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Abstract 
 
Introduction – The digital native generation, millennials, is the first generation to grow up 
with technology close at hand. For them the mobile phone is an integrated part of their lives, 
which has an impact on how they as consumers interact with the retail environment. In many 
ways the mobile phone can be a distraction for them in store, but in some ways, it can also be 
a help for them, especially in high involvement purchases. Retailers has up until now found 
the mobile phone to be a problem since it can make the consumers ignore the retail landscape. 
However, since the prominent role the mobile phone has in the consumers life, there need to 
be a switch in focus, and retailers needs to utilise it, both for their own and the consumers 
benefit.  
 
Purpose and methodology - The aim of this study was therefore to get a deeper 
understanding of how retailers can find value in mobile phone use for the millennial consumer 
in high involvement purchases. In addition, it aimed to make theoretical contributions to 
consumer value creation, by incorporating the mobile phone usage into the retail 
environment.  
 
The study was done using a qualitative multiple research method in a single case study on 
IKEA. 47 millennials respondents were asked to perform three tasks in the kitchen department 
while wearing eye tracking glasses to record their actions. Thereafter, a complementary semi-
structured interview was performed, and the data was later analysed using thematic analysis.   
 
Result and conclusion – The results show that the millennial consumers use their mobile 
phone to help them navigate the store, find information, but most importantly to take photos 
for information and inspirational purposes. However, even though many consumers found the 
mobile phone as a valuable tool, in high involvement purchases personalised service is still 
highly valued. Finally, the result indicated the servicescape needs to be adapted with clearer 
and more relevant information as well as signs to create interactions with the consumer and 
the mobile phones such as QR codes. Theoretically, this study both supports the results from 
previous studies as well as contributes with new insights to the theoretical field of value in 
service.  
 
 
 
Keywords: Mobile Phone, Mobile Phone Use, Value-In-Use, Servicescape, IKEA, Eye 
Tracking, S-D Logic, Co-Creation. 
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Sammanfattning 
 
Introduktion – Millennials, är den första generation som har växt med teknologi nära till 
hands. För dem har mobilen fått bli en integrerad del av deras liv, vilket har påverkat hur dem 
som konsumenter interagerar med en butik och dess miljö. På många sätt har mobilen blivit 
en distraktion för dem när de är i butiken, men på vissa sätt så kan den också vara en hjälp för 
dem, speciellt i komplexa köp. Detaljhandlare har däremot fram tills nu sett mobilen som ett 
problem då den leder till att konsumenten ignorerar det som finns i butiken, men eftersom 
mobilen har betydande roll i konsumenternas liv bör de istället byta fokus. De måste istället 
hitta sätt att dra nytta av mobilanvändningen, både för deras egen fördel och för 
konsumenternas.  
 
Syfte och metod – Studiens syfte var därmed att få en djupare förståelse för hur 
detaljhandlare kan hitta värde i mobilanvändandet för millennials i komplexa köp. Vidare, 
syftade den till att kunna ge teoretiska bidrag kring konsumentens värdeskapande, genom att 
sammanfläta mobilanvändandet med butiksmiljön.  
 
Studien gjordes som en kvalitativ fallstudie på IKEA genom användningen av två metoder. 47 
respondenter tillfrågades att göra tre uppgifter på köksavdelning medans de bar eye tracking 
glasögon som filmade vad de gjorde. Efter det, fick de göra en komplimenterande semi-
strukturerad intervju, och alla data analyserades sedan med hjälp av en tematisk analys.  
 
Resultat och slutsatser – Resultatet visar att millennials använder sin mobil för att hjälpa 
dem navigera sig i butiken, hitta information, och viktigast, för att ta foton på information och 
inspiration. Däremot, även ifall konsumenten ser mobilen som ett värdefullt verktyg, visar 
också resultatet att trots det fortfarande är viktigt med personlig service i komplexa köp. Till 
sist, finns det också indikationer på att serviceerbjudande i butiken måste anpassas för att 
återge mer tydlig och relevant information, samt att skyltarna behöver skapa interaktioner 
mellan konsumenterna och mobilen, till exempel genom användningen av QR-koder. 
Teoretiskt, bidrar denna studie både genom att ge ytterligare stöd till tidigare studier och 
genom att bidra med nya insikter kring värdeskapande i serviceerbjudandet.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Nyckelord: Mobilanvändning, Mobiltelefon, Värde i användning, Serviceerbjudande, IKEA, 
Eye Tracking, Servicelogik, Värdeskapande, Butiksmiljö. 
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1 Introduction 
 
The digital landscape has in many regards changed the way we live and interact with each 
other (Bellini & Aiolfi 2017). The development of the mobile phone has especially made an 
impact on consumers’ daily life, as they now can stay connected wherever they are and can 
interact with people all over the world (Grewal, Roggeveen, Runyan, Nordfält & Vazquez 
Lira 2017; Bellini, Cardinali & Aiolfi 2018). In the Swedish population, mobile phone usage 
has become a widespread phenomenon, as much as 99% of the population owns a mobile 
phone and 90% use it with an internet connection (Internetstiftelsen 2019). These digital and 
technological developments have impacted retailers to rethink their offerings for their 
customers (Hultman, Johansson, Wispeler & Wolf 2017).   
 
As the mobile phone has been integrated into the life of the consumer, it has therefore affected 
how the consumers act in the retail landscape. The change can be seen in many aspects such 
as how the consumers approach the retail environment, move through the space and socialise 
with people within and outside the landscape (Fuentes, Bäckström & Svingstedt 2017). 
Today, the retail environment is not only a place where the consumer performs their shopping 
tasks, but it has also become a place where they can take care of personal matters such as 
sending emails, taking phone calls, listen to music, play games and much more (Bellini & 
Aiolfi 2017; Fuentes, Bäckström & Svingstedt 2017; Grewal, Ahlbom, Beitelspacher, Noble 
& Nordfält 2018). Additionally, the mobile phone can also be a useful help for the consumer 
in the purchase decision process while in store (Bellini & Aiolfi 2017).  
 
