreshments. All these settings were made to make it as comfortable 

and attractive for the participants to show up. 

4.5.4. Observations 

In order to get insights into the functionality and offerings provided by the Scan & Betal application, 

data has been collected through observations. The observations have both been conducted as participant 

observations and observations of customers within online communities and social media. When 

observing the functions of Scan & Betal, the possibility to distinguish between observation and 

participation has been limited, as it is necessary to use the application in order to observe the 

functionality in use. In an attempt to balance observation and participation, the researches have from a 

distance been observing other customers usage of Scan & Betal. The participant observations have been 

conducted in nine different Coop stores, in order to take physical in-store variances into account. In the 

online observations, observation and participation have been distinguished, since the researchers have 

not interfered with the discussions or been commentating the observed posts and articles. Data collected 

by observations has provided general insights relevant to the understanding of elements and functions 

within Scan & Betal as a technology and application. Further the observations have contributed to the 

understanding of the relation of using the application within the physical in-store experience. The online 

observations have primarily contributed to the analysis by providing insights into the subjective mind of 

customers, who have used or has shown interest in Scan & Betal. This is used in order to compare 

whether online reviews or statements are indicating coherence with the information communicated from 

the Coop and the impressions based on the researchers' participant observations. The online 

observations have primarily been conducted from Facebook pages, e.g. pages owned and edited by 
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Coop stores, allowing customers to interact and comment on posts and share information, reviews etc. 

Most of the used pages are representing a single Coop store and thereby oriented at customers in the 

local areas of the specific store.   

4.6. Data Analysis 

The purpose of the data analysis is to examine the collected data before employing it to the analysis of 

the study in order to answer the research question. 

The following section will go through the separate 

parts of the data collection in order to convert the 

raw data into useful information (Bryman, 

2016).The data analysis is combining the separate 

parts of the data collection into a whole, by a three-

phased combination analysis, as shown in Figure 6. 

The figure illustrates how the semi-structured 

interviews create the basis for the conduction of the 

focus group interview, by creating knowledge 

within the organisational visions of Scan & Betal. 

Further, the focus group interview is fundamental 

for the survey questionnaire by providing insights 

into customer perceptions and definitions of relevant concepts and the questionnaire are enabling data 

results relevant for achieving the findings of the study.  

4.6.1. Semi-Structured Interviews 

The purpose of conducting semi-structured interviews with relevant employees at Coop's head office 

was to investigate the intentions and plans for implementing Scan & Betal. Further the purpose was to 

investigate how Coop as company perceives and defines the potential value in Scan & Betal, for the 

customers as well as for the company. 

The first part of the coding process was to identify codes related to the theoretical framework, which 

also was the foundation for the prepared areas of interest before the interview took place. Those codes 

were seen as reflecting importance in relation to the focus of the research and identified as; self-service, 

technology, innovation, customer experience, satisfaction, in-store layout, value proposition, customer-

centric, behaviour. 

The second coding round took place after the transcripts of both interviews was produces, and carefully 

read. In a rereading, repeatedly words were noted and afterwards counted, in order to range them in 

Semi-Structured Interviews, Coop 

Focus Group 

Interview 

Online 

Questionnaire 

Figure 6– Data Analysis, Own creation, 

adapted from Analyse Danmark, 2014. 



Page 35 of 90 
 

order of repetitions. The most repeated words were related to the theoretical codes, and afterwards, the 

words of relevance were identified; customer (49), employee (39), app (31), smartphone (27), user (19), 

and technology (15). The next step in the coding process resulted in the identified themes in Table 2: 

Themes Innovation Technology Change Management Value proposition 

Sub-themes - First mover, competitive 
advantage 

- Possible to choose 
between stationary and 
mobile solution 

- improved service 
offerings with data 

  

- Options of payment 

- constant development 

- creation of situation worth 
using own phone (battery) 

- Coop in high control in own 
universe 

- fear of surveillance vs. need 
for personalisation 

 

  

- from project to operation 

- education of employees 

- retain employees 
(differentiate threat and 
opportunity) 

- specialised employees, 
attractive job opportunities 

- Convenience 

- More effective for all 
stakeholders involved 

- Avoid queues, less time 
consumption   

- personalised product offers 

- cost-saving or redistribution 
resources 

- co-creation (e.g. floor 
mapping) 

 

4.6.2. Focus Group Interview 

In the thematic analysis of the focus group interview the first step of the process was to identify codes of 

importance. During the focus group interview, the respondents noted words that seemed to occur often 

or expressed strong feelings or emotions. The entire time during the interview, words in the notes were 

linked, deleted or added. These notes were used after the interview as the first round of identifying 

codes. This step in the coding process was carried out within 24 hours after the interview was 

conducted. 

When the interview was transcribed, the document was read, and the second round of coding took place 

during the readthrough. In the second round of coding, the words from the previous notes were 

confirmed, changed or deleted. The codes found in the second round were words that occurred often and 

repeatedly; queue (70), service (34), employee (25), cash-register (25), payment (27), experience (17). 

The codes were then reviewed in context during the transcript and correlations identified based on the 

transcript and the notes from the first coding round. The result was used to create a base for the 

identified themes and related subthemes in relation to the focus of the research and the research 

question. The themes and subthemes are arranged in Table 3: 
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Themes Self-service Time consumption Physical store 
layout 

Satisfaction level Social Interaction 

Sub-themes - Allocation of 
responsibilities 

- Participation in 
delivery of services 

- Check-out options 

- Level of trust 

- Learning process 

- Queuing 

- Real time vs 
perceived time 

- Time worth waiting 

- Packing groceries 

- Other customers 

- Familiar retail 
spaces 

- Store overview 

- Cramped and 
crowded spaces 

- Habits 

- Expectations 

- Influence from 
own attitude 

- Perceived time 

- Effectiveness 

- Products and 
assortment 

  

  

- Need for 
employees 

- Expectations 
depend on the 
position 

- Friendliness 

- Recognition of 
customers 

  

  

 

Furthermore, the focus group interview contributed to aligning the interviewees understanding of self-

service and SSTs with the theoretical foundation. The respondents did not provide any definitions of 

terms and encouraged the participants in the interview to share whatever came to their mind, in 

questions regarding any concept. The result was that service was perceived as active offering and 

delivery of services, the store or company was expected to provide services actively. Accessible 

employees were a typical example. Another perceived service factor was atmosphere seen as friendly 

atmosphere and recognition of customers, the participants' value to be seen with or without need for 

further communication or interaction. The interview revealed that not only humans could deliver 

service, but technology can as well. The requirement for technology as service is that it must provide a 

more accessible option than alternatives, if it provides better or smarter options than the alternative and 

if the technology is functioning without significant failures or difficulty. Examples are that it should be 

a faster solution than conventional supermarket shopping, it should be easy to use, and it should be 

successful in offering potential service factors, that conventional supermarket experiences are not 

currently delivering. 

The conclusion is following definitions; (satisfying) service is active offering and delivery of value, in a 

comfortable atmosphere and; technology is perceived as (satisfying) service if it provides an innovative 

and better alternative without requiring a more significant effort for the user. 

4.6.3. Survey – Online Questionnaire 

The survey has been conducted as a questionnaire, created and shared through the system Google 

Forms. The system is able to provide the results of the collected data structured in visualisations and 
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graphs, providing an easy general view of the data and the number of respondents within the specific 

questions. This option was used in the analysis of section 1, 2A and section 2B (Appendix 2.1; 

Appendix 2.2; Appendix 2.3). Further the system provides to withdraw the raw data in an Excel file. 

This option was used in order to analyse the data from section 3, in the ISCX model.  

The questionnaire was completed by 292 respondents, whereas two was sorted out due to failure in 

typing in postal codes. The questions in all sections of the questionnaire were demanding to be filled-in, 

in order to fulfil and send the questionnaire. Thereby 290 respondents have answered all questions in the 

sections they were presented to. The filtering of the questionnaire resulted in that 35 of the 290 

respondents was lead to section 3, which they completed besides the rest of the sections. These 

respondents stated to have used Scan & Betal and the data result from this section is the foundation of 

the measurement of ISCX. The remaining sections are used in order to analyse customer routines, 

preferences and habits in supermarket shopping situations as well as customer expectations in various 

relations. The relatively low number of respondents influences the quality of the data and further the use 

of the data in measurement and analysis of the ISCX. 

4.6.4. Measurement if Customer Experience 

As mentioned previously, in-store customer experience is measured by utilising the ISCX model 

presented by Bustamante & Rubio (2017). The data used for the model was the customers' responses to 

the questions presented in section 3 of the questionnaire (Appendix 2.4). The questions are utilised as 

items, and each was measured on a Likert scale from 1 to 5, 1 understood as strongly disagree, and 5 as 

strongly agree.  

First of all, the negative loaded questions were reversed in order to indicate a positive score, similar to 

the rest of the questions. Then, in order to ensure normality in the data set, a random variable was 

inserted to perform a regression creating a normal probability plot. 

 

 

 

 

 Figure 7– Data Analysis, Own creation (Excel, 2019) 
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The normal probability plot indicates a relatively normal dataset, while the residual plot indicates that 

the dataset might have a few outliers. In order to confirm whether any outliers should be in the data set, 

we conduct a student-t-test, which does not indicate any outliers.  

In order to identify the items with the best factor loadings, an EFA is run through JASP. One thing to be 

noted at this step is that an EFA requires a dataset of at least 100 respondents in order to showcase a 

valid result, or more specifically 1:10 of items (Schumacker & Lomax, 2010). Hence it is at this point of 

data analysis understood that the model will not provide a valid result, but will still be included to 

provide a possible indication. The result of the EFA with an eigenvalue above 1 and factor loading set to 

0.40 or above, indicates that the items equal to five factors, which is identical to the number of factors 

identified in the theory (Bustamante & Rubio, 2017). Hence, the factors are identified as theory suggests 

in the stimuli component categories: cognitive, affective, social interaction with customers, social 

interactions with employees and physical. Further fit testing is run to show fit indices, with a chi-

squared test showing a p- value below 0.05 and thus indicate a fit, while the RMSEA indicates a poor 

fit.  

 

 

 

 

In order to ensure the factor loadings (Appendix 4) are suitable for the factor, Cronbach's α is analysed, 

given an accepted result with all factors with a value above 0.8.   

After identifying the components, the estimated variance-covariance of the data was utilised to construct 

the ISCX version of a structural equation model in RStudio (See Figure X). Though it was already 

established through earlier tests of the data sets compatibility that the result would be invalid, another 

fittest of the model was executed and indicated ill fit. Thus, the data was not suitable for the model. As 

presented in the data analysis, the measurement model for In-Store Customer Experience was not 

compatible with the data set from the questionnaire and is thus considered invalid and not reliable for 

conclusions on its own.  

Table 4 – Own creation (JASP, 2019) Table 5 – Own creation (JASP, 2019) 
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5. Findings 1 – Identifying Touchpoints 
5.1. The Conventional Customer Journey 

When customers are shopping in retail stores, they will encounter various touchpoints through the three 

experience phases, pre- during- and post-purchase. Touchpoints have been defined in section 3.2. as all 

the various forms of how a company interacts and makes impressions on customers (Davis & Longoria, 

2003). The sum of all correlated touchpoints defines the overall customer journey (Lemon & Verhoef, 

2016). 

In the following section, this research will present an analysis of the customer journey in a conventional 

supermarket shopping experience. The analysis will include the end consumers viewpoint, in order to 

emphasise the focus on the customer viewpoint. 

5.1.1. Touchpoints in the Post-Purchase Phase 

In the pre-purchase phase, the customers are interacting with the company or concrete supermarket 

before the actual visit and purchase in the store. The customers recognise their needs, execute relevant 

research and considerations in this stage (Lemon & Verhoef, 2016). For the Danish consumers, printed 

or online sales material are identified to be influencing the internal recognition of needs, as well as 

create considerations of which supermarket to visit (Olesen, 2016). The consideration process tends to 

be highly depending on the special offers that the various supermarkets are communicating in such sales 

material and are therefore considered an effective way of engaging the customers in the pre-purchase 

phase (Olesen, 2016). The marketing material on the particular offers presented to the customers in 

various ways, such as printed catalogues, direct e-mails or through the supermarket's websites as well as 

phone applications or online adds on other websites or social media sites. Social media have become 

one of the most effective platforms for supermarkets to reach their customers, as the platform allows for 

the company to present campaign and product offers (Oien, 2019). The social media platform as a 

marketing channel has primarily grown in local communities, as the local stores have individual pages 

and thus improve contact opportunities for the customers (Oien, 2019). 

Besides the sales material, storefronts and signs in the streets have also been identified as touchpoints in 

the pre-purchase phase. Supermarket storefronts are easily recognisable for the consumers due to 

associated brand colours and large font sizes, which furthermore makes the customers aware of the 

location of individual supermarkets. All the touchpoints related to the storefront in the pre-purchase 

phase, are directly aimed to create awareness, attract and engage the customers (Lemon & Verhoef, 

2016). 
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5.1.2. Touchpoints in the Purchase Phase 

When customers enter a supermarket, they meet with touchpoint in the purchase phase. These are all 

categorised as touchpoints happening during the visit and purchase event (Lemon & Verhoef, 2016). In 

a conventional customer journey in a supermarket, there are possibilities for customers to encounter 

touchpoints regarding the assortment of goods and groceries, which have an influence on the customer's 

choices during the purchase phase. A well-assorted range of goods will make it more likely for the 

customer to complete the purchase in the supermarket as it eliminates the need to visit another 

supermarket in order to purchase the needed groceries (Lemon & Verhoef, 2016).  

The physical surroundings in the store influence during the purchase phase as well. The physical 

surroundings include variables such as placement of products and the arrangement of displays, shelves. 

These touchpoints, combined with the price of a product, have a general influence on the customer's 

decision-making process while being in the store during the purchase phase (Kent, 2007).  

Furthermore, social encounters in the store are evaluated by the customer as well. Every interaction with 

employees and other customers are considered to be touchpoints taking part in influencing the purchase 

phase of the customer experience (Turley & Milliman, 2000). In the conventional supermarket 

experience, customers are likely to interact with both the service employees on the floor and at the cash 

register during check-out. These encounters happen to the need for guidance, help or in order to 

complete the transaction. Hence, queuing and waiting time in general, are also to be identified as 

touchpoints in this phase of the experience. In addition, payment is also considered a touchpoint 

happening in the purchase phase, in which the possible methods of payment influences the customer 

journey, by offering the customers different methods of payment to choose from. In the last part of the 

purchase phase, the packing of the bought groceries is a touchpoint and is happening in the store. 