However, even though the mobile phone has become a helpful tool for the consumers, 
retailers see this as a challenging development, since the attention that was earlier directed 
towards the retail environment is now instead directed towards the consumers’ mobile phones. 
Extensive research has been done within this area and the results show that the mobile phone 
is a distraction (Bellini, Cardinali & Aiolfi 2018; Grewal et al. 2018; Sciandra, Inman & 
Stephen 2019). Consumers do not have the cognitive capabilities of both keeping full 
attention to what is happening in their mobile phone as well as finding their way in the store 
(Grewal et al. 2018), and it does so happen that the consumers in these cases spend more 
attention to their mobile phone instead (Grewal et al. 2018; Inman, Winer & Ferraro 2009; 
Sciandra, Inman & Stephen 2019). For example, this leads to the consumers being unfocused 
in the store, ignore the help from staff, move differently than what is inscribed in the store 
layout and pay less attention to the products (Fuentes, Bäcklund & Svingstedt 2019). Besides, 
the mobile phone can make the consumer forget to purchase things they planned for, only 
because they were concentrating on their mobile phone instead (Bellini, Cardinali & Aiolfi 
2018). 
 
Despite the distraction the phone can bring, other studies show positive aspects of mobile 
phone use. For example, in a study on Swedish grocery consumers, Grewal et al. (2018) 
demonstrated that the mobile phone made the consumer pay less attention in store, however it 
also made them spend more time in store, pay more attention to shelf information and change 
their path through the store. This resulted in the consumer seeing more of the store and lead to 
an overall increase in the total amount of purchases. Furthermore, the mobile phone can be 
used as a tool to guide the consumer throughout the store. With the mobile phone in hand, the 
consumers can access more information about the products, create shopping lists, compare 
prices, check if the product is in stock, access coupons and read reviews (Fuentes, Bäckström 
& Svingstedt 2017). Overall the mobile phone has enabled consumers to be more in control 
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while shopping and has given them the opportunity to construct their own shopping 
experience (Svingstedt, Bäckström & Fuentes 2018).  
 
It is therefore impossible to hide from the fact that it is now a natural part of the in store 
environment. Retailers need to find value in consumers using their mobile phones in store 
instead of seeing the mobile phone use as challenging (Bellini & Aiolfi 2017; Bellini, 
Cardinali & Aiolfi 2018; Fuentes, Bäckström & Svingstedt 2019; Grewal et al. 2018; 
Mosquera, Juaneda-Ayensa, Olarte-Pascual & Pelegrín-Borondo 2018a). This is especially 
important as the new generation, millennials, have started entering the marketplace. 
Millennials, who are born between the years of 1980 and 2000, are called the first digital 
native generation. This means that they are the first generation to have grown up with 
technology close at hand and does therefore see the mobile phone as a self-evident part of 
their lives (Palfrey & Gasser 2008). Since the millennial generation is so familiar to using 
technology, they do not see any obstacles for utilizing it in the store (Mosquera et.al 2018a). 
This can also be seen in Grewal et al. (2018) study, which showed that consumers who are 
under the age of 32 are better at keeping attention in store while using their mobile phone 
since they are better at multitasking. How millennials are interacting with the mobile phone in 
store is however an unexplored subject, but with their capabilities as a digital generation this 
study will further investigate their way through the digital landscape in a retail setting.  
 
The mobile phone can be an additional help for high involvement purchases (Bellini & Aiolfi 
2017). High involvement purchases follows a more rational process up to the point of 
purchase, requiring more planning, time and effort spent by the consumer (Santandreu & 
Shurden 2017). For these types of purchases the mobile phone can help to keep track of what 
the consumer were planning to purchase and enables them to do product information searches 
in store. This helps them to find the most appealing product and possibly making them more 
satisfied with their purchase (Bellini, Cardinali & Aiolfi 2018). Bellini and Aiolfi (2017) even 
suggest retailers should encourage their customers to use mobile phones and to find ways to 
make it easier for them, especially regarding planned purchases.  
 
It is clear that the mobile phone has a large impact on the consumers' shopping habits. Today 
more and more consumers are using multiple channels while shopping and find it natural to 
work seamlessly through the different channels (Mosquera et al. 2018a). Retailers have had a 
hard time embracing this development and in many cases see it as a distraction for consumers 
in store. Previous studies have paid much attention to the distracting aspect of the mobile 
phone and compare the consumers different cognitive capabilities of managing this extra 
aspect of their shopping experience (Bellini, Cardinali & Aiolfi 2018; Grewal et.al 2018; 
Selin Atalay, Onur Bodur & Bressoud 2017). However, many researchers have concluded that 
even though it as a distraction, retailers need to accommodate to the mobile phone use and 
find ways of utilising it, both for their own and the consumers benefit (Fuentes, Bäckström & 
Svingstedt 2017; Grewal et al. 2018; Mosquera et al. 2018a). This study will therefore 
investigate how this can be done, by studying how consumers find value in using their mobile 
phone in store and through that find ways for retailers to enhance this value by better adapting 
the servicescape to accommodate the consumers’ needs. Some research has been done 
comparing the non-millennial and millennial different characteristics in how they use their 
mobile phone in store (Grewal et al. 2018; Mosquera et al. 2018a), but no deeper examination 
has been given to outline how the first digital generation uses their mobile phone in store and 
how they find the value in using it.  
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Therefore, the purpose of this study will be to get a deeper understanding of how to transform 
this distraction into a valuable bridge that connects the retailer and the millennial consumer in 
high involvement purchases. Further, it aims to contribute to the theoretical field in how 
retailers can create value for the consumer by incorporating the mobile phone usage into the 
servicescape. This study will therefore answer the following research questions;  
 
How do millennials use their mobile phone in high involvement purchase decisions in store?  
 
How can the retail environment be adapted to the mobile phone usage in order to give a more 
valuable experience for the consumer?  
 

1.1 Case presentation 
 
This study will be performed as a qualitative case study on one single company, IKEA, in 
cooperation with Inter IKEA Systems and the University of Borås, with the help of Swedish 
Institute for Innovative Retailing (SIIR). IKEA is one of the world's largest home furniture 
retailer, last year reaching EUR 41.3 billion in retail sales. In the beginning of 2020 they had 
433 IKEA stores and were present on 50 e-commerce markets worldwide (IKEA 2020a). 
Their success factor has been their ability to create a one of a kind retail experience for the 
consumers; the original blue-box warehouses, easy to carry home flat packages and 
reasonably priced furniture have made the company close to the consumers’ hearts. However, 
even though IKEA have been a strong player in the marketplace for decades, they still have 
their challenges. As time goes by new ways of consumerism occur and IKEA need to adapt 
their concept both regarding where they are located and how they use their digital channels 
(Hultman et al. 2017). The vision IKEA have read as follows, “to create a better everyday life 
for the many people” (IKEA 2020b).  
 
With this vision as a foundation, IKEA has lately started looking for ways to reform their 
strategies to be there for the many people in a better way. Hultman et al. (2017) examined 
IKEA´s development of new store concepts, where IKEA wants to locate themselves closer to 
the city centres to make it easier for all consumers to reach them. IKEA aim to become a 
leading multichannel retailer, but there is a need for more investigation of how IKEA can 
transform and implement technical solutions in their single format store setup. Therefore, 
IKEA is a suitable case for this study, as it can both contribute to the theoretical field in how 
retailers can incorporate the mobile usage into the retail environment and give IKEA 
managerial suggestions on how to better structure their retail environment to make it easier 
for their customer to work seamlessly between the channels. Further, this study will 
investigate how IKEA can adjust to the new digital landscape of retail and how to be there for 
the many people in a better way, as their vision say. The study will be conducted in three of 
IKEA’s stores in Sweden and will be carried out through eye tracking technology and 
complementing interviews with IKEA’s millennial consumers.  
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2 Theoretical framework 
 
This study aims to investigate two things. First how IKEA’s millennial customers interact 
with their mobile phone while in the kitchen department, carrying out a number of tasks to 
simulate parts of a real shopping journey. Second how the store’s servicescape could be 
adapted to create a more valuable experience for the customer. To successfully meet the 
study’s purpose and answer the research questions a theoretical framework of previous 
research is outlined. 
 
First, previous research about mobile phone usage in store will be outlined in order to get a 
clear view of consumers mobile phone habits in retail environments. Since the study will be 
made in a high involvement purchase situation, previous research about high involvement 
purchases and the mobile phone’s role in these kinds of purchases is examined. Together, 
these two parts aim to answer the first research question. Further, the concept of value will be 
introduced in relation to the view that value is embedded in the transaction of service and is 
determined by the beneficiary, i.e. the consumer. To successfully be able to connect the 
empirical findings to the abstract concept and to draw relevant theoretical conclusions, value 
is then outlined with a focus on value-in-use in mobile phone usage and where and how value 
between retailers and consumers is co-created. Lastly, to allow for future theoretical 
contributions and to assist in answering the second research question, previous research about 
the retail environment in the form of servicescape will be outlined.  
 
 
Figure 1 below illustrates the disposition of the theoretical framework and how the different 
parts will help answer the research questions and purpose of this study.  
 

 
Figure 1: Disposition of the theoretical framework in relation to the study´s aim and research questions. 
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2.1 Mobile phone usage in store 
 
To successfully be able to determine how IKEA’s millennial consumers are using their mobile 
phone in the kitchen department, and what in turn creates value for them, it is necessary to 
first look at previous studies about how the mobile phone is used in store. Bellini, Cardinali 
and Aiolfi (2018) state that understanding how the consumer uses their mobile phone is 
crucial for the further understanding of their behaviour and decision-making processes in the 
store. Mobile phone usage in retail environments has during the last years been more 
extensively researched, and all studies conclude that the mobile phone now is an integrated 
part of the consumers purchase experiences (Bellini & Aiolfi 2017; Bellini, Cardinali & Aiolfi 
2018; Fuentes, Bäckström & Svingstedt 2017; Grewal et al. 2018). Today, consumers are 
shopping from several channels at once instead of one, and therefore expect an effortless 
experience when for example switching between the physical store and the mobile phone 
(Mosquera et al. 2018a). The biggest driving forces for consumers to use their mobile phones 
in store, especially for millennials, is their habit of using it in general, an expectation of the 
mobile phone being able to perform the best help, and lastly, a hedonic feeling (Mosquera, 
Olarte-Pascual, Juaneda Ayensa & Sierra Murillo 2018b).  
 
To be able to describe how consumers use their mobile phone, there are two ways of 
categorising the purpose of why the consumer is using it. The two categories are either to use 
the mobile phone for task related purposes within the store, or non-task related purposes. Task 
related purposes are activities conducted by the consumers to help themselves in the purchase 
situation, for example looking for product information or using a digital shopping list. The 
unrelated task purposes, on the other hand, are activities the consumers do with their mobile 
phone that is not related to the shopping task at hand, e.g. answering text messages, checking 
their email or playing games while they are in the store (Bellini, Cardinali & Aiolfi 2018; 
Sciandra, Inman & Stephen 2019). 
 