5.1.3. Touchpoints in the Post-Purchase Phase 

The interactions existing after the purchase of the products in question, are happening in the post-

purchase phase. This phase includes the usage of the goods as well as service request in relation to the 

experience (Lemon & Verhoef, 2016). Touchpoints during the post-purchase phase in the conventional 

customer journey could occur as returns of purchased goods, complaints or requests of information 

concerning the store, the company or specific goods. Collecting membership points or other customer 

advantages related to specific purchases are also in the last phase of the journey. 

The customer’s satisfaction level of the overall experience effects whether the individual customer is 

likely to return to the supermarket for repurchase in the future (Lemon & Verhoef, 2016). The overall 

satisfaction level also influences how and if the customers share their experience with others, for 
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example through physical or online word-of-mouth, which is externally owned touchpoint and thus that 

are limited or without control for the supermarket (Lemon & Verhoef, 2016). Touchpoints at which the 

company has limited or no control in the interactions are usually evident in the post-purchase phase 

(Hogan et al., 2005). 

5.1.4. Value Creators and Pain Points  

In the complete conventional customer journey, touchpoints alone or in correlation, influence customer 

satisfaction and the overall customer experience. Touchpoints that are taking a crucial part in the 

satisfaction level and can lead to a positive experience if they are performed successfully, or as a 

negative experience, if they do not meet the customer expectations (Lambert & Lee, 2008). Various 

touchpoints that are potential for creating value and satisfaction, or potential pain points, are identified 

in the conventional customer journey. 

5.1.4.1. Waiting Time and Queuing 

Waiting time and queuing are important touchpoints, as time is valuable for customers in general. 

Unexpected waiting time tend to have a larger influence on the customer satisfaction, than waiting time 

in touchpoint where it is expected by the customer (Lambert & Lee, 2008). As an example, queuing in 

front of the cash register can result in negative feelings from the customers towards the shopping 

experience (Lambert & Lee, 2008). 

Dissonance theory is supporting the importance of waiting time in the customer journey by stating that a 

customer feels mental discomfort when something can be perceived as cognitive conflicting. Therefore, 

the waiting time must be justified to the customer in order to make the outcome worth the effort and 

thereby eliminating the discomfort or dissatisfaction (Lambert & Lee, 2008). The focus group interview 

supports the importance of waiting time by stating that a visit in a supermarket is expected to be fast in 

order for it to be a pleasant experience (Appendix 5.4, Annette, l.: 716; Christina l. 810-811). If it is 

possible for the customer to justify the waiting time and the customer feels that it is worth the effort, the 

waiting time can avoid leading to dissatisfaction. Waiting time can, for example, be justified by 

information, so the customer is aware of the waiting time and is expecting it. Further, if the customer is 

aware that the supermarket or the employee insistently is attempting to reduce the queue or the time 

consumption in the store, it can result in less negativity towards the waiting time (Appendix 5.4, 

Christina, l.: 832-834). 

Waiting time affects the customers in different degrees, depending on when in the customer journey it 

occurs. If queuing or waiting time occurs in the pre-purchase or post-purchase phase, it will tend to 

result in more negative reactions than in the purchase phase. Hence, in the form of the mind customers 
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feels outside of the process or the journey in the pre- and post-purchase phases while they are in the 

middle of the process and thereby close to fulfilling the purpose of their visit in during the purchase 

phase (Lambert & Lee, 2008). In the conventional customer journey, waiting time are mostly related to 

the check-out process which is in the during-purchase phase and waiting time is rare to occur in the pre- 

and post-purchase phases. Waiting time can also occur as the customer is moving through the store. 

However, when the unexpected waiting time occurs in the post-purchase phase, a respondent in the 

focus group supports that even a small amount of extra waiting time results in frustration; 

“But there are many, many products which are labelled incorrect [regarding price labels].Also, 

I honestly mean, it is at least every second time, where you must go back with [the product] and 

stand waiting [in queue] for them to give you the money back…" (Appendix 5.4, Annette, l. 

1543-1544). 

In the conventional customer journey, queuing in the check-out process is often expected, especially 

during the busy afternoons where many customers visit supermarkets after work (Appendix 5.4, Finn l. 

722-724). The study will investigate how other customers further can influence the customer journey. 

Since the waiting time in such cases are expected it is not a pleasant experience but will often not create 

strong negative reactions. However, if waiting time occurs unexpectedly, it can result in stronger 

negative reactions. In the focus group interview, a respondent described how unexpected time 

consumption made her leave the store without all the groceries she intended to buy; 

“I am like, I cannot find anything here, and the corridors are way too small for one with a 

stroller, it was not possible to walk by her, so we had to wait. I did not get half of what I needed, 

because I would not walk around and look for it”. (Appendix 5.4, Amalie l. 1032-1034). 

This dissatisfaction was a result of unexpected waiting time, but also of the interior design in the store. 

In order to analyse waiting time and time consumption as a possible creator of value as well as a 

possible pain point in the customer journey, it is necessary to distinguish between perceived waiting 

time and actual waiting time. Perception of time is subjective, and a customer might perceive waiting 

time a lot different than the actual time spent. When a customer is very conscious about time spend 

waiting or queuing, the perceived time is often longer than the actual time which results in an adverse 

reaction or evaluation of service. However, it is possible to make the customer less conscious about the 

time by distracting, activating or provide information (Lambert & Lee, 2008). More of the respondents 

in the focus group interview supports the differentiation between perceived time and actual time 

(Appendix 5.4, Nina l. 1232-1233; l. 1236-1234), which led to the acknowledgement, that the perceived 

time could be of more significant influence than the actual time; 
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“Well, but the feeling might be enough? You do not have to consider the real time if you have a 

feeling of spending oceans of time queuing, then it should have value for the individual [to 

reduce waiting in queus], I mean for someone. I also think it is the fact that it is an individual 

perception." (Appendix 5.4, Christina, l. 1591-1592). 

Waiting time can be concluded to affect the experiences of service quality and customer satisfaction. 

Hence, a higher satisfaction level can be reached either by reducing the actual waiting time or by 

reducing the perceived waiting. 

5.1.4.2. Physical Store Layout 

The physical environment, including the interior design, and the physical touchpoints related to the 

layout of the store, will influence the customer experience, as it affects how the customer perceives the 

supermarket or brand (Kent, 2007). Further, the physical layout influences the customer experience by 

affecting customer satisfaction. As described earlier, one of the respondents in the focus group interview 

left a store because of the layout with narrow corridors, which made the purchase phase complicated for 

her to complete (Appendix 5.4, Amalie l. 1029-1033 & 1043-1044 ). The respondent felt that she almost 

collided with the vegetables when she first entered the store and several times, she felt the need to go 

back and forth in the store. For her, the store layout was illogical (Appendix 5.4, Amalie l. 1029-1035). 

Other respondents also agreed that narrow corridors affected dissatisfaction due to the inconvenience in 

passing by other customers (Appendix 5.4, Christina l. 1010-1011; Nina l. 1013; Finn l. 955). Another 

respondent agreed that an experienced pain point is to find the needed products; 

“Well, when there are things that I can not find in a store [supermarket], I will often get 

annoyed, and then I just leave. Well, I might get three products, and then I am out, and that is it. 

A poor dinner, but I can get like all angry.” (Appendix 5.4, Nina l. 1036-1037). 

The customer frustration seems to be related to lack of space, which makes it difficult for the customer 

to get an overview of the store and product locations. If the placement of products is illogical to the 

customer and the products are hard to find, they tend to leave the store with dissatisfaction (Appendix 

5.4, Amalie l. 1031-1035). Two respondents described the lack of space as chaotic (Appendix 5.4, 

Christina l. 1042; Nina l. 1047-1049). The majority of the respondents states that they prefer to visit 

supermarkets they are familiar with since it will make their journey more comfortable and faster when 

they know the store layout. Furthermore, they are able to find what they need without spending much 

time searching for it (Appendix 5.4, Annette l. 1045-1046; Nina l. 1022-1024; Christina l. 1025; Amalie 

l. 1029-1030; Finn l. 1017). The respondents wish for a logic store layout and design in order to get a 

better experience in supermarkets, is related to visually appealing shopping environment which is 
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possible to create in planning floor layout, placement of signs and presentation of the products. In such a 

shopping environment well-designed and logical layout will enable interaction between customer and 

products that are sensory based (Kent, 2007). Further, the store environment can provide space for, and 

invite to social interaction (Kent, 2007). Social interaction in the conventional customer journey 

of a supermarket can be related to socialisation with other customers or communication with employees. 

The research will include the influence on the customer experience from such social interactions in the 

following sections. 

5.1.4.3. Social Interactions with Employees 

Touchpoints related to social interactions are also understood to be crucial in order to create a good 

experience for the customer as well as touchpoints that are in high risks of containing or becoming pain 

points (Verhoef et al., 2009). As mentioned, social interaction typically occurs in the purchase phase, 

when customers need help or guidance from service personnel in the supermarket, or in the check-out 

situation where customers interact with the employee in the cash register. Social interactions are able to 

reduce the perceived waiting time, which as mentioned has a profound impact on customer satisfaction. 

Social interactions with friendly employees can reduce perceived waiting time and increase the 

customer satisfaction, and perceived service quality since the employees with friendliness and likability 

are able to make customers feel important and valued (Lambert & Lee, 2008. The focus group 

respondent support that employees can influence their satisfaction level and customer experience. More 

of the respondents mentions employees and interactions with them, when they were asked about their 

general expectations towards a good experience in grocery shopping; "That there always is an employee 

to find on the floor” (Appendix 5.4, Christina l. 726) and “Yes, there should be some employee 

available who you can ask if you need anything” (Appendix 5.4, Aleksander l. 727-728). To elaborate 

the respondents mentions that the employees should have a certain degree of knowledge, in order to be 

able to help in the best possible way (Appendix 5.4, Finn l. 862; Nina l. 865-867). Another factor the 

respondents mention as crucial in interaction with employees is friendliness and open-minded attitudes 

which can be expressed by friendly greetings, by looking at the customer and following the customer all 

the way to the product they asked for, so they feel acknowledged and thereby valued (Appendix 5.4, 

Amalie l. 849-850; Christina l. 810-811). 

The respondents tend to differ in expectations towards the service personnel on the floor and employees 

in the cash register. In order to perceive the service quality as high, the employees on the floor should 

possess a high amount of knowledge and the employees in the cash register typically is related to 

attitude, by friendliness, kindness and more personality in the interactions (Appendix 5.4, Finn l. 736; 
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Amalie l. 734-735; Aleksander l. 760). The respondent's expectations are further differentiated along 

with the supermarkets' price level. Though expectations towards friendliness are similar, expectations to 

the employees' knowledge are lower in discount supermarkets than in the more expensive (Appendix 

5.4, Nina l. 826-831; Aleksander l. 842-844; Christina l. 845). 

Supermarket employees and interactions with them are essential for the customers when it is necessary 

for them in order to get help finding specific products, getting guidance in the choice of products. When 

they meet an employee during the check-out process, the customers also tend to have expectations of the 

employee in this interaction. This creates an opportunity for the supermarket and the individual 

employee to affect the satisfaction level during the customer journey as well as risk for pain points occur 

if the expectations are not met, which can lead to concrete dissatisfaction (Appendix 5.4, Amalie l. 874; 

Finn l. 875; Christina l. 872-873).   

5.1.4.4. Social Interactions with Other Customers 

Like many other services and shopping experiences, the conventional customer journey in a 

supermarket is happening with the customers in the presence of other customers, which includes 

customers as a part of a servicescape (Tombs & McColl-Kennedy, 2003). During the customer journey, 

customers might interact with other customers, and even if they do not have interest in interaction, other 

customers will be part of the experience, just by their presence. As mentioned earlier, customers in a 

supermarket will especially be affected by other customers during the busy afternoon hours. When 

asked about their feelings towards interacting with other customers during waiting lines in the 

supermarket, the respondents in the focus group agreed on that such interactions not are in their interest 

and more respondents even think of other customers as annoying (Appendix 5.4, Nina l. 1601; Christina 

l. 1602; Annette l. 1603; Finn l. 1605). One respondent elaborated on the feeling of annoyance; 

“Well, I will say that I never will be missing interactions with other customers … However, I 

mean, is not there always someone who is standing in the way?" (Appendix 5.4, Christina l. 

1607 & 1614-1616). 

The presence of other customers, with or without interactions will always affect the social behaviour of 

the customers within the same environment, where such social stimuli often can have an even higher 

influence than the physical stimuli (Tombs & McColl-Kennedy, 2003). Based on the respondent’s 

reactions and feelings towards other customers, especially queuing, which is created by the presence of 

more customers in the same environment, influences the experience. Some respondents express how 

they would wish for always be all alone in the supermarket. (Appendix 5.4, Finn l. 1621; Amalie l. 

1622). 
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In a place such as a supermarket, the reason for being there is more private than related to social 

activity, which affects the customer's behaviour to be interpersonal and to keep a distance to other 

customers (Tombs & McColl-Kennedy, 2003). One respondent explains how customers affect the 

experience as well as the person self do; 

“… there are of cause also all the other customers and yourself [who influence the experience]. 

But it will often be whether there are many or only a few out shopping which will influence 

whether the experience will be positive... So I think there are many things that the store is not 

responsible for. Also, it is also about your attitude. I mean when you are out shopping.” 

(Appendix 5.4, Nina l. 826-831). 

A reason for the stimuli of other customers being present can be related to social norms. Hence the 

customers will attempt to match the behaviour of others in the same environment, due to social norms 

and expectations for behaviour in social settings (Tombs & McColl-Kennedy, 2003). Thereby the 

attitude towards other customers and the shopping situation are correlated and will affect other 

customers, as well as the general experience through the customer journey also will be affected.  

Customer satisfaction is considered a response and service quality is considered an attitude (Lambert & 

Lee, 2008). Customer’s reactions, responses and behaviour and customer’s attitude during the different 

touchpoints in the customer journey will affect the satisfaction and how the entire experience is 

perceived. 

In order to create a successful customer experience, the touchpoints in the conventional customer 

journey should seek to relieve possible pain points and strengthen the possibility of value creation. 

Technology and self-service are possible tools in relieving pain points and creating higher value. 

Implementation of such may create a possibility for SSTs to make the customer journey and the 

shopping experience more relevant and desirable than the conventional customer journey.   