Many of the studies pay close attention to the unrelated task purposes and how these are a 
distraction for the consumer in the retail space (Bellini & Aiolfi 2017; Bellini, Cardinali & 
Aiolfi 2018; Grewal et al. 2018; Sciandra, Inman & Stephen 2019). This originates from the 
limitations of the human being’s ability to focus on more than one task at the same time, thus 
the consumers do not have the cognitive capabilities of putting the same amount of attention 
to several tasks, compared to if they had only one task to focus on (Pashler & Johnston 1998). 
In this context, this translates into the consumers’ need to multitask while in store, to both 
complete their shopping but also devote time to their social obligations via their mobile 
phone, which ultimately makes them pay less attention to the store. Sciandra, Inman and 
Stephen (2019) studied how this affected consumers’ purchase decisions and found evidence 
that the mobile phone usage does make the consumer more distracted. This in turn leads them 
to make more hedonic, unplanned purchases and less able to accurately perform their 
shopping trip as they had planned. These results have also been shown in Bellini, Cardinali 
and Aiolfi’s (2018) study as well as in Grewal et al. (2018). Lastly, mobile phone usage has 
made the consumer pay less attention to what happens in the store which makes them less 
affected by the marketing stimuli put in place for them (Bellini & Aiolfi 2017). This makes 
the consumers less prone to follow the inscribed customer journey within the store and 
therefore also spending more time in the store. This can however be a good thing, as the 
consumers diverge from the inscribed course and from their shopping tasks, the more time 
they spend and the more they see of the store, which in result increases their overall spending 
(Grewal et al. 2018).  
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On the other hand, Fuentes, Bäckström and Svingstedt (2017) explain that there is an 
overwhelming presence of marketing stimuli for the consumers within the stores, for example 
in signage, labelling, the layout of the store, brochures, store staff and other marketing 
materials. This has brought the consumer to turn to their mobile phone for help instead and 
use it for more task related purposes. It has also been found that if the consumer has an 
intention to use their mobile phone in store ahead of time, it has a positive effect on their 
purchase intentions (Mosquera et al. 2018b). Fuentes, Bäckström and Svingstedt (2017) found 
that consumers are using their mobile phone for tasks previously performed by the store staff, 
such as looking up product information, checking product reviews and comparing prices to 
other retailers. The consumers even preferred using the mobile phone to find information 
themselves instead of asking the store staff. In addition to this, Grewal et al. (2018) found 
while searching for information in the store, it makes the consumers pay more attention to the 
information on the shelves as they compare the information on their mobile phone. 
Furthermore, Cardinali, Bellini and Aiolfi (2018) concluded that even though the mobile 
phone leads to consumers making less unplanned purchases, this also proves that the mobile 
phone made the consumers more prepared for their shopping trip and therefore were better 
equipped for making the right purchase decisions. 
 
It is clear that there are both negative and positive aspects of consumers’ mobile phone use in 
store. There is however a concurrence between the researchers that retailers need to embrace 
the mobile phone use in brick-and-mortar stores, as there is no hiding from the increased use 
of it, both in the consumer's’ daily life and while shopping (Cardinali, Bellini & Aiolfi 2018; 
Fuentes, Bäckström & Svingstedt 2017; Grewal et al. 2018; Mosquera et al. 2018a; Sciandra, 
Inman & Stephen 2019). Even though it can in some ways be a distraction, it is important to 
find ways of utilising this into something positive, in order to benefit from it instead of losing 
(Bellini & Aiolfi 2017; Grewal et al. 2018; Mosquera et al. 2018a). There are increased 
profits and new sales to gain if mobile phone use is encouraged (Grewal et al. 2018). It is 
however important to remember in this development to meet both the utilitarian and hedonic 
needs of the consumer while using their mobile phone, as these are equally important to them 
(Mosquera et al. 2018a). The previous studies have in many cases seen the possibilities of the 
mobile phone, but little research has been done on how to benefit from them, which this study 
aims to provide deeper insights to. Since the purpose of this study is to obtain an 
understanding of how retailers can utilise the mobile phone usage and deliver greater value 
for the consumers through this in high involvement purchases, the focus for this will be to 
learn more about the task related purposes of the mobile phone use.  
 

2.2 High involvement purchases 
 
This study will investigate mobile phone usage in IKEA’s kitchen department. IKEA’s 
signifying characteristics of the simple and functional grab and go packaging and reasonably 
priced furniture are in some ways not applicable to the kitchen department, as kitchen 
purchase decisions are more difficult and require more time and effort to complete. These 
kinds of purchases that require a high degree of information, time and often a high price are 
called high involvement purchases (Hochstein, Bolander, Goldsmith & Plouffe 2019; 
Santandreu & Shurden 2017). Factors that influence high involvement purchases have been 
studied in car purchases (Hochstein et al. 2019; Nayeem & Casidy 2013), luxury goods (Lin 
2012), and ethical home purchases (Foti & Devine 2019), as well as brand awareness in 
clothing brands (Radder & Huang 2008) but there is a lack of studies incorporating mobile 
phone usage in a high involvement retail setting as this study intends to.  



 

 - 7 - 

 
Santandreu and Shurden (2017) argued that technological innovations such as the internet 
have changed the way that younger consumers, aged 16-28, act when purchasing high 
involvement products, as they now have all the information they need on the go. Their study 
also showed that the respondents valued performance, durability and reliability as the factors 
that played the largest role when making a high involvement purchase. Customer service 
ranked in the middle, while introductory discounts, product support services and warranties 
were ranked the least important.  
 
Even though Santandreu and Shurden’s (2017) study indicated that younger consumers do not 
value customer service and product support services very high, other studies have shown that 
customer service and contact with store staff is important in high involvement and utilitarian 
purchases (Babin, Darden & Griffin 2014; Haas & Kenning; Hochstein et al. 2019). Babin, 
Darden & Griffin (2014) define utilitarian motivators as rational, task related with the goal of 
“getting something”, similar to a kitchen purchase, and Haas and Kenning (2014) noted that 
purchase uncertainty and price are two factors that positively influence a consumer to seek out 
consultation from sales staff. When a consumer feels uncertain about a purchase there is a 
desire to reduce that uncertainty by for example getting information from sales staff. 
Similarly, if the consumer has the intention to purchase a more expensive product, such as a 
kitchen, getting a consultation beforehand might be a requirement. Hochstein et al. (2019) 
argue that similar to Santandreu and Shurden (2017) the available information and online 
purchase options for high involvement products are growing. On the other hand, in line with 
Haas and Kenning (2014), the interaction between a consumer and sales staff is still crucial. 
Retailers need, however, to have an understanding of the consumer’s degree of informedness 
and adapt their influence approach to avoid giving the consumer irrelevant service (Hochstein 
et al. 2019).  
 

2.2.1 Buying Decision Process 
 
When it comes to high involvement purchases, these types of purchases often require more 
time and effort for the consumer to make, and their decision process is more rational than for 
everyday goods (Santandreu & Shurden 2017). This process is called the buying decision 
process and consists of five stages that the consumer goes through to make their decision; 
need recognition, information search, evaluation of alternatives, purchase decision and post-
purchase decision (Ekström, Ottosson & Parment 2017).  
 
During the first stage of the process, need recognition, the consumer simply acknowledges 
that they have a need. This can be done by identifying a need for something that they do not 
possess, or that there is a problem that needs to be solved. During the second stage the 
consumer starts searching for information and finds different options on how to solve it, and 
in the third stage they evaluate the different options and decide on the best alternative. In the 
fourth stage, the consumer makes their decision to buy the product or service they found to be 
the best. The last stage, post-purchase decision, takes place after the purchase has been made. 
For this stage, the consumer experiences the purchased product and is either satisfied or 
dissatisfied with the outcomes (Ekström, Ottosson & Parment 2017).  
 
The buying decision process is not the main focus of this study and the aim is not to 
investigate the model in itself further. However, the decision process will help outline the 
design of the tasks that respondents will undertake in the kitchen department while using the 
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eye tracking device, to make sure that all stages of a high involvement purchase is being 
studied in this research. More detailed explanations of this can be found in 3.2. 
 

2.3 Value 
 
The concept of value has been studied extensively, both in business-to-business relationships 
(Macdonald, Wilson, Martinez & Toosi 2011; Ulaga 2001; Walter, Ritter & Gemünden 2001) 
but also in terms of consumer value (Holbrook 1994; Sheth, Newman & Gross 1991; 
Sweeney & Soutar 2001). However, to be able to assess how mobile phone usage can create a 
valuable experience for the consumer in store, this study will have a focus on service, value-
in-use and co-creation, which will be further explained in this part of the chapter.  
 

2.3.1 S-D Logic & Value-In-Use 
 
Over the past decades there has been a change in the way value is perceived, from the 
traditional focus on goods where the value lies embedded in the product itself, to a new focus 
where the value is created by the service that is taking place between two parties (Vargo & 
Lusch 2004). This could be exemplified in the way mobile phones has changed the way we 
live (Grewal et al. 2017), the value is not in the physical item but in the way it is used, for 
example by looking up the location of a product while in store to save time. This service-
dominant logic (S-D logic) main focus are continuous processes, where the company aims to 
make stronger, better fitted value propositions to their customers than their competitors, thus 
gaining competitive advantage. As the S-D logic is consumer driven companies must be more 
than just customer oriented, they also need to collaborate and learn from their customers as 
well as to adapt to their needs, as the value in S-D logic is determined by and created in 
collaboration with the customers (Vargo & Lusch 2004). This essentially means that 
companies can make value propositions, but the value does not become real until it is tested 
by the customers, and the traditional exchange value is replaced by value-in-use which can 
only be determined by the beneficiary (Nilsson & Ballantyne 2014).  
 
 
According to Grönroos and Voima (2013) value creation is the customer’s creation of value-
in-use, while co-creation comes from the interaction between the consumer and the service 
provider. The S-D logic approaches value creation similar to co-creation “in that it 
emphasizes a process that includes actions by both the service provider and customer (and 
possibly other actors)” (Grönroos & Voima 2013). As previously mentioned, value creation 
involves a process that benefits the consumer, meaning the user should become better off 
(Grönroos 2008; Nordin & Kowalkowski 2011; Vargo, Maglio & Akaka 2008). Further, 
value-in-use is based on co-agency between an object and the user (Holbrook 1994), it is 
created from a person’s experience of using a service or good (Gummerus & Pihlblad 2011) 
and accumulates over time through the experience of using the service (Grönroos 2011). 
Value-in-use can therefore not exist before it is created in the usage process, which in turn 
cannot be assessed before it is used (Grönroos & Voima 2013). Who controls this value 
creation has been debated. Some researchers say it is the provider (Miller, Hope, Eisenstat, 
Nathaniel & Galbraith 2002; Sawhney, Wolcott & Arroniz 2006; Strandvik, Holmlund & 
Edvardsson 2012; Woodruff 1997). However, Heinonen, Strandvik, Mickelsson, Edvardsson, 
Sundström and Andersson (2010) argue that both the traditional goods-dominant (G-D) logic 
and S-D logic are provider dominant, and a customer perspective might be necessary. Instead 
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of trying to engage customers in co-creation activities, the company should instead focus on 
involvement in the customers’ lives. Drawing on this, Grönroos and Voima (2013) argue that 
value-in-use suggests that the customer, the user, is the value creator and not just the assessor 
or determinator of value. Value creation therefore becomes an ongoing process, emphasising 
the customer’s experiences, logic and ability to derive value out of the products, services or 
other resources that are being used (Grönroos & Voima 2013). The customer thus does not 
assess sellers, products and services individually but instead consider how well the products 
and services, current or future, fit together as a package (Strandvik et al. 2012). This 
interrelationship of products and services, as well as product and service bundling affect the 
consumer perception of value-in-use (Grönroos & Voima 2013).  
 