5.2. Types of SSTs in Supermarkets 

The immense evolvement of technological solutions in all industries is continuously replacing manually 

conducted processes with automated digital solutions. These solutions tend to change paths of 

experiences across industries, as the customers are presented with new and multiple channels to 

optimise the possible customer journeys. However, the main difference between technologically driven 

solutions and regular solutions is the customers' involvement in the process. While regular services rely 

on staff to create the service experience, the technologically driven solutions put the customer as the 

central controller of the experience. These solutions are called self-service solutions (Tseng, 2015). In 
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the following section, different variations of self-service experiences in retail shopping will be 

introduced. Furthermore, the difference between the individual self-service experiences and a regular 

experience will be outlined. 

5.2.1. Grocery Deliver Services 

Grocery delivery services are mainly connected with the online market and are limited to the website or 

app channel. It is a service at which consumers click, choose and order the groceries they want online 

and then receive the groceries through delivery at their home address. It can shape in various forms, for 

example, it can take shape as a subscription, or the groceries could be delivered to the customer by 

another customer. 

The main differentiation in the customer journey path for when choosing to utilise the grocery delivery 

services instead of a conventional grocery shopping experience based on the channel that the service is 

delivered from. The channel automatically eliminates, but also adds, various touchpoints. While the 

online platform eliminates possible pain points such as queuing or negative physical atmospheric 

perceptions, the online service adds possible touchpoints that the customer does not have an influence 

on, such as: waiting for groceries to be delivered, quality of the products, web design or app design and 

interaction with the delivery service (Tseng, 2015). 

5.2.2. Click & Collect 

Similar to the grocery delivery service, click and collect is usually a customer experience that starts 

online. Some supermarkets are offering click and collect, where the purchase is made online, and the 

groceries are picked up in the store afterwards (Cambridge Dictionary, 2019). Hence, this service has 

multichannel inputs of touchpoints. Some of the value creators are similar to the delivery service, as the 

click and collect function also reduces in-store waiting time. Furthermore, it does not require the 

customer to be influenced by in-store layout during the purchase phase; this is, however, switched out 

with the layout of the web channel and the functionality thereof. 

5.2.3. Self-Scan with Scanners 

Secondly, is self-scanning with scanners. This consists of a handheld scanner, which is used by the 

customer throughout the time they spend in the store. The customer scans the barcode of the products 

when they pick them up and put them in their basket or bag and end the experience by utilising a check 

out screen (ICA, 2019). Similar to the first-mentioned self-scan method, this method is based on an 

equipment that needs maintenance. Self-scanning with scanners is not exactly a new invention. 

However, the technology of the hardware has progressed a lot since its first introduction to the industry 
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and is thus more reliable. As the self-scanning process with the scanner ends at a check-out cashier, the 

possibility of standing in queues is not eliminated. 

5.2.4. Mobile Self-Scanning 

The third self-scan options are self-scanning with a mobile phone. The mobile self-scanning is similar to 

the self-scanning with scanners, but the customer is utilising their phone and scans the products through 

the store's app (Coop, 2019). Furthermore, the payment is completed through the app as well. Hence the 

customer is in no contact with the store's equipment throughout the process. This self-scan method is 

thus based on software and is not relied on equipment to work, but rather that the software is updated 

and just as effective and fast as if they were using hardware. A positive of self-scan is that it decreases 

waiting time in ques, but a lot of the service, if not all, is only conducted by the customer. 

5.2.5. Contactless Self-Service 

A newly developed concept of self-service is arising in the United States of America. The function of 

the concept is that the customer scans their mobile phone at the beginning of the journey, choose their 

products and leave the store. The artificial intelligence software (AI), in the cameras within the 

servicescape, uses sensory to automatically register which customer takes which products and then 

automatically complete the transaction through the store's app when the customer leaves the store 

(Amazon.com: Amazon Go, n.d.). The most famous version of this type of self-service is Amazon Go, 

which has opened so four stores so far. The sensory system that Amazon Go has developed is not in line 

with European law as it utilises face recognition and would thus not be able to be implemented in the 

Danish Market at this point. However, Standard Cognition, another version of this type of self-service, 

uses another type of sensory system but is still in the testing phase of their solution (Standard Cognition, 

2019). The technology and version of this self-service are still very new and is yet to have in-depth 

academic reviews. Hence, the exact effect of technology is challenging to point out. In theory, the self-

service type eliminates all pain points from the conventional shopping experience and eliminates several 

overall steps for the customer to complete their agenda.  

5.3. Mapping the Customer Journey when Using Scan & Betal 

A newly developed concept of self-service is arising in the United States of America. The function of 

the concept is that the customer scans their mobile phone at the beginning of the journey, choose their 

products and leave the store. The artificial intelligence software (AI), in the cameras within the 

servicescape, uses sensory to automatically register which customer takes which products and then 

automatically complete the transaction through the store's app when the customer leaves the store 

(Amazon.com: Amazon Go, n.d.). The most famous version of this type of self-service is Amazon Go, 
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which has opened so four stores so far. The sensory system that Amazon Go has developed is not in line 

with European law as it utilises face recognition and would thus not be able to be implemented in the 

Danish Market at this point. However, Standard Cognition, another version of this type of self-service, 

uses another type of sensory system but is still in the testing phase of their solution (Standard Cognition, 

2019). The technology and version of this self-service are still very new and is yet to have in-depth 

academic reviews. Hence, the exact effect of technology is challenging to point out. In theory, the self-

service type eliminates all pain points from the conventional shopping experience and eliminates several 

overall steps for the customer to complete their agenda.  

5.3.1. Identifying touchpoints 

It has already been established that the primary differentiation between the regular retail experience and 

the retail experience with Scan & Betal is to be found in the purchase phase. Hence the touchpoints 

during this part of the experience will be the main focus of the customer journey analysis. The two 

channels in question are the in-store and mobile. The experience is physically happening in-store, while 

the mobile is a constant tool used throughout the phases. 

 There are further two things to take into account in this case though, first of all, it is notable that the 

investigation of this case only concerns the mobile self-service function Scan & Betal and hence not the 

self-scanning cashier function nor the mobile payment. Thus, when discussing a different aspect of the 

phases such as awareness or word of mouth, it only concerns the mobile self-scanning service option. 

Another thing to point out is that the service design of the stores will vary, as the individual Faktas tend 

to have different store layouts. While the layouts may differ, they should all be based on the general 

guidelines and thus be reliable to analyse as a group (Appendix 5.2, Sune Jakobsen, l 155-161). In the 

following section, this study will be divided into the purchase phases identified in section 3.2.1. 

Furthermore, since a journey can include everything between 30 – 100 touchpoints (Davis & Longoria, 

2003), the section will only include the most evident touchpoints. The 'names' of the touchpoints will be 

indicated in italics and bold and used to indicate the touchpoint in customer journey mapping 

visualisation. 

5.3.1.1. The Pre-Purchase Phase 

The pre-purchase is as mentioned in the phase at which the customer has yet to enter the store. It is the 

phase at which search, considerations and awareness are happening.  

From the interviews with both Simon and Sune from Coop, as well as the questionnaire conducted, it is 

evident that Scan & Betal signs are put in the store to advertise and inform about the mobile self-service 

(Appendix 5.2, Sune Jakobsen, l: 128 - 136; Appendix 5.3, Simon Færch, 476 - 485). Even though this 
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touchpoint is happening in the store, it qualifies as to be in the pre-purchase phase as its function is to 

inform and affect considerations and awareness. The touchpoint is brand owned as the firm controls the 

design and position of the signs. Hence they have a possibility to influence the atmospheric stimuli that 

the sign can give (Turley & Milliman, 2000). 

The app also functions as a touchpoint during this phase as it automatically creates awareness of the 

function due to the fact it is centred in the bottom of the app as a tab on its own. However, in this 

written time, clicking on the tab does not promote the mobile self-scanning exclusively or initiate a 'how 

to'. The Scan & Betal function purposely cover both mobile self-scan function as well as the mobile 

payment function. Thus, this touchpoint does not necessarily create awareness of the mobile self-scan 

before entering the physical store, as the customer is unknown to the multiple functionalities until 

entering the store. This touchpoint thus directly qualifies as a partner owned touchpoint, as the app is 

made in collaboration with one or more suppliers. 

During the pre-purchase phase, the customer might also face touchpoints through other channels such as 

different marketing approaches or word of mouth. While flyers and other marketing mixes would be a 

brand owned touchpoint, word of mouth is an externally impacted touchpoint (Lemon & Verhoef, 

2016). However, both seem unlikely to have a significant influence at this time and in this specific case. 

Coop is purposely withholding a marketing campaign until they have enrolled the Scan & Betal function 

in all of the supermarket chains (Appendix 5.2, Sune l: 78 - 82); thus it has limited exposure at this 

current stage of evolvement. The choice of marketing approach would determine how much control the 

firm what have over the touchpoint. If word of mouth as a touchpoint is also less likely due to the lack 

of the function of use. The questionnaire showed that a total of 13,4% had used the function, while more 

than 55% was not even aware of its existence. The low amount of users, decrease the possibility of 

another customers journey to start as a result of word of mouth (Triantafillidou & Simkos, 2014). 

5.3.1.2. Purchase Phase 

Finding the QR code to begin the mobile scanning journey qualifies as a brand-owned touchpoint. The 

touchpoint is inevitable as it is the only way to start the self-scanning process (Coop, 2019). The sign 

thus serves as two functions: first as advertisement as mentioned in the pre-purchase phase and then as 

the essential touchpoint for the experience to happen. Due to its vital role in the experience combined 

with the fact that the touchpoints are categorised as brand owned, the company can influence the 

customer perception by the service design concerning the positioning and design of the QR code sign. 

Scanning the QR code to begin the mobile self-scanning, is the first interaction with the app in the 

purchase phase and thus the first interaction which the customer actively take part in creating their self-
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service experience (Coop, 2019). However, the touchpoint is partner owned, as relatable variables how 

well the app work and how quickly it scans depends on the technology behind the app and can affect 

how long waiting time there is for a customer to enter the store.  

Grabbing a bag (Possible Touchpoint) and Packing of Groceries are only possible touchpoint that 

occurs at a different time during the regular journey. As the customer does not have the opportunity to 

pack their bags from the conveyor belt, the packing has to be done either during the purchase as a 

continuous interaction, as mentioned by Sune Jakobsen in the Coop interview, or before check-out from 

a basket as seen from video carried out by the customer (Appendix 5.2, Sune Jakobsen, l: 27 - 40; Bay 

Damsted, 2019). While the touchpoint of grabbing of the back is brand owned, the packing of the bag is 

a customer-owned touchpoint. The bags availability is influenced only by the stores. Hence, this 

depends on stock and positioning in the servicescape. The grabbing of a bag is only a possible 

touchpoint, as the experience with the mobile-self scanning option allows for the customer to put the 

products directly into a handbag or a pre-owned grocery bag. The continuous packing of the bag 

qualifies as a customer-owned interaction as the firm does not have any influence on how or when that 

process is carried out (Lemon & Verhoef, 2016). 

While Price Labels has the same relevance for the customer, whether the customer is using Scan & 

Betal, Barcode Labels on/for Products becomes a touchpoint of its own during this experience. The 

customer is solely responsible for scanning the items and thus need the barcodes in order to do so. The 

barcodes visibility are determined by the store and are thus a firm owned touch point. While barcodes 

for loose fruits are to be found at the price label on the shelves, most of the barcodes are to be found on 

the products.  

The scanning of the items is done through the app by actively hitting the scan button every time a new 

product needs to be added. As the functionality of this touchpoint is down to the technology, it is a 

partner owned touchpoint. However, instructions on how to utilise the function, which can only be 

influenced by the firm, can have possible effects on the customer's perception of its ease of use. 

As the mobile channel is in constant use, the customer can continuously see pricing and delete items on 

the screen of their scanned items on. Similar to the scanning of the QR code and the scanning of the 

items, it is a partner owned touchpoint as the delivery of the technology influences the interaction, but 

also the design of the app layout (Stein & Ramaseshan, 2016).  

Navigating through the store and the assortment in the store are not different from the regular shopping 

experience. Both touchpoints can be influenced by the company, as they depend on the design of the 

servicescape and logistics.  
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The customers will automatically receive a notification about the possibility of being taken out for a 

security test during the in-store journey with This touchpoint is brand-owned, and the customer receives 

the information about the possibility of being taken out for random control test in relation to security 

reasons. The option for the customer is at this touchpoint to either accept or discontinue the journey. 

As the purchase phase of the customer experience happens in-store, it is inevitable for the customer to 

have either or passive or active interaction with other customers. This a social/external touchpoint and 

thus the firm has no chance of influencing the outcome thereof. Socially related stimuli such as 

annoyance from noise by other customers, has a impact on the experience of the touchpoint. 

Similar to the beginning of the purchase phase, the end part has a sign of a check out QR code, hence 

discovering the Check Out QR code becomes a touchpoint. The touchpoint is brand-owned, and the 

response to the interaction depends on the service design and thus has an effect on the physical stimuli. 

However, the guideline for the use of the mobile self-scan describes the check-out signs to be found at 

the cashier, which indicates that passive contact with other customers standing at the cashier or in ques 

might occur. Hence the touchpoint might include social and external effects as well. 

In order to finish the purchase, the customer has to scan the QR code on the check-out sign in order to 

pay for the products. The touchpoint is partner owned as the technology is to determine the ease of use 

during the interaction, similar to the scanning of the check-in QR code.  

The payment of products in the journey happens through a variety of mobile payment options, as the 

customer's check-out process happens through the phone. This includes MobilePay credit card payment 

connected to the Coop app and Coop food account. Thus this touchpoint qualifies as a partner owned 

touchpoint. 

Showing payment to employee or security test are the last touchpoints before leaving the store. The 

result of the payment touchpoint leads to these two possible paths for the customer which both involves 

the only inevitable employee interaction, at least for the vast majority of the stores that has the function 

available. Either the payment needs to be shown to a cashier, which has to accept the customer's 

payment or the customer is taken out for the test sample, which the firm informed about earlier in the in-

store phase. 

5.3.1.3. Post-Purchase Phase 

In the post-purchase phase, the customer uses their bought product, require service or engage social 

interaction, such as telling about their experience and create word of mouth.  
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From observation, it is evident that through Social media pages for local Coop stores, opinions and 

previous experiences on posts related to Scan & Betal has been shared by the customer. This touchpoint 

feeds back to the touchpoint in the pre-purchase phase of 'word of mouth'. As identified in the pre-

purchase phase, this touchpoint also falls into the category of social or externally owned, which implies 

that the company does not influence the outcome of this touchpoint.  

Receipt in the app, Collect-Points & Saved up Credit through or for membership, these functions of the 

app were identified as a possible touchpoint in the post-purchase phase from the answers in the 

questionnaire. They are not exclusively for customers of a mobile self-scan experience, as they can also 

be viewed when the customer has their card scanned at check-out or paid with the Scan & Betal 

payment option. However, while these touchpoints are not exclusively for the self-scan mobile function 

of Scan & Betal, they are certain to happen due to the use of the mobile channel as a tool. As another 

company than Coop designs the functions in the app, the touchpoints are all partner owned. 

From the identification of the touchpoints, it is evident that the main difference in touchpoints from the 

conventional supermarket journey to the Scan & Betal journey is primarily happening in the purchase 

phase. This is due to the usage of the additional channel of the mobile phone throughout the journey. 

This also reflects that technological experience elements are essential in stimulation the customer 

satisfaction. Furthermore the touchpoints categorising within the physical in-store elements as 

atmospheric stimuli, are highly affecting the customer experience. 
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Figure 8 – The Changed Customer Journey, Own Creation. 



Page 54 of 90 
 

6. Findings 2 – Identifying Customer Expectations 

Previous the customer journey mapping has clarified which touchpoints are changed and affected in the 

touchpoint phases of Scan & Betal, compared to a conventional supermarket shopping experience. In 

order to analyse the overall customer experience with Scan & Betal, customer expectations must be 

identified. Thus the fulfilling of expectations through the customer journey with Scan & Betel is the 

foundation for the outcome of the customer experience. In the following section, the customer 

expectations will be identified and used in analyse of where value creation is possible as well as where 

barriers in using Scan & Betal as an alternative to the conventional journey might appear. 

6.1. Customer Expectations 

For customer experience to be positive, touchpoints through the customer journey must meet the 

customer expectations. Customer experience is a dynamic process which is constructed by the 

customer's perceptions of the delivered products and services. Customer perceptions are subjective since 

they are established in the mind of the individual customer, based on personal reflections and reactions 

to touchpoints within the customer journey. Every experience is then subjective and rests in the 

individual customer. As described, the series of touchpoints are forming the journey for the customer 

and the experience is thereby shaped by touchpoints as reflections of the customer perception. Thus, 

experiences are constructed by customers. The touchpoints can only be understood through a subjective 

customer perspective (Stein & Ramaseshan, 2016). Value co-creation as a process of customer 

experience is emerging from the brand meaning and value (Hatch & Scultz, 2010). The customer 

experience determines the meaning and value of a brand as a result of whether the value proposition 

meets the customer expectations through interactions in the touchpoints (Iglesias et al., 2013). Thus, the 

value proposition is a reflection of the brand promise, and customer expectations are based on these 

value propositions. As mentioned in section 5.1.1., the expectations from customers are crucial for the 

level of satisfaction (Lambert & Lee, p. 93). Therefore, touchpoints must meet customer expectations in 

order to create satisfaction and result in a positive customer experience. 

6.2. Supermarket Shopping – Habits and Preferences 

The data collected in section 1 of the conducted questionnaire (Appendix 2.1) indicates that most 

customers are shopping in supermarkets two to three times each week (55,5%) or more (31%). On this 

basis, it can be concluded that shopping experiences in supermarkets are a standard part of customers 

daily or weekly routines and thereby an essential and returning factor of time consumption in everyday 

life. Customers have many successive visits in supermarkets and thereby experiences which comes 

around several times every week. Such returning experiences requires more motivation than need, in 
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order to be successful and unique experiences again and again. Section 2B in the questionnaire shows 

that for some customers, supermarket shopping is a joy in their daily life. 39% of the respondents agreed 

/strongly agreed when asked whether they enjoy shopping in supermarkets and for 33% it seems to be 

more of a routine connected to daily obligations, by answering neither nor (Appendix 2.3). The results 

indicate that for some customers it is something they must do, even if it is causing displeasure (17% 

disagree/ strongly disagree). As well as a slight majority of the respondents seems to be enjoying 

supermarket shopping, it is only relatively few who does not feel a need to save time on supermarket 

shopping, as only 12% answers disagree /strongly disagree when asked whether they are interested in 

timesaving in supermarket shopping, while 45% agree /strongly agree to the wish for less time 

consumption. 

6.3. Elements of Customer Experience 

The customer experience is shaped by the series of touchpoints, that customers meet during the phases 

of the customer journey. Stein' and Ramaseshan (2016) has identified seven different elements, that the 

customer experience touchpoints can be classified within. The elements are atmospheric, technological, 

communicative, process, employee-customer interaction and customer-customer interaction (Stein & 

Ramaseshan, 2016, p. 8). In the specific analysis of the customer experience related to Scan & Betal, not 

all of the identified elements are equally relevant. Thus the elements with the most substantial influence 

have been chosen to the following analysis. The essential influences are understood as the elements 

containing touchpoints with high opportunity for value creation and the touchpoints with a risk of 

containing pain points that can lead to barriers in the use of Scan & Betal. These touchpoints have been 

identified in section 5. The first element with relevance in influence level is atmospheric touchpoints, 

which is defined as physical factors and surroundings the customers meet and observe during 

interactions in the customer journey. There are atmospheric elements across all touchpoint phases, and 

they occur in both the in-store environment as well as in digital channels (Stein & Ramaseshan, 2016). 

As described in analysis 5.1.2.2., the physical store layout affects the customer experience and can cause 

frustration as well as satisfaction. The second relevant element concerns technology. Technological 

elements are defined as direct interactions a customer have with any form of technology during the 

customer journey (Stein & Ramaseshan, 2016, p. 13). As mentioned in section 5.2, technology is a 

constant channel for customers using Scan & Betal, and therefore multiple touchpoints are related 

during the customer journey. Technology is a core component of the touchpoints in the physical 

environment when using Scan & Betal, where technological elements are used in daily routines and 

transactions. Technological elements are thereby a highly important element of influence. The process is 

another element of relevance, defined as several steps or actions that a customer will need to go through 
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or take in order to achieve a purchase or other outcome (Stein & Ramaseshan, 2016). Elements within 

the process contain touchpoints of waiting time and navigating around in a physical store or at a 

technological platform. As stated in analysis 5.1.2.1. waiting time and time consumption is highly 

relevant to the customer’s satisfaction level and therefore for the general customer experience. Further 

process elements are relevant for the Scan & Betal journey in relation to the digital processes in 

touchpoints performed by the application, which will be closely connected to the technological 

elements.  

In section 5.2., it is manifested, that interaction with employees not necessarily are a necessary part of 

using Scan & Betal. Thus employee-customer interactions might appear, touchpoints of such interaction 

are noted as a relevant part of the element in the customer experience. If interaction with employees 

occurs during the use of Scan & Betal, will affect customer satisfaction. As described in section 5.1.2.3, 

customers do have expectations towards employees and interactions can lead to satisfaction as well as 

dissatisfaction. 

The elements which are assumed to have the highest influence, are elements that mainly is concerned 

with situations and touchpoints within the purchase phase since these are the most active touchpoints 

compared to, e.g. communication elements which primarily is connected to touchpoints in the pre- and 

post-phases. These elements are seen as more passive. Hence the customers are less conscious and not 

directly aware of touchpoints in communication elements. In the following, customer expectations 

towards touchpoints within the presented elements of most relevance will be analysed. 

6.3.1. Atmospheric Elements 

The atmospheric elements are influencing the experience in both physical in-store environments as well 

as digital channels (Stein & Ramaseshan, 2016). The elements are relevant for the customer 

expectations in a dual manner in Scan & Betal. Hence Scan & Betal is a digital channel used in a 

physical in-store environment. Of all the physical and digital factors that customers meet and observe 

during the Scan & Betal experience, the expectations within the physical store layout are evaluated as 

the most influential within the atmospheric elements. As identified in the focus group interview, the 

design and space in supermarkets should not seem cramped and narrow corridors can result in a 

negative experience as well as logical store layout, light and spacious supermarkets were emphasised as 

extremely positive factors in influence of the satisfaction (section 5.2.1.). According to the discussion 

about technological and digital channels (Scan & Betal among others), the focus group respondents did 

not show further interest in the visual design inside the applications. The respondents were more 

concerned about the technological features, processes, and user-friendliness, which will be analysed 

further in connection with other elements. By perceiving Scan & Betal as a radically change from the 
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conventional supermarket experience, and as a creative channel within the physical store, it can be 

defined as a creative retail space. A creative retail space is possible to enable the customers to be 

creative if the value propositions are stimulating the customers, to actively engage in touchpoints 

throughout the experience (Kent, 2007). On that basis, the digital application-based part of Scan & Betal 

should inspire the customers by creating coherence with the physical environment that it is used in. In 

further relation to customer expectations, there is a possibility for value creation if the UX design in 

Scan & Betal is intuitive which is a focus area for Coop (Appendix 5.3, Simon Færch l: 304 - 329). It is 

assumed that the design will be perceived as intuitive by customers if they are able to find a specific 

product in the physical store, scan it with the application and get all the information they need entirely 

by guidelines available in the physical store and the application, without causing unnecessary effort or 

support from employees or other social and human interactions. Based on the participant observations 

and supported by Coop (Appendix 3.1, User Journey), the ease in the scanning of QR codes and product 

barcodes are a combination of functionality in the application and the physical store layout. In the focus 

group interview concern about the correlation between physical elements and the application, as 

respondents doubted whether they would be able to scan QR barcodes faster than an employee in the 

cash register (Appendix 5.4., Nina l: 978-979; Nina l: 1236-1237; Finn l. 1251). Creative spaces are in 

close relation to innovation, but what separates the concepts according to Kent (2007) is that creativity 

is an individual and independent process, innovation is related to networked and collective activity or 

processes. Innovation will be put in further perspective to Scan & Betal in the discussion section. 

6.3.2. Technological Elements 

The technological elements are, as mentioned, the direct interactions customers have with the 

technology. The technological interactions are a constant channel throughout the entire Scan & Betal 

experience, which therefore contains several touchpoints. Scan & Betal puts technology in a position of 

a tool used in everyday life that supermarket shopping is taking part in and technology is thereby a core 

component of touchpoints used in daily routines and transactions related to supermarket experiences. 

This makes the Technology Acceptance Model relevant for the technological elements, which states that 

perceived usefulness influences the customer's attitude, behaviour and most important, intention to use a 

particular technology. Whether customers will use technology depends on their beliefs related to the 

usefulness of the technology (Davis, 1989). Scan & Betal must be perceived useful in order to convince 

customers that it will perform according to expectations and make their supermarket experience better 

than the conventional experience without technology. Thus Scan & Betal may be advantageous, but the 

essential factor is whether the customers are perceiving it as advantageous and believe that the use will 

be a positive experience, before even using it. Perceived usefulness is often proved to be a stronger 
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influence than actual usefulness (Davis, 1989). This means that customers will accept Scan & Betal as 

technology, if they think that the functions it provides will increase their satisfaction, for example, by 

fulfilling the need of saving time, as indicated by the questionnaire data. If the confidence towards the 

usefulness is strong, the customers are likely to use Scan & Betal even if they will experience some 

difficulty related to the ease of use. 

The knowledge and understanding customers have according to whether technology will strengthen 

their self-efficacy in supermarket shopping are affecting their adoption of innovation and the perceived 

usefulness of a technology (Davis, 1989). Based on this, the cognitive state of customers mind will 

affect their use and behaviour towards Scan & Betal and result in usefulness as a determinant of their 

user behaviour. Data conducted from section 2B in the questionnaire indicates the respondents' 

expectations in the use of their phone during supermarket experiences. The majority of respondents 

agrees to be using their phone and applications in many daily life situations, as 46% strongly agree to 

the question and 30% agree, only 6% disagree/ strongly disagree. Hence, it is concluded that customers 

in general show interest in the use of technology within their smartphones in order to obtain self-

efficacy in everyday life situations. This is further supported by 39% of respondents who agree /strongly 

agree to the question of whether they would use their phone in supermarket shopping, where 19% 

disagree/ strongly disagree. The rest who answered neither or is considered a group who it might be 

possible to convince by perceived usefulness, created as cognitive knowledge in their minds. Cognitive 

processes are part of evaluating whether a specific technology will be perceived as useful. Cognitive 

processes result in knowledge by learning, and the perceived usefulness is influenced by how relevant 

the technology is in solving the customer's task and by the quality of value outputs the customer obtains 

(Venkatesh & Davis, 2000). The focus group interview resulted in three respondents who were 

convinced that Scan & Betal would be more efficient and thereby useful for them (Appendix 5.4., 

Christina l: 1316; Annette l: 1319). One respondent had already experienced Scan & Betal in reality 

(Appendix 5.4, Alekander l: 1326-1330;.Two respondents did not perceive Scan & Betal as useful 

(Appendix 5.4, Amalie l: 1341; Finn l: 1342-1343). The last respondent was not convinced due to the 

current perception of ease in use (Appendix 5.4, Nina l: 1313). Ease of use as a variable determinant to 

technology acceptance will be analysed further in the following section. For Scan & Betal to be 

accepted and used by customers, the customers should be encouraged cognitively by informing them 

about the value output related to how Scan & Betal is capable of performing their task of supermarket 

shopping in a better way and thereby be relevant. In order for Coop to meet the customer expectations, 

sharing information about the value output and relevance is necessary in order for the customers to gain 

knowledge that will create a perception of Scan & Betal as useful. If the advantages of Scan & Betal is 
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not communicated in a clear way, the customers are less likely to understand how useful the technology 

will be for them (Venkatesh & Davis, 2000). The focus group respondents were asked whether they 

would be discouraged from using mobile self-scanning because of anxiety towards possible failures. All 

respondents disagreed which supports that customers are willing to cope with difficulties in ease of use 

if they perceive the technology as usefulness in performance and that usefulness is the primary 

influencer on acceptance to use while ease of use is secondary (Davis, 1989). 

Although usefulness is primary and ease of use secondary in order for customers to accept technology, 

perceived usefulness and perceived ease of use are mutually correlated. Perceived ease of use is a 

cognitive determinant of perceived usefulness which means that perceived usefulness is influenced by 

ease-of-use (Venkatesh & Davis, 2000). The easier Scan & Betal is to use, the more useful it will be for 

the customers. 