2.3.2 Value Creation Sphere 
 
To illustrate the relationship between the customer and the provider, and how value-in-use is 
created and assessed Grönroos and Voima (2013) developed the value creation sphere. The 
three spheres elaborate on the service providers’ and customers’ role in each of them and can 
be used for analysing the customers’ value creation, the providers’ value assistance and co-
creation opportunities. 
 

 
 
Figure 2: Value creation spheres, adapted from Grönroos and Voima (2013) 
 
In the provider sphere the company produces resources and processes for the customers to use 
(Grönroos & Voima 2013). The company is in charge of these processes, and the role of the 
company is to be a value facilitator (Grönroos 2011). These activities by the company result 
in potential value, which later can be turned into real value (value-in-use) by the customers 
(Grönroos & Voima 2013).  
 
The joint sphere is where the co-creation of value is made possible, and is made up of direct 
interactions between the company and the customer (Grönroos & Voima 2013). If there is no 
direct interaction, value co-creation is not possible (Grönroos 2011). In this sphere the 
customer is in charge of the value creation, and the company’s engagement with the customer 
may have a negative, positive or neutral influence on the value creation, through for example 
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bad or good customer service in store (Grönroos & Voima 2013). The quality of the 
interactions is therefore crucial (Fyrberg & Jüriado 2009). It is also important for the company 
to understand how the customer creates value when not directly interacting with the company 
through resources, processes and the outcomes of previous interactions, resulting in the 
company being a co-creator of value instead of a facilitator. Lastly, the joint sphere is 
dynamic and can be expanded by the company by creating more direct interactions with their 
customers, for example by inviting them to be a part of the design process. Similarly, the 
sphere can also be shrunk if less direct interactions take place (Grönroos & Voima 2013).  
 
Finally, in the customer sphere no direct interactions between the customer and the company 
take place, but the customer is still in charge of the value creation independently of the 
provider. For example, the customer may look at the company’s website or catalogue, but the 
company has no influence on the value creation more than the output of previous processes, 
such as making the catalogue or designing the website (Grönroos & Voima 201). Therefore, 
Grönroos and Voima (2013) also define this sphere as the experiental sphere, where the value-
in-use is not created by direct interactions but instead through the customer’s collected 
experiences with the company in social, physical, mental, temporal, and/or spatial contexts.  
This model will later be used as a guide for analysing how mobile phone usage can create a 
valuable experience for the customer, examine where and how interaction is promoted and 
executed in store and lastly to identify areas in the servicescape where real value can be 
created through interactions. 
 

2.3.3 Value-in-use in mobile phone usage 
 
Value according to the S-D logic is not within the physical good, in this case a mobile phone, 
but in the actual usage of it (Vargo & Lusch 2004). However, what kind of value-in-use that is 
created by mobile phone usage is still relatively unknown, especially in a retail setting. 
Gummerus and Pihlström (2011) studied the relationship between value-in-use and contextual 
factors in consumers’ positive experience of mobile phone services, such as information 
search, location services, games and mobile payments. Their findings resulted in a framework 
presenting that contextual elements create conditional value, which consecutively strengthens 
in-use value perceptions, where the in-use value elements consisted of emotional, esteem, 
monetary, convenience and performance value. Also basing their study on general mobile 
phone usage, Bruns and Jacob (2014) found that the most prominent value categories were 
convenience, flexibility/independence, hedonic, need for information/knowledge 
enhancement, personal self-fulfilment, productivity, professionalism/need for achievement, 
self-expression, and finally, social status. Judged by these studies, consumers find that general 
mobile phone usage create value by solving problems, saving them time and allow them to 
express themselves, and since value-in-use of mobile phone usage in a retail environment is 
unexplored, this study aims to fill that gap. 
 

2.4 Servicescape 
 
Customers using a mobile phone in store pay less attention to the shopping environment, such 
as marketing material, information or the customer loop (Bellini & Aiolfi 2017; Fuentes, 
Bäckström & Svingstedt 2017). This leads to the second question this study aims to answer; 
how can IKEA adapt their kitchen department in terms of signs, artefacts and technical 
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innovations to create a shopping experience in which a mobile phone using consumer finds 
value?  
 
To answer this question a deeper understanding of the physical environment in a store, and 
how it can impact the consumers’ service experience is needed. To explain how the physical 
and constructed space within a service environment affects consumers Bitner (1992) created a 
framework, servicescape, where the environmental dimensions (ambient conditions, spatial 
layout, and signs, symbols and artefacts, as well as social interactions) are outlined and 
analysed. Bitner (1992) also claimed that the servicescape is “a visual metaphor for the 
company’s service offering” which suggests the potential usage and the quality of the service. 
Each customer is entering the physical space with a goal or purpose, and the dimensions of 
the servicescape can either aid or hinder the ability to carry out these activities. Therefore, the 
servicescape can have an impact on the consumers’ degree of success in accomplishing their 
goals, and overall service experience. The first step in designing the servicescape is thus to 
identify consumer behaviours, as well as the strategic goals the company hopes to meet 
through the physical environment (Bitner 1992).  
 