6.3.3. Process Elements 

The process elements include all actions that the customer goes through in order to achieve an outcome 

from a supermarket shopping experience. Process elements in digital environments are the way 

customers navigate a technological platform (Stein & Ramaseshan, 2016). The Scan & Betal journey are 

thereby related to touchpoints of waiting time and navigating in the physical store with the use of Scan 

& Betal as a digital channel. Customer evaluations of digital processes are based on ease of use of the 

technology (Stein & Ramaseshan, 2016).  In order to understand the influence of the concept ease of use 

on technology acceptance, it is defined as the degree to which a customer believes that using a 

technological system is without effort. 'Effort' is a resource the customers use in activities where they 

perceive to have a certain degree of response (Davis, 1989). Based on this, an application which is 

perceived to be easier to use is more likely to be accepted by users (Davis, 1989), and Scan & Betal 

must be perceived as free of effort compared to alternatives in order to be used of the customers. 

The collected data indicate that customers expect a shopping situation in a supermarket to be performed 

fast, in order to bring a positive perception of the service and thereby of the customer experience 

(Appendix 5.4, Annette l: 771; Christina l: 726). Furthermore, data from the questionnaire section 2B 

show that 45% of the respondents are interested in saving time on supermarket shopping, which 

indicates that customers would find a faster shopping experience desirable and a technology able to 

provide this will be free of effort. The less effort a technology causes, the more using it can increase the 

usefulness (Venkatesh & Davis, 2000), the ease of use in Scan & Betal is thereby affecting the 

perceived usefulness which supports the correlation in between. In the stages before use or early use, the 

customers perceived ease of use is affected by motivation and emotions, which by Venkatesh (2000) is 
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conceptualised as computer playfulness and anxiety. As mentioned, the collected data indicates that 

customers are interested in using technology and smartphones in supermarket shopping situations, 

which is related to motivation. Coop has a possibility to get customers to use Scan & Betal because the 

customers are motivated by a general playful approach towards technology in supermarket experiences. 

Related to computer anxiety, data from section 2B in the questionnaire indicates the customers' 

emotions before or in the early stages of using Scan & Betal, by questioning whether the respondents 

find it easy to use technological systems in their daily life. 35% of the respondents strongly agree to the 

question, 32% agree, and only 6% disagree /strongly disagree. The findings indicate that the customer 

motivation caused by playfulness creates a possibility for Scan & Betal to result in a positive value 

output and that customers emotions influenced by low anxiety are not in high risk of creating possible 

barriers in intentions to use Scan & Betal. Experience moderates the effect of anxiety and then 

customers obtain increased experience with Scan & Betal since customers will get more accurate 

knowledge on the effort needed when using Scan & Betal (Venkatesh & Bala, 2008). The specific 

functionalities within Scan & Betal are more likely to affect perceived ease of use than anxiety since 

anxiety will tend to have even less effect on the perceived ease of use over time. In order to identify 

customer expectations related to ease of use, data from the focus group interview is relevant. The 

respondents are in general not convinced that Scan & Betal is easy to use since they perceive the current 

functionalities as insufficient; 

“Well, from what I have seen of Coop's system, it looks slow, and it looks like the user interface 

is not something I will be able to navigate easily. Like we saw in the video when he [the person 

in the video] scanned the code and scanned the barcodes and things like that. It just seemed like 

the phone had a hard time understanding the codes.” (Appendix 5.4, Nina, l: 1223-1226). 

Other respondents pointed out, that the system needs to be really user friendly in order for them to use 

Scan & Betal in preference of the conventional experience, and their perceptions of the current ease of 

use are not fulfilling their expectations or encouraging intentions to use Scan & Betal (Appendix 5.4, 

Finn l: 1251 ; Nina l: 1281; Amalie l: 1284 - 1291). Waiting time is also a possible barrier for customers 

to use Scan & Betal. The respondents response to the Scan & Betal information video was related to 

mistrust in the functionality, and it was discussed whether the queuing would be relocated from the 

check-out area and spread out over the entire journey so other touchpoints would risk creating more 

waiting time (Appendix 5.4, Nina l: 1619-1620 & 1623-1624; Alekander l: 1625; Christina l: 1631).  

It is possible that the effect of perceived ease of use on behaviour and intention will diminish as the 

customers experience with Scan & Betal increases. However, the effect perceived ease of use has on 



Page 61 of 90 
 

perceived usefulness will increase as customers obtain more direct user experience with Scan & Betal 

(Venkatesh & Bala, 2008). Hence perceived ease of use has a crucial effect on continuous use of Scan & 

Betal, Coop must keep aligning their value propositions to the customer expectations in order to 

influence the perceived ease of use.  

6.3.4. Social Interactions 

Customers have expectations towards the social interactions with employees as well as other customers 

in a supermarket shopping experience. Data collected in section 2B of the questionnaire indicates that 

the majority of respondents do not have strong feelings related to the need for employee interaction 

during their supermarket shopping experience, as 30% answers neither nor. 19% of the respondents 

strongly agree, and 6% agree that employee interactions are needed and essential, which is slightly less 

than the 19% of respondents who disagree and 14% who strongly disagree. Despite the lack of 

importance of employee interactions, the majority (74,1%) prefers to perform their shopping experience 

by the conventional journey and check-out by the employee-operated cash-register (Appendix 2.3). 

When asked if they interact with other during supermarket shopping, only 9,3% of the respondents are 

often interacting with employees, and the majority (57,9%) is only interacting with employees if they 

have a particular need. 24,1% of the respondents prefer not to interact with neither employees nor other 

customers. In the customer experience with Scan & Betal, employee interaction is not a necessity for 

performing the purchase, but interaction might appear, and the expectations towards the employees are 

therefore to some extent relevant for the outcome of the experience. Customers expect employees to 

have a certain amount of knowledge in order to meet customer needs. As identified in section 5.1 the 

expectations differ in the context of the job function that the employee has. As the findings in section 

[number] conclude, the general expectations are concerned with attitude, knowledge and the capability 

of job performance. The customer expectations towards other customers are based on the unavoidable 

presence of other customers. As identified in section 5.1 more of the respondents in the focus group 

interview tend to find other customers annoying and expresses interest in being able to have experienced 

the journey without other customers. This is related to a crowding issue of how other customers 

influence the experience. Both the perceived crowding and the actual customer density in supermarkets 

influence the experience and the satisfaction level, where especially perceived crowding tend to have a 

negative influence (Turley & Milliman, 2000).  The findings in section 5.1.2.4 further state that the 

expectations related to other customers primarily are concerned about behaviour related to social norms. 

Thus, other customers are influencing the Scan & Betal customer experience. Coop must seek to design 

a physical in-store layout where the customer expectations are met. By designing a physical atmosphere, 
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Coop can indirectly influence an experience where customers feel that they can go through the 

touchpoints without being affected by other customers. 

6.4. Technology Acceptance of Scan & Betal 

From the data conducted in the questionnaire, it is evident that there are current barriers which make 

customers hesitate to use Scan & Betal. 12,1% of the 290 respondents know Scan & Betal and have 

used it, 55,2% have no knowledge of the existence. The last 32,8% knows of the existence of Scan & 

Betal but has not used it, which is seen as a relatively high number of respondents to be aware of the 

technology without being engaged and motivated to use it. This indicates that some barriers keep 

customers who are aware of Scan & Betal from using the function, which possibly can be related to the 

acceptance of the technology. 

Scan & Betal has possible value creating factors as well as possible risks of barriers to use, according to 

accepting the technology. The perceived usefulness of Scan & Betal is indicated to be relatively positive 

in the mind of the customers, who are interested in using a technology which is providing relevance and 

performance in supermarket shopping experiences, by reducing time consumption. The correlation 

between the usefulness and ease of use is necessary for Coop to be aware of since the findings indicate 

that positively perceived usefulness is not enough to engage customers to use Scan & Betal. The less 

easy a system is to use, the less useful it will be for the customers (Venkatesh & Davis, 2000). 

Customers motivation and emotions are indicating a positive perception of ease of use, while the 

functionalities and question of user-friendliness are possible of creating barriers caused by the perceived 

ease of use. If Coop should meet the customer expectations, the technological touchpoints with the risk 

of creating barriers in use must be taken into consideration in the value propositions, in order to increase 

the perceived ease of use. The barriers in use are created in the gap between customer expectations and 

Coop's value proposition. Thus, a better understanding of the customer expectations will put Coop in a 

position where they are capable of aligning the value propositions with the expectations and thereby 

influence the creation of a positive customer experience. 
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7. Findings 3 – The Scan & Betal Customer Experience 
7.1. The Original Purpose of ISCX 

Bustamante and Rubio (2017) presented a model proposed to be able to measure in-store customer 

experience. The original idea of the model was that customer experience is a direct result of the 

response to in-store stimuli. Customer experience is created in responses within the four components; 

cognitive, affective, social and physical responses to the stimuli, whereas social, contains direct 

interactions with other customers as well as direct interactions with employees. The model or the ISCX 

scale was aimed to function as a tool in creating shopping environments as experiential value creators 

for the customers. Furthermore, they argue on a theoretical basis that customer experience is a direct 

influencer of customer satisfaction and customer loyalty to a store/brand (Bustamante & Rubio, 2017).  

This analysis is based on section 3 of the questionnaire (Appendix 2.4) where the study was aimed to 

utilise this construction of ISCX scale in order to measure the in-store experience with Scan & Betal. 

When using Scan & Betal, the technology becomes a channel during the in-store journey (section 5.2) 

where interactions between the customers and the Coop store should generate engagement for the 

customer through personal relevance and by creating a memorable experience for the customer. The aim 

for Coop should be to make a mutual connection with the customer by creating or impacting the 

perception of being an active participant of the shopping activity as an active participant of the 

environment (Bustamante & Rubio, 2017). 

7.2. Adapting ISCX to the Scan & Betal Customer Experience 

By implementing the ISCX scale in measuring the customer experience with Scan & Betal, the purpose 

of the study was meant to provide a possibility to analyse the customer’s subjective responses to the in-

store environment according to the customer perceptions and interpretations of stimuli within the above 

mentioned four plus one service components. 

Due to the number of respondents of the specific section in the questionnaire, the data was not fit to 

contribute a valid result, as described in section 4.6.4. While the dataset is not fitted for the ISCX 

model, an estimation of the scale has nonetheless been conducted in order to test whether the 

identification of indications will reflect a further in-depth analysis of the raw data and the individual 

responses. Hence by testing the model with the collected data, the results will be presented in the 

following analysis. Thereby the following analysis will utilise the result in order to provide indications 

rather than to obtain a valid result in the measurement of the customer experience with Scan & Betal. 

The analysis will be conducted as a reflection of the results from the measurement related to the 
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indications of the collected data, in order to investigate whether the measurement will indicate similar 

results as an in-depth analysis of the individual responses and raw data. 

The analysis of the raw data will be completed by looking into individual items and the results thereof. 

By looking at the raw data of the stimuli response of the overall experience, the purpose is to get insight 

in whether the results of the ISCX model and the indications it provides, reflects the results of the 

responses in the raw data. In addition to the analysis of the stimuli factors, this analysis will look into 

satisfaction level versus the expectations to individual touchpoints as well as acceptance level of 

technology in the use of Scan & Betal. The acceptance of technology is seen as more relevant than 

customer loyalty which according to Bustamante and Rubio (2017) is directly affected by the customer 

experience. The higher relevance of technology acceptance is related to the way the technology of Scan 

& Betal is a constant channel throughout the journey and thereby contains several interactions and 

touchpoints in the different phases of the journey. Furthermore, loyalty is less relevant at the current 

usage of Scan & Betal, as a relatively new customer experience which still is in the early stage of 

generating loyalty among customers as users and therefore not currently suitable for testing. 

The following analysis will be based on the customer expectations identified in section 6 of the findings 

and the results from responses in the questionnaire (Appendix 2) concerning satisfaction level and 

technology acceptance. The analysis will look into the specific items in order to gain in-depth insights 

into the weighing of stimuli within the different ISCX components. The two social components 

customer-customer interaction and customer-employee interaction have been separated since the use of 

data with the two components in combination would be an estimation of estimated numbers which 

would make the result less useful in the analysis of the two components as one. The two social 

components are possible to keep separate due to the difference in the form of interactions, as Coop in a 

higher degree is able to influence employees and their direct delivery of service. Other customers can 

affect the customer experience, but Coop are in less control over such interactions and touchpoints 

within customer-customer interactions are therefore harder to influence directly. In order to reduce pain 

points or create value within the social component of customer-customer interactions, it is possible to 

influence the interactions indirectly though focus on the direct influence of other components as 

employee interactions or physical store layout.  Both customer-customer interaction and employee-

customer interaction are related to social components and can be seen as two components related to each 

other, but with separate impact on the overall customer experience due to the difference in related 

touchpoints. 
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7.3. Indications Conducted from the ISCX 

The estimated results of the ISCX scale, based on the conducted survey provides indications of how the 

five service components in correlation influence the customer experience with Scan & Betal. The 

estimations are measured as percentage influence of the components on the overall experience. The 

components cognitive, affective and physical are related to the internal response of the customers 

towards the experiences service stimuli. The social components, customer interaction and employee 

interaction are related to the social interactions between customers and other persons who are involved 

in the in-store experience (Bustamante & Rubio, 2017). In the following section, the indications of the 

ISCX measurement will be related to the raw data results, by looking into the individual questions and 

responses and analyse the relation, similarities and variations in answers. The analysis is structured in 

relation to the experience components of the ISCX scale, and each component will be examined 

separately. 
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7.3.1. The cognitive Component 

The first component concerns the customer's responses to the cognitive experience types. Cognition is 

defined as the results of processes which is converting the customer's interactions into thoughts. The 

way a customer is thinking is involved in interactions with services, including the servicescape, and 

technologies (hereunder SSTs). Stimuli within the cognitive component are creating the possibility to 

make customers reflect, be inspired and provide learning through mental activity (Bustamante & Rubio, 

2017). The cognitive component is relevant for the customer's ability to process information created by 

perception and gained knowledge based on subjectivity. Thus, cognition is relevant for the customer 

experience by creating thoughts of the perceived services which will result in affective reactions 

afterwards (Bustamante & Rubio, 2017). The result of the data measurement with the ISCX scale 

indicates that cognitive stimuli represent the highest weighing of all the components, in the influence of 

the overall customer experience by 22,1%. The answers to questions related to responses of cognitive 

stimuli in the questionnaire section 3 show a positive attitude towards whether Scan & Betal raises 

curiosity and interest among the respondents. 60% of the respondents answered agree or strongly agree 

when asked if the shopping experience with Scan & Betal raised curiosity while a bit less than 10% 

disagreed and no one answered strongly disagree. 52% agreed or strongly agreed that they felt interested 

and only 6% disagreed or strongly disagreed. 54% of respondents answered neither nor to whether Scan 

& Betal gave them ideas and 34% answered disagree or strongly disagreed. These responses indicate 

that customers have interest in Scan & Betal and the type of SST that this provides, which is assumed to 

be effective in attracting users in the first place. Besides the interest, Scan & Betal is not providing ideas 

for the customers, which affect the experience and might obstruct the interest from being ongoing. This 

assumption is caused by the possibility for the curiosity to be fulfilled at the first use and without 

creating new ideas in the customer's mind, the interest might fall. Cognitive stimuli should affect new 

expectations and be memorable in the mind of the customer in order to keep them interested 

(Bustamante & Rubio, 2017). The answers to the other questions show more variance in the responses 

(Appendix 2), with a slight majority of respondents who agree and strongly agrees are count together, in 

the question of whether they find Scan & Betal inspiring (34%) and taught them something new (40%). 

Most of the respondents (37% in both questions) answered neither nor. The cognitive stimuli are 

affecting reactions especially within interest and curiosity, and several questions show similarity in the 

responses, which provides a fit between the indications from the ISCX scale and the in-depth analysis of 

the responses. 



Page 67 of 90 
 

7.3.2. The Affective Component 

The affective component is composed of the customer's feelings, moods and emotions and the responses 

can be more or less intensive negative or positive responses. The customer's emotions are a result of the 

customer's cognitive evaluation, or the evaluation of thoughts emerged in interactions during the phases 

of the journey. The affective component is the customer's state of mind and is vital in value creation 

since the well-being of the customer affects the behaviour and the response to marketing stimuli 

(Bustamante & Rubio, 2017). The affective stimuli in the ISCX scale are 20% and thereby almost as 

high as the cognitive, which indicate a high level of influence on the customer experience with Scan & 

Betal. In general, the respondents tend to disagree/ strongly disagree with the negative emotion 

annoyance (54%). Even though most respondents (57%) disagree/ strongly disagree to feel discomfort 

20% is agreeing which is a relatively high number compared with the 46% agrees and 20% strongly 

agrees to feel satisfaction with the use of Scan & Betal. The same is relevant in the question of 

confusion where 26% answered agree/ strongly agree. These answers indicate that the experience, in 

general, is positive and seems satisfying to the majority of the customers, but for those who experience 

negative emotions, the overall experience is affected profoundly in a negative matter, since one negative 

emotion develops further negativity in the customer's state of mind. The answers to the questions 

mentioned above are variating more than the questions regarding optimism, enthusiasm and surprising 

(Appendix 2) where most of the respondents have answered neither nor (46, 51, 54 and 57%). This 

points out that the use of Scan & Betal for most customers do not cause negative feelings but neither 

extremely positive emotions which creates alignment between the relatively high number of respondents 

who feel satisfied (66%) but the lower number of respondents who agrees to feel definite enthusiasm 

(46%). Thereby the negative emotions are seen to affect the satisfaction level in a higher degree than the 

positive emotions. In conclusion, emotions and the customer's state of mind seem to be profoundly 

influencing the overall experience, especially for individual customers who negatively perceive 

interactions. Thereby the indications fit the responses in the raw data, by stating that affective stimuli 

affect the Scan & Betal customer experience at a relatively high level compared to the other 

components. 

7.3.3. The Social Component 

The social components contain customer-customer interactions and customer-employee interactions, 

and as described earlier, both are defined within the social component but are separated in this analysis 

in order to make a distinction between stimuli and interactions that are in direct control of Coop, and 

interactions where the level of control is considerably lower or indirect. The influence of social 

components to the customer experience is related to the service-dominant logic, where experience 
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created in a specific context by subjective perceptions (Vargo & Lusch, 2004), which makes experience 

a co-creation of interactions between people in the same social context. Physical stores can be seen as a 

social context where customers are able to perceive and interact with different components of the 

service and thereby can engage and take an active part in the service delivery process (Bustamante & 

Rubio, 2017). 

 In the Scan & Betal case, social interactions with others are not a required part of the service delivery or 

a necessary component for the experience to happen. As described in the findings of section 5.1.3., other 

customers can affect the customer experience in a supermarket, just by the presence of other customers. 

This situation is possible in a similar way with the use of Scan & Betal during the customer journey. 

However, the interaction with employees is very different in Scan & Betal compared to conventional 

supermarket shopping, since interaction as mentioned not is necessary and therefore often will occur if 

the customer has unique needs or issues that cannot be fixed by using Scan & Betal as an SST. The 

ISCX scale indicates that social interactions have less influence on the Scan & Betal customer 

experience than the other four components. Customer interactions are the lowest of all with 18,2% and 

employee interaction the second lowest with 19,2% (see Figure 8, p. 59). 

7.3.3.1. Customer Interaction 

The responses in questions regarding customer-customer interactions are in general similar in the 

accession to such interactions, and the pattern is that customers rarely interact with other customers. 

Only 17% (6 individual respondents) of the respondents agrees /strongly agrees in having conversations 

with other customers during supermarket shopping while even less, 14%, are asking other customers for 

advice. When asked if the customers felt like part of a social community in Coop, 51% answered 

disagree/ strongly disagree compared to 17% who agreed or strongly agreed, which leave 31% to 

answer neither nor. This indicates that Scan & Betal customers do not perceive themselves as part of a 

social group. The feeling of belonging to a group is creating a social identity and a relationship between 

the customers, other customers and the brand or store. By placing themselves in social groups, 

customers are able to create strong emotional ties to others in the group, including the brand or store 

(Bustamante & Rubio, 2017). Even though the use of the Coop application and Scan & Betal until 

recently only have been available to Coop members (Appendix 2.2, Simon Færch, l: 362 - 369), it seems 

that Coop has not been successful in creating a social community in the perception of the customers. 

Therefore customer-customer interaction in the context of belonging to a social group is not a reality for 

Scan & Betal customers, who therefore not are creating emotional ties to Coop through social 

components. According to Bustamante and Rubio (2017), customer-customer interactions are defined as 

an exchange of opinions or advice, where customers engage in each other through interaction. 
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Therefore, the indirect influence from other customers which earlier has been identified in the findings 

section 5 and 6, are not included in this definition which further supports the fit between the indication 

of little influence on the Scan & Betal experience. Furthermore, this supports the choice as mentioned 

above of focus at the social components that Coop as a company can influence directly to a higher 

degree. 

7.3.3.2. Employee Interaction 

The definition of customer-employee interactions includes that customers are receiving advice, support 

or are sharing opinions (e.g. satisfaction /dissatisfaction) with employees (Bustamante & Rubio, 2017). 

Therefore, any interaction with an employee should influence the customer experience, whether it is 

based on specific customer needs, small talk, complaints or giving credit. The responses in the section 

with questions concerning employee interactions show variety in the Scan & Betal customers 

communicate with employees. The responses are most similar in the question of whether they interact 

with employees when they experience satisfaction, as 43% agrees, 20% disagrees, and 20% answered 

neither nor. The opposite question, whether the customer shares any dissatisfaction with the employees, 

40% of the responses either disagree or strongly disagree, while 23% agree /strongly agree, which 

leaves 37% answering neither nor. The high number of respondents on the disagreeing part of the scale 

could indicate that customers do not have a particular interest in interacting with employees in general. 

However, these responses are difficult to analyse further, since the customers could react on 

dissatisfaction without being aware, e.g. by choosing another store due to the negative experience that 

led to the dissatisfaction, or by informing others about the dissatisfaction, as negative word-of-mouth in 

the post phase and thereby affecting other customers in their pre-purchase phase. Such reaction is likely 

but not possible to conclude, since such reaction is not directly related to the purchase phase. Responses 

to the other questions indicate that most customers only are interacting with employees if there is a 

particular need, but not else. 54% agrees /strongly agrees on asking customers for help, and 29% 

answered agree/strongly agree to the question concerning interaction without the context of a particular 

need for help or advice, 43% responses are to neither nor and 29% disagree/ strongly disagree.  

The indications from the ISCX can be fitted to this examination of the responses to questions within 

social components to a certain degree. The fit is identified in the weighing of the components, whereas 

customer-customer interaction has less influence than customer-employee interaction since customers 

tend to interact with employees of need and even though it is not the majority, a relatively high number 

of respondents interact with employees without the need, compared to the number of interactions with 

other customers. Even though Coop has low control on customer-customer interactions, it is assumed 

that Coop would be able to gain indirect influence, by reducing pain points or increasing value creation 
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in touchpoints related to other components. This assumption will be further elaborated later on in the 

analysis. 

7.3.4. The Physical Component 

Stimuli within the physical component are related to the customer reactions to the experience in a 

physiological way. Physical responses are reactions concerned well-being, comfort and the opposite. 

The physical responses of customers are affecting their emotions as well as belief or expectations 

towards the physical store and also towards other people in the same environment, that the customer 

interacts with (Bustamante & Rubio, 2017). For Scan & Betal customers, physical responses will be 

emerging from the store atmosphere and thereby the servicescape. The ISCX scale indicates that 

physical stimuli are weighted in the overall customer experience at a similar level as affective 

components, with 20,6%. 

In general, the questions related to physical stimuli all have a high respondent rate in 'neither nor'. It is 

possible that this is caused by how long after the experience the respondents have answered the 

questionnaire, since such physiological reactions are likely to appear during the experience, and not be 

memorable in the mind of the customer, unless they are especially significant or related to other stimuli 

components that influenced the customers thoughts or emotions. Thus, the results can be influenced by 

the timespan between the experience to the recall of the experience when answering the questionnaire. 

None of the questions seems to indicate that the experience, in general, has caused any direct 

discomfort. 17% of the respondents have experienced tension during their Scan & Betal shopping 

experience, and 11% has felt discomfort. Besides those responses, every other question regarding 

physical responses within discomfort has no agreeing/ disagreeing respondents. 3% (one respondent) 

answered strongly disagree to 'feeling comfortable', and 14% disagreed. The rest of the questions refers 

to the reactions; energetic, relaxed and vitality which is not likely to refer to an opposite feeling in 

responses related to disagreeing. 54% answered neither nor to energetic while 17% agreed. 37% felt 

relaxed, and the same number answered neither nor. To vitality, 46% agreed, 40% neither nor and 14% 

disagreed/ strongly disagreed. These responses show that the customers physical reactions do not 

indicate extreme excitement, but neither do the experience result in discomfort for the majority of the 

respondents. The analysis of the physical component fit the indications of the ISCX scale by presenting 

results in the raw data that reflects feelings of comfort and well-being generated from the customer 

experience with Scan & Betal. The data show tendencies of customer responses are affecting the overall 

experience with Scan & Betal but does not truly reflect whether the stimuli have a high influence on the 

affective component or a higher influence than the social components. However, the result indicates that 

customers do feel comfortable and not tension during the experience which supports the affection. 
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The ISCX scale indicates that the five components are close in how the weighing of to what extent 

every single component influences the overall customer experience with Scan & Betal. Though it should 

be stressed that the measurement is not valid due to the unreliability of the numbers, which therefore 

only are indications, it is concluded that the cognitive component is the most important and that the two 

social components have the lowest influence on the customer experience. Interactions with other 

customers seem to have lower influence than interactions with employees, which is supported by the 

conclusions of the previous findings in section 5 and 6. The affective and the physical components are 

close to similar in influence and in between influence level from the cognitive and the social 

components. 

7.4. From Stimuli Components to Touchpoints 

In order to create a memorable experience with value for the customers, Coop should attempt to 

generate stimuli within all of the service components, in order to create personal relevance and engage 

the customers to be and take an active part of the store environment, by interacting with the components 

of service. The purpose of the ISCX is to analyse the physical store environment as a holistic construct, 

which includes the customer's responses to the stimuli and to the social interactions that might occur 

(Bustamante & Rubio, 2017). As concluded in section 5 of the research, the Scan & Betal journey 

contains multiple touchpoints whereas some of them are possible to control in some degree. Therefore, 

Coop have the possibility to influence customer responses. Hence the responses can be influenced 

through touchpoints, as well as the stimuli within the service components also can be influenced. Those 

touchpoints that can be categorised as firmed-owned provides Coop with some control. The higher 

control, the higher influence on responses though providing stimuli to the customer. This supports the 

necessity for Coop to have a customer-centric focus as the stimuli must relate to the subjective 

expectations and perceptions from customers in order to gain an understanding of the customer 

perceptions and expectations that motivates the customer to use Scan & Betal in a Coop store. 

Furthermore, also to obtain responses that affect the satisfaction level positively and thereby also the 

overall customer experience. Based on the importance of a customer-centric perspective and the 

possibility to influence stimuli and response, the analysis will in the following section look into specific 

touchpoints in order to identify where Coop have the strongest possibilities to influence the experience 

and where influence is necessary in order to achieve customer satisfaction. The analysis of the specific 

touchpoints will be structured around the three purchase phases (Section 3.2.2). The touchpoints 

included will be the ones estimated to immediately be able to create the most value or be in risk of 

creating significant pain points. 
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7.4.1. Touchpoints in the Pre-Phase 

Awareness of Scan & Betal as an option of a supermarket shopping experience is crucial in the pre-

phase. The customers must be aware of Scan & Betal in order to gain knowledge of the possibilities and 

in order to be motivated to use it. In relation to this, in-store awareness contains multiple crucial 

touchpoints. 

The physical signs and displays informing that Scan & Betal can be used in the store must be noticeable 

to create awareness, both by the physical placement and the visual design of the signs. Furthermore, the 

signs should provide information about Scan & Betal, e.g. advantages in use and relate to ease of use 

(Section 6). By providing information, Coop creates cognitive stimuli with the sign. The cognitive 

stimuli can be related to the placement of the sign as well as the information the sign is providing.  