However, more recently researchers have identified a need for the servicescape framework to 
be adapted to the new shopping environments. Ballantyne and Nilsson (2017) argue for an 
adaptation of the traditional servicescape for digital services, and propose that consumers are 
no longer passive recipients, but active participants in the digital servicescape. Fuentes, 
Bäckström and Svingstedt (2017) share this perspective and claim that the model is based on 
the assumption that the servicescape is influencing the consumers, leading to certain 
responses, when in reality consumers now ignore the servicescape to a greater degree due to 
using their mobile phone. Furthermore, Roy, Singh, Hope, Nguyen and Harrigan (2019) argue 
that the servicescape framework is relevant in smart services, i.e. services that combine both 
physical and digital services, however that an adaption from Bitner (1992) is still needed, thus 
proposing the concept of smart servicescape. The concept is based on Kang, Kwon, Kim and 
Parkers (2017) smart servicescape framework in the healthcare sector, which incorporates 
new dimensions previously unidentified in Bitners (1992) traditional servicescape framework; 
a smart device, datascape, connected scape and design aspects (Kang et al. 2017) but instead 
Roy et al. (2019) have a retail focus. Smart servicescape is not only conceptualised to consist 
of direct and indirect interactions between consumers and the service company, but also 
between smart devices and other elements in the service environment. 
 
As this study investigates the interactions between consumers and their mobile phone as well 
as the company, the smart servicescape adaption of Bitner’s (1992) servicescape by Kang et 
al. (2017) and Roy et al. (2019) is fitting since it includes a smart device, in this case the 
mobile phone. However, as this is the only digital device taken into consideration in this study 
it can be argued that the smart servicescape framework has a too strong technological focus. 
This study will therefore instead have a focus on one part of Bitner’s (1992) physical 
dimensions, signs, with the added smart servicescape dimension of technological artefacts.  
 

2.4.1 Signs and technological artefacts 
 

Since this study has a focus on mobile phone use in the IKEA stores, how consumers look for 
information and how IKEA can adapt their stores to meet customers’ needs, this part of 
Bitner’s (1992) framework needs further exploration. Signs are explicit communicators that 



 

 - 12 - 

can be used for labels, information, directions and communicating rules of behaviour. They 
can therefore be a tool to communicate firm image, provide information and guide consumers 
through their tasks (Bitner 1992). For a store such as IKEA, where customers are expected to 
carry out many of the tasks themselves, clear signs that guide the customer may be especially 
important. One type of signage consumers can interact with through their mobile phone is a 
QR code, where the consumer scans the code and is taken to the company’s website or is 
given other information (Tanner, McCarthy & O’Reilly 2019) and similar technologies such 
as barcodes and RFID can be used to enhance consumers’ shopping experience if they find 
the content relevant (Venkatesh, Aloysius, Hoele & Burton 2017). However, studies have also 
shown that knowledge and experience of QR codes amongst consumers are low (Sundström, 
Radon & Wallström 2015; Tanner, McCarthy & O’Reilly 2019), with younger consumers 
being less interested in using them (Sundström, Radon & Wallström 2015).  

 
Artefacts are things that have been constructed by humans and are interpreted when taken out 
of its natural context (Ekström, Ottosson & Parment 2017), thus technology such as mobile 
phones are considered artefacts. The increased usage of mobile phones in consumers’ daily 
lives has led to changes in their shopping patterns and navigations in retail environments, due 
to applications that assist shoppers with their tasks such as barcode scanning, product 
recognition, price comparisons and digital coupons (Spaid & Flint 2014). From a company 
point of view, technological artefacts can help companies gain competitive advantages by 
offering service that is customised to the consumers’ needs (Bitner, Brown & Meuter 2000). 
More recently, Willems, Smolders, Brengman, Luyten and Schöning (2017) classified 
innovative retail technologies in terms of path-to-purchase, and perhaps more relevant to this 
study, in terms of the value it creates from a consumer point of view. The value types that in 
store technology created were cost/effort reduction, such as saving the consumer time or 
money, utilitarian benefits like enabling the consumer to compare prices or get personalised 
offers, and hedonic/symbolic benefits where the consumer could be inspired, educated or the 
technology might have aesthetic or social value. 
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3 Methodology 
 
The purpose of this study is to understand how and why millennials use their mobile phone in 
retail environments, and how this setting can be changed to make the mobile phone usage a 
valuable part of their purchase experience. In order to get a deeper understanding of the 
phenomenon the study is designed as a case study on IKEA, where respondents were asked to 
perform a number of tasks while wearing eye tracking technology, with complementary 
interviews in the kitchen departments of three IKEA stores. Denscombe (2016) describes case 
studies suitable when the purpose of the research is to get a deeper understanding, due to the 
fact that it is only possible to get a shallow understanding while studying several cases 
compared to putting time and effort into learning the underlying causes for one case. Further, 
this study has multiple research methods within the qualitative research field, both a 
qualitative analysis approach to the eye tracking recordings as well as semi-structured 
interviews. Combining different approaches in case studies is most often preferred and 
recommended, since the deep understanding is otherwise hard to obtain if the problem is not 
investigated from more perspectives than one (Bryman & Bell 2015; Denscombe 2016). The 
qualitative research field also opens up for more interpretations and enables the research to 
answer the questions to why things are the way they are (Bryman & Bell 2015). Moving 
forward in this chapter there will be a more in depth description of how the sampling was 
done and a more detailed explanation of how the study was executed.  
 