It has been observed that the placement of the sign varies from one store to another, some in a more 

favourable place than others. Some of the observations revealed the sign to be covered by products and 

others are placed close to the ceiling (Appendix 3.1) which makes it hard to recognise or hard to scan 

because the QR code is covered. The data collection indicates that most respondents find it easy to 

recognise the sign as 60% has agreed /strongly agreed to this question. However, 37% is disagreeing 

/strongly disagreeing, which is considered a high amount of the respondents, since the signs should be 

placed in or close to the store entrance. This supports the observation of a wide variation in the 

placement of the sign in different stores. Signs placed in the storefront or one of the first areas in the 

store will by placement provide awareness and stimulate interest for Scan & Betal. From observations in 

different stores, Scan & Betal signs are often placed relatively early after entering a store (Appendix 1), 

but an issue can be to motivate customers after they recognised the sign, since the appearance of the sign 

in itself not necessarily are enough to interest or awaken curiosity among customers. As mentioned 

earlier, cognitive stimuli that are able to awaken creativity by generating ideas in the customers' mind, 

are more likely to motivate than only interest and curiosity. Customers need to be convinced to start 

using Scan & Betal instead of following their usual patterns and habits by continuing with a familiar 

shopping experience as the conventional journey. In section 2A of the conducted survey, the 

respondents were asked whether the sign in the store entrance makes them want to use Scan & Betal. All 

the respondents in this section were familiar with Scan & Betal and have used it. 37% responded neither 

nor and 28% disagreed or strongly disagreed (number of respondents are equally divided between the 

two) that the sign in the entrance made them want to use Scan & Betal. Only 9% strongly agreed, and 

26% agreed to be motivated or remembered to use Scan & Betal by the sign. This indicates that the sign, 

as one of the first physical displays of the layout, that the customers meet when entering the store, is not 

very functional either in creating awareness or motivation. Besides the issues of awareness related to the 
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signposting in the entrance area of the store, there have been very few guidance on how to use Scan & 

Betal. When opening the application, the Scan & Betal start-button is placed centred in the bottom 

where it is highly noticeable (Appendix 1). When pressing the button, the QR scanner is opened, and a 

text informs that the customer can click for help. The text is linked to a support site with a written 

description of how to use Scan & Betal. At this time of writing, there are no visual guides to find in the 

application. When using new technology, visual guidance is evident for presenting the ease of use. In 

order to motivate customers, they must have access to learning possibilities where they can gain 

knowledge about the functions of Scan & Betal, which as cognitive stimuli will inform the customer of 

the functions and meet possible negative expectations towards the ease of use (Section 2). By increasing 

cognitive stimuli, the customer responses will engage customers before use and influence a positive 

experience during and after use, by helping the customers to the first use of Scan & Betal. 

7.4.2. Touchpoints in the Purchase Phase 

As described in section 5, the main difference in the touchpoints from the conventional customer 

journey to the journey with Scan & Betal, are found in the purchase phase. Many of the touchpoints in 

this phase are related to the use of the application. Time consumption is identified in section [number] 

as an essential touchpoint due to the high effect on the customer experience. Therefore, this section will 

investigate the touchpoints related to the functionality of the application and how time is consumed 

throughout the phase. 

The purchase phase is starting by the customer finding and scanning the QR code on the physical sign, 

which as described, in most stores are placed in or close to the store entrance. The QR scanner is a 

feature in Scan & Betal, scanning the starting code will register the customer in the store they are to be 

found and then informing them that they are ready to start scanning products. The result of the collected 

data shows high variability in responses in questioning if the sign is easy to scan (Appendix 2.4), as 

23% strongly agree, 31% agree while 23% disagree and 9% strongly disagree. Even though the majority 

of respondents find the QR code easy to scan, the respondents of the opposite opinion are considered 

high as this is the first technological use in the Scan & Betal process and should provide ease in use in 

order to engage the customer to carry on with the journey. The placement of the sign, as mentioned in 

the previous section, are likely to have an important influence on this which indicates that problems 

with scanning the sign not are related to technology as much as to the physical placement. What further 

supports this indication is the responses to the question of whether the barcodes on the products are easy 

to scan, as 91% agrees /strongly agrees while only 3% (one respondent) strongly disagrees. The 

functionality of scanning through the camera function in the phone is concluded to be perceived as 

functional and easy to use by the customers. Another indication that the technology is functioning as 
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intended is found in the question about whether it is easy to use the phone to other things while 

shopping with Scan & Betal. 63% agree /strongly agrees to this, and 14% of the respondents disagree, of 

these only one customer strongly disagree. The data indicates that the final QR code that leads them to 

the payment process is, in general, more conveniently placed than the starting code, as 57% responses 

are agreeing/ strongly agreeing and only 14% disagree /strongly disagree, which leaves the rest (29%) 

answers neither nor. Even though the respondents satisfied with scanning the final code are close to the 

satisfaction scanning the starting code (54%), the difference is found in the low number of unsatisfied 

respondents in scanning the final code. In addition to the technological functions in Scan & Betal, it was 

pointed out in the focus group interview that it definitely is an advantage to be able to see the prices on 

the products when scanning them, as an alternative to check the receipt in the conventional journey 

(Appendix 4.4, Annette l: 1535-1538; Amalie l: 1545-1550; Nina l: 1549). To ability to see prices in the 

during phase is eliminating a possible pain point, in pricing failures that not are recognised and solved 

until after the payment process. Scan & Betal is generating positive result according to payment, as this 

is the question with the most positive result. 66% strongly agree that the payment methods to choose 

from are satisfying, 29% agrees, and the rest answered neither nor (6%). The payment methods provided 

by Scan & Betal is fulfilling the customer expectations and create value in the experience by being 

useful (Section 6). 

In contrast to the satisfaction with the options of payment, another option seems to be missing in Scan & 

Betal. When the QR starting code has been scanned, and the journey started, it is not possible to activate 

personal offerings in the application and thereby not possible for the customers to check and benefit 

from these offers in the purchase phase. If the customer wishes to activate and use a personal offer, it is 

necessary to stop the journey, activate the offer and then rescan the first QR code to start all over 

(Appendix 1). This is considered an issue and creator of a pain point based on the responses in section 

2A of the questionnaire (Appendix 2.2), where 71,4% of the Scan & Betal users claim to use the 

personal offer-function in the application. Situations, where the customers are checking their offers 

during the shopping experience, is very likely to occur often, as it is only possible to activate a limited 

number of offers. Furthermore, the different offers are accessible in different Coop stores, which might 

only make them relevant for the customer to choose when they are shopping in a specific store.Based on 

the responses of the questionnaire, the technology and functions within Scan & Betal are generally 

satisfying and performing as intended, without creating unnecessary effort or frustration from the 

customers. To support this, the responses from the question related to the general ease in use are 

relevant by 66% agreeing/ strongly agreeing and only 11% disagreeing and less than 3% (one 

respondent) strongly disagreeing. Thus, the responses lead to the conclusion that Scan & Betal provides 
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a functional technology which is useful and easy in use. The most substantial negative influence or 

trouble in use seems to be related to the physical signs rather than the technology. Another theory on the 

difficulty scanning the QR code is identified by Coop, as the bright lights in the stores which can cause 

reflections in the laminated signs (Appendix 5.3, Simon Færch, l: 483). 

As identified in section 5, waiting time and queuing are possible creators of pain point throughout the 

customer journey. By using Scan & Betal, the customers are given the opportunity to save time by 

avoiding queuing by the cash register. Section 2B in the questionnaire (Appendix 2.3) the 290 

respondents are asked whether they want to save time on grocery shopping. The data shows that time is 

essential and that the majority of customers (45%) agreed/ strongly agreed to the question, 31% 

answered neither nor and only 12% of the respondents are not interested in saving time. In section 2A 

the users of Scan & Betal are generally of the perception that using the technology is timesaving for 

them, as 34% strongly agrees and 31% agrees where only 17% disagree/ strongly disagree (a total of six 

customers). As described earlier, there can be a difference between the customers' perception of the time 

spent and the actual time spent. Despite this factor, the importance of creating value for the customer is 

whether they perceive the time consumption as reduced when using Scan & Betal because the subjective 

and perceived experience is what affects the satisfaction level. Based on this data, Scan & Betal does 

seem timesaving for the customers, although it must be taking into consideration that the eliminated 

queuing by the cash register will be rearranged. If customers are experiencing problems in scanning the 

QR codes, it is possible that their attempts will create some waiting time for other customers in front of 

the sign with the QR code. The same could happen when scanning the barcode of a product causes 

problems. This is just some of more possible examples on how queuing can be rearranged in the store, 

and small ques can appear throughout the journey, which also is identified as a concern in the focus 

group interview (Appendix 5.4, Nina l: 1619-1620, 1623-24, Alexander l: 1625). If the customers are 

not cognitively aware of the small queues, the perceived time consumption might still be lower with 

Scan & Betal than if queuing by the cash register in a conventional journey. This indicates that if Coop 

are able to avoid small queues, e.g. by improving the placement of the signs, the perceived time 

consumption will create value for the customer. In order to control the stimuli according to time and 

small ques around the store, a possibility is also to keep the customers entertained throughout the Scan 

& Betal journey, for example by the games or competitions in the application. But if Coop does not 

control this possible pain point of small queues around the store, it might cause a more significant pain 

point than waiting time and queuing by the cash register, since such ques and waiting time would be 

unexpected for the customer and thereby evident in creating affective responses, like annoyance, and 

thereby dissatisfaction (Section 5). 
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7.4.3. Touchpoints in the Post-Phase 

The post-purchase phase in the Scan & Betal journey has a low amount of touchpoints that differs from 

the conventional journey (Section 5.1).When the payment process has been completed, and the customer 

is ready to leave the store, the functions in the application are a central part of new touchpoints. Seeing 

and saving the receipt in the application is a valuable touchpoint for the customers (Appendix 5.4, 

Annette l: 1531-1534). However, another touchpoint is a possible pain point in the post phase, the 

random control. The random control can be argued to take part in the purchase phase, but the customer 

will probably perceive the in-store part of the journey as finished as soon as the payment process is 

completed, and on that basis is the random control identified in the post phase. Pain points in the post 

phase are, as in the pre-purchase phase, likely to affect the experience negatively in a higher degree than 

pain points in the purchase phase (Section 1). In the questionnaire (section 2A), the respondents are 

asked whether they find it okay to be selected for the random control, as 69% agrees/ strongly agrees. 

Thereby, the use of random control does not indicate to be a pain point in theory. Despite this, the 

responses in the question of whether the employee is performing the control in a professional manner, 

shows more variance in the perceptions. 26% of respondents agree /strongly agrees that the control is 

professionally performed and 23% disagrees which leaves the majority (51%) to answer neither nor. The 

random control test is performed on every 15th Scan & Betal customer, which can result in the 

possibility that only a few of the respondents have tried to be selected for a random control test. It is 

assumed that the 'neither nor' respondents have not experienced a random control. In comparing the 

respondents with the satisfied and the unsatisfied according to their answer, it is only a small majority 

who perceive the control as professionally performed. A negative experience with the random control 

was identified in the focus group interview, by the only respondent who had tried Scan & Betal; 

“Not when I went there [Fakta]. We were selected in the random control. Moreover, this 

employee, he did not know what it was all about. So, the employee looked like an even bigger 

question mark than we did. So then we were like standing there, looking like idiots, in the middle 

of all those people…" (Aleksander, l: 1322 - 1324). 

Already when the green screen for random control appears and the respondent locates an employee as 

requested on the screen, the experience is confusing. The respondent continues; 

“…then they must like, look into your bag to see if what is inside looks right in relation to what 

you bought. But it was more like, we just stood there, and now we were selected for this random 

control. But she [the employee] had no idea  what we were talking about, so she had to call a 

supervisor, who did not know anything either and then a third person came, who was then able 
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to help us, and she quickly looked in the bag and was like 'well, that looks fine'. It just seemed so 

irrelevant” (Aleksander l: 1326-1329). 

This experience is not only confusing but described as irrelevant and thereby it has caused the customer 

unnecessary effort and annoyance. The situation is not optimal for the employee as well, if the random 

control test demands three different employees, stores as Fakta are profoundly affected since there often 

only will be two employees at work outside the busiest hours (Appendix 4.3, Simon Færch l: 545- 551). 

This situation, and related pain point, are mainly caused by the lack of knowledge among the 

employees, which indicates that they have not been educated well enough in how to perform the random 

control. The pain point increases because the situations occur in the post-purchase phase, when the 

customer perceive the journey as completed and further by the social interaction with the employee. The 

interaction is not fulfilling the customer expectations since the employees are not considered helpful or 

capable of offering the service and support they are supposed and expected to. Thus, the lack of 

professional performance and unexpected waiting time in the post-purchase phase, and in relation to the 

random control are currently an active creator of pain points. 

7.5. Value Output 

Section 3 in the conducted questionnaire (Appendix 2.4) is indicating a generally high level of 

satisfaction among the respondents in using Scan & Betal. The majority of respondents are showing a 

positive perception of Scan & Betal, and rather few seems to be experiencing annoyance, issues or 

dissatisfaction. This is further supported by the online observations (Appendix 1). In the following 

section will be analysed where the exact value output is identified for Coop as well as for the customers, 

in order to clarify which touchpoints are co-creators of value and where pain points appear. The above 

analyse of stimuli responses are confirming a general correlation within the different components and 

their separate levels of influence on the overall customer experience. It is evident that the satisfaction is 

created within the touchpoints emphasised in the analysis and that customer acceptance of using the 

technology is influencing the customer experience. In order to aim for a positive customer experience, 

Coop's value proposition should be aligned with the customer expectations (Section 6) to an extent 

where customer acceptance is obtained (Osterwalder et al., 2014). Customer acceptance of the value 

propositions is necessary in order for value co-creation to arise from the customer experience. 

In the pre-purchase phase, the physical store layout and atmospheric stimuli within the servicescape are 

crucial factors of value co-creation as well as having high risk in the appearance of pain points. 

Furthermore, the creation of awareness has an effect on the value for customers as well as for Coop. 

Awareness can create value for Coop by resulting in more new users as well as more loyal users of Scan 
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& Betal. Awareness created by visual marketing will bring value for customers by influencing the 

interest level and encourage creative responses to cognitive stimuli. The cognitive stimuli create 

knowledge through learning, by informing of the ease of use, which motivates the customers to use Scan 

& Betal and results in satisfaction with the experience and thereby value is co-created. During the 

purchase phase, technology ease of use is influencing the customer experience. The scanning of QR 

codes and product barcodes is creating value as the technology makes this use of Scan & Betal easy. 

Furthermore, the technology within the payment process is conclusively creating value for the customer, 

and personal offers are at risk of being a pain point. Time consumption is also relevant to the creation of 

value. The findings show that customers perceive their time consumption as lower with Scan & Betal 

and if Coop are able to avoid small ques to appear around the store, queuing will not be result in a pain 

point. In the post-purchase phase, a value output for the customers is identified in having the receipt in 

the application on the phone. A current pain point is identified in the process of random control test. The 

random control process is creating a paint point for Coop as well, by placing the employees in an 

unpleasant situation where insecurity in their job performance appears, as they are not able to provide 

the expected service to the customers. There is a common factor to the pain points identified which is 

the gap between the customer expectations and the perception of the actual experience. This gap 

obstructs the value co-creation, which stress the need for Coop's value proposition to be aligned with 

customer expectations. A crucial value output for Coop in both the pre-purchase, purchase and post-

purchase phases is related to resources. It is possible to decrease the time employees spend at the cash 

register and instead allocate more service employees to help customers on the floor or to keep the store 

running with fewer employees working at the same time. Further, it can be an option to use the 

resources on the education of employees to be more qualified and specialised in specific areas.   

The data shows that customers, in general, are interested in actively using their phone to in-store 

supermarket shopping. Of the respondents of section 2B in the questionnaire (Appendix 2.3) 39% 

answered agree/ strongly agree to be interested in using their phone in supermarket shopping 

experiences, and only 19% is not interested at all. The last 30% responded 'neither nor', and it is 

assumed that it might be possible to convince this group of respondents to agree, by providing a mobile 

self-scanning technology that both is useful and easy to use.Conclusively the analysis finds that 

customers perceive the technology of Scan & Betal as easy to use whereas the usefulness of the 

technology can be questioned according to the low awareness and identified pain points. The acceptance 

of Scan & Betal as a technology used in a self-service experience is relatively high, but the number of 

new users, as well as loyal users, are low. The most significant value creation point is the ease of use, 
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but customers are obstructed to use Scan & Betal already before they get the journey started, due to the 

low awareness and identified pain points, especially in the pre-purchase phase. 

8. Discussion 

The following section will discuss elements which have not been included as a central component of the 

findings, though still might be of relevance to the study. The topics of discussion will include both 

findings in the data and perspectives to other cases of self-service. 

As described throughout the study, Coop are first movers on the identified type of self-service function 

in the Danish market. The position as first movers automatically allows for a possible competitive 

advantage, if the presented solution is applicable to the customers' expectations and is perceived easy to 

use. In order for the competitive advantage to be maintained, it requires constant evolvement of the 

solution as well as establishing the brand's position in the market. The awareness of the solution creates 

a brand association and thus relate directly to the equity of the brand, hence when customers think of the 

specific self-service type, the level of awareness will determine whether Coop will come across as the 

associated brand. Thus when competitors present their version of mobile self-scanning, it is essential for 

Coop to have created the brand the brand association in order to maintain the competitive advantage and 

market position of being the first mover. While the findings showed that the technological solution 

Coop implemented for Scan & Betal is considered functional, the question is whether or not Coop will 

be or are able to create awareness and obtain the attractive brand associating. 

Another discussion point is whether or not the association might be tempered by the name of the 

function. At the beginning of the research, the name of the mobile self-scanning was 'Bip & Betal'. It 

has since then changed to 'Scan & Betal', based on the argument that all scanning functions are using 

QR code scanning, thus using the same function to start or complete transaction (Appendix 4.3, Simon 

Færch l: 380). While the functionality of gathering the three different scanning opportunities under the 

same name and button, makes sense and reduce confusion in the app layout, it does not clarify the 

multifunctionality. Customers might be aware of Scan & Betal but only knows of the payment option 

that it offers. Hence, creating awareness about the mobile self-scanning can be complicated by the 

multifunctionality related to the name.  

Scan & Betal has as mentioned only been enrolled in Fakta at this point and is yet to be implemented in 

other Coop owned chain stores. A question is whether the customer behaviour in relation to the function 

would have been different, had the store not been Fakta, but one of the other chains that Coop owns. 

One thing is that the different chains tend to have slightly different customer segments, another thing is 
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the general store layouts varies between the chains, and thus the atmospheric stimuli could have created 

a different result as well.  

When looking at self-service development from a global perspective, it is evident that innovative 

solutions are being implemented in different variations and at different innovation levels (Matthews & 

Brueggeman, 2015). In the United States of America, some of the most innovative in-store solutions are 

being invented, such as Amazon Go and Standard Cognition (Amazon.com (n.d.); Standard Cognition, 

2019). These solutions eliminate several interaction points and pain points that occurs in a conventional 

shopping experience, as the only thing a customer has to do is scan in, pick up the needed groceries and 

walk out. Another example of an innovative solution in Denmark is the mobile payment option 

Mobilepay. The idea of transferring money based on a mobile phone number and a swipe replaced the 

traditional way of transferring money from a webpage where you would have to log-in with NemID, fill 

out the account information on the receiver and then confirm through a two-step process. Hence, this 

solution also eliminates several interaction points from the alternative and thus make it a smart solution 

- the question is, whether the innovation level of Scan & Betal makes it smart enough?  

While the findings of the study, identified that some of the pain points in the conventional shopping 

experience were eliminated, it was also identified potential new pain points in customer experience with 

Scan & Betal might occur. Hence, the difference and value creation might not differ as much from a 

conventional shopping experience, compared to the other innovative solutions mentioned. It can thus be 

questioned whether the customers find the solution smart enough to use. 

8.1. Managerial Implications 

From the findings of this study, some managerial implications have occurred. This section will present 

some practical suggestions of how processes and functions in Scan & Betal possibly could be improved. 

8.1.1. Including and Educating Employees 

A crucial pain point which affects the customer experience negatively is if the random control not is 

performed fast and without unnecessary effort for the customer. The findings indicate that the in-store 

employees have shown confusion and low confidence in how to perform the control. The confusion and 

lack of confidence from the employees indicate that the education of the random control process has 

been limited or not fulfilled adequately.It is suggested that Coop increases the focus and effort in 

educating employees in the exact process of the random control as well as all other functions and 

common failures or customer questions related to the use of Scan & Betal. 
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This suggesting is essential due to how the employees can affect the customer experience. Scan & Betal 

customers tend to only interact with employees in situations where the customer has a particular need 

for help which means that the random control often will be the only social interaction influencing the 

customer experience and therefore crucial. Furthermore, a confusing and poorly performed random 

control will result in waiting time and inconvenience for the customer in the post-purchase phase, where 

the affection on the experience tend to be more sensitive. 

The employees are not only relevant according to customer interaction and the Scan & Betal processes. 

The in-store employees are experiencing the customers' use of Scan & Betal on a daily basis. Thus, 

employees have hands-on knowledge and insights in the when and which specific functions that 

influence the customer reactions and thereby their satisfaction level. Therefore, it is assumed that 

employees are able to contribute with knowledge and insight on how to continuously improve Scan & 

Betal and use employees in evaluation and development could create value for Coop. It must be noted 

that this study does not have full insight into how or if employees currently are used in such evaluations. 

As seen in customer experience, employees will by obtaining knowledge and information be stimulated 

cognitively. Hence the interest in a successful Scan & Betal and successful customer experiences will be 

created in the mind of the employees, which supports both suggestions.  

8.1.2. Placement of Physical Signs 

The following suggestion is based on the findings related to the physical in-store layout. Especially the 

placement of signs or displays in the stores has indicated to be in high risk of creating pain points. The 

placement of the signs is firstly recommended to be similar in all stores. It is known that the placement 

does have regulations, but this seems to be of low importance or control due to the experienced 

variations in the observed stores. The placement of signs should take part in creating awareness and 

create motivation for the customers to use Scan & Betal. The signs should therefore always have a 

remarkable placement in the storefront and by the check-out area. Further, it would be of advantage to 

place more QR start-codes inside the store to create awareness in the purchase phase and eliminate that a 

customer must take the way back through the store, to start the Scan & Betal journey. This is currently 

the case in some stores, but not all.  

Another suggestion related to awareness creation is the visual guidance. At this writing, the how-to 

guide in the application is describing Scan & Betal in text. Videos or pictures would increase the 

customer understanding of the ease in use. In general, customers will tend to be more attracted by visual 

information like pictures and videos which thereby create a higher level of awareness. Based on that 
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establishment, it is recommended to use visualisation in all how-to guides as well as in marketing in 

general.    

8.1.3. Community 

Another suggestion is to engage and motivate customers to be a part of innovating the right solution for 

them by creating an online community for feedback and suggestions. This option emphasis the customer 

focus and invite the customers to be an even more significant part of the co-creation of value process. 

Since the customers themselves are partly the service providers in the case, as it is self-service, they are 

also the experts on what works, what does not work and how it could be better in their opinion. The 

social media sites for the local stores tend to invite the customers to share their opinion, however, 

expanding the community by inviting the overall Coop audience, would also automatically increase 

awareness of the Scan & Betal function and engage motivation. The open platform might also result in 

innovative suggestions or development suggestions that is unbiased by Coop. The community could be 

facilitated through the app and award the customer for providing their input for the experience by 

awarding the customer with collect-points or similar. The award for feedback would further motivate the 

customers to try out the solutions and embark on a longer customer journey with Scan & Betal.  

There is a general theme in the managerial implications suggested related to awareness. This is due to 

the fact that the findings of the analysis suggest that a lot of people does not seem to know that the 

mobile self-scanning solutions exist. While some of the suggestions mentioned above have a possible 

indirect result of creating awareness, some of the more direct solutions are to utilise a marketing mix 

such as televisions commercials or banners to name a few. The earlier in the process that the awareness 

is created, the stronger associating effect will be created.  

8.2. Limitations 

This study used the two sources "Measuring Customer Experience in Physical Retail Environments" by 

Bustamante & Rubio (2017), and "Understanding Customer Experience Throughout the Customer 

Journey" by Lemon & Verhoef (2016) frequently throughout the research, and thus the study can have 

obtained some biases from these sources. Furthermore, the study has had some general limitations in 

regards to the literature, due to the limited amount of written material written on the subject of self-

service technologies and the experience thereof. Hence, the study has been dependent on primary data, 

the raw collected data, to conclude upon. As the data have not been peer-reviewed, the reliability is 

estranged.  

Furthermore, the study experienced limited amounts of methods in the literature, in regards to the 

measurement of customer experience. The chosen method included the needed aspects of customer 
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experience and thus seemed more fit than others, but did not fit the dataset as it requires a larger dataset. 

The limitations on options of measurement have limited the options of the study to conduct a proper 

investigation on customer experience components. 

The main limitation of the study is the limited amount of respondents in the questionnaire who had tried 

Scan & Betal. Thus, the implications of customer experience had limited data to draw upon, and the 

result is deemed less reliable. The number of respondents who had tried the self-service function is a 

reflection of the overall number of users, which is approximately 5000 on a national level. The overall 

amount of users has also made it difficult to increase the collected data. If the function been enrolled in 

other stores than Fakta, the number of users might have higher. Furthermore, if there had been other 

version of the mobile self-scanning function in the Danish market, the study would have had a more 

significant opportunity to observe and collect data in regards to customer preferences. On the basis of 

preferences, it would have been easier to identify pain points and value creation interactions. 

Furthermore, the function of Scan & Betal is continuously evolving, and thus the research experienced 

changes in the function during the writing process, which limits the relevance of some findings. In 

conclusion, it is evident that the study has met limitations due to the self-service technology short 

amount of time in the Danish retail industry.  
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9. Conclusion 

From the analysis of the data, the study results in findings which concludes that when implementing 

Scan & Betal as an alternative to conventional supermarket shopping experiences, the customer journey 

is changed. New touchpoints appear, and existing touchpoints are transformed. Scan & Betal is creating 

a different journey during the purchase phase and thereby a different experience for the customers, who 

also become responsible for more activities during the interactions, as they are scanning all products 

themselves. This answers the first sub-question of which interactions are evident in the Scan & Betal 

journey, compared to a conventional supermarket experience. 

Customers have certain expectations for their conventional supermarket shopping journey, which also 

will be present in experiences with Scan & Betal. Furthermore, new expectations are appearing, as use 

of technology is incorporated in the experience with Scan & Betal. Customer expectations towards 

waiting time and queuing will be of high importance. It can be concluded that the expectations towards 

the physical in-store design and environment are of more importance than expectations towards the 

atmospheric elements related to the digital channel in the Scan & Betal journey. The findings indicate 

that the expectations are concerned about the correlation between the physical and digital elements, 

rather than the digital elements alone. 

Furthermore, the findings show that customers, in general, are willing to use technology in daily life 

situations and indicate that using their phone is not an immediate barrier for them either. Thus, if 

customers should use Scan & Betal, they must perceive it to be useful for them. Scan & Betal must 

provide an opportunity to make the supermarket shopping experience better in the mind of the 

customers.  

Customers also have expectations towards social interactions, more specifically to the interactions with 

other customers and employees. The expectations towards employees are primarily concerned about 

whether the employees are performing professionally. In general, it can be concluded from the findings, 

that customers have a low interest in employee interactions unless they have a particular need for 

support.Conclusively the expectations towards Scan & Betal as a specific SST type is concerned with 

the correlation between the physical in-store design and the use of Scan & Betal as a digital channel 

throughout the journey. In order to answer the second sub-question of the customer expectations, the 

expectations are that Scan & Betal should be useful and without effort in use, if the customers should 

accept and use the SST instead of alternatives. 

The results of the data analysis found that a relatively high amount of customers with knowledge of the 

existence of Scan & Betal, have not used it. Customers are indicated to be willing to accept the 
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technology, but there are gaps in between the customer expectations and the value proposition, 

especially related to the correlation between physical in-store layout and Scan & Betal as a digital 

channel. There are indications of barriers towards the use of Scan & Betal as well as it can be concluded 

that the creation of awareness has not succeeded in engaging customer usage of Scan & Betal. The 

customers are not convinced of the ease of use, which decreases the usefulness of the technology. In 

order to answer the third sub-question, the customer experience with Scan & Betal are perceived to be 

able to result in customer satisfaction, but the research finds that the primary obstruction of value 

creation lies within the low awareness.  

10. Future Research 

Future research related to this study will be relevant in the field of addressing the relationship between 

customer experience and use of SSTs in retail shopping further. In order to develop and confirm the 

understanding of the customer experience with Scan & Betal as a specific SST, measurement of the 

ISCX scale with a larger number of respondents. More respondents on perceived experience will be 

necessary in order to make final and reliable conclusions on how the customer experience with Scan & 

Betal are resulting in satisfaction and perceived ease of use.  

Another field of interest in relation to this study is to conduct a research with a focus on employer 

perspective of the Scan & Betal experience. Since the employees also are using new technology in a 

working situation, technology acceptance is relevant to their perception of usefulness in job 

performance and influences the motivation and satisfaction level. In order to investigate the employer 

perspective, the Service-Profit Chain by Heskett et al. (2008) would be relevant in analysing how 

employee satisfaction is influencing customer satisfaction and thereby co-creation of value for 

customers as well as for the company. As SSTs are increasingly are becoming a part of retail shopping 

situations, more research within the field of how it affects and influences customer experience is 

relevant. Furthermore, research in the field of customer experience in shopping situations where mobile 

phones and smartphone applications are used as part of interactions and touchpoints during the journey, 

are relevant in other shopping situations and retail industries than a supermarket, in order to investigate 

the influence on customer behaviour and experience marketing.  
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