In line with Bellini & Aiolfi’s (2017) findings on the mobile phone being more advantageous 
for high involvement purchases, the study is chosen to take place in the stores’ kitchen 
departments. Buying a kitchen entails both a variety of products to choose from, as well as a 
variety of products that need to be put together in order to get a fully functioning kitchen, 
which is a process that requires a lot of planning and time from consumers. The mobile phone 
could be used as a tool to it easier for the consumers in this process and provide IKEA with 
valuable insights to how they better can adapt their kitchen department to make it easier for 
the consumer. 
 

3.1 Sample group 
 
The sample group for the study was, as previously mentioned, the IKEA millennial customer, 
i.e. people born between the 1980s and 2000s (Palfrey & Gasser 2008). Most commonly used 
for qualitative research is to use non-probability sampling (Denscombe 2016), which was 
used for this study as well. Within this category of sampling this study used a critical case 
sampling, for which can be used when the sample group is derived from a specific case that is 
intended to be studied and which finds meaning and purpose within the theoretical framework 
that outlines the case study (Bryman & Bell 2015). Furthermore, to protect the respondents’ 
integrity they were kept anonymous in this study, with the exception of age to ensure they 
were part of the relevant sample group, and gender to be able to manage the distribution 
between males and females. The respondents were therefore asked about this information as 
well as being informed about the conditions of the data being saved for analysis.  
 
The study was conducted during eight days in the IKEA stores, three days for each of the 
stores in Gothenburg, Bäckebol and Kållered, and two days in Jönköping. In each store a table 
and roll up was placed at the beginning of the kitchen department to inform the customers that 
a study was taking place. Thereafter, all the customers within our sample group entering the 
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kitchen department were asked to participate in the study. The people who showed interest 
were then asked about their age to make sure that they were within the age span. Some of the 
participants had company while visiting IKEA, in these cases only one of them wore the eye-
tracking device, but they were both given the opportunity to answer during the interview if 
their partner had something to add.  
 
In total, 48 IKEA millennial customers were recruited to participate in the study. However, 
one person did not complete the test, therefore the number of respondents that will be used for 
the study is 47. In addition, due to technical failures two of the eye tracking recordings were 
unusable. These respondents are still part of the study, since extra questions were asked at the 
interview to make up for the loss of video recording. The gender distribution of the 
respondents were 24 women and 23 men, with an average age of 28 years.  
 
During the time when data gathering was taking place the Corona pandemic was escalating 
around Europe and in Sweden, affecting the customer flow in the stores which had an impact 
on the recruitment of respondents for the study. The initial plan was to have three test days in 
all stores, but due to government recommendation the last day in Jönköping had to be 
cancelled, further implicating the number of respondents. However, in qualitative case 
studies, Denscombe (2016) recommends not to have less than 30 respondents. The same goes 
for Warren (2002) who states qualitative studies should not have fewer than 20 to 30 
respondents. In the lights of this, 47 respondents are sufficient for the study and is proven to 
have a large enough number of respondents to be able to draw relevant conclusions about the 
sample group from the results. 
 

3.2 Eye tracking 
 
Eye tracking glasses were used as a device that recorded everything that the respondents saw 
while wearing them. The use of these made it possible to closely observe the respondents 
while they did the tasks in the kitchen department without the need for intervention of the 
researchers monitoring them in person. Tobii Pro 2 Glasses (Tobii Pro 2019) were the eye 
tracking glasses used to make the recordings. These glasses are portable which also made it 
possible for the respondents to wear them while doing the tasks and still be able to move 
around freely in the kitchen department. In addition, conducting the study as a case study, 
examining consumers in real retail environments, raises the ecological validity of the entire 
study (Bryman & Bell 2015). However, there are some restrictions when using eye tracking 
technology, such as even though it is possible to see how the consumers act in the retail 
setting, the recording does not answer the question on why they act the way they do. For this 
reason it is very common to use complementary methods to be able to get these answers 
(Krajina & Mladenovic 2018; Leckner 2012). In this case, semi-structured interviews were 
conducted after the tests in order to get more answers to the reasons behind their actions. 
More information on how these were conducted will be given later in this chapter. 
 
For the eye tracking-test the respondents were given a set of tasks to do in the kitchen 
department while wearing the eye tracking glasses. The tasks were based on the grounds of 
the purpose to the study which is to investigate the millennials use of their mobile phone in 
high involvement purchases, and will be covered briefly in 3.2.1. As previously determined, 
consumers buying high involvement product are more rational in the buying decision process 
and the process is consequently more time consuming (Santandreu & Shurden 2017). Tasks 
were therefore given to the respondent to make it possible to study high involvement purchase 
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behaviour under a more manageable timeframe, and for these reasons parts of the buying 
decision process model were used as a basis in constructing the tasks.  
 

3.2.1 Tasks 
 
The tasks of the studies were primarily created to fulfil the aim of the study, and as the aim 
was to investigate the consumers’ in store behaviours, the last stage of the buying decision 
process was excluded from the tasks since the post-purchase behaviour happens after the visit 
to the store. The assumption was made that the consumer had already recognised a need for 
kitchenware prior to coming to IKEA to look at kitchens, and therefore the first step of the 
process was excluded as well. This left the three remaining stages of the buying decision as 
the basis for the tasks; information search, evaluation of alternatives and purchase decision. 
Further, the tasks were also created based on previous research about mobile phone usage in 
retail environments (Fuentes, Bäckström & Svingstedt 2017) and supermarkets (Bellini, 
Cardinali & Aiolfi 2018; Grewal et al. 2018).  
 
The two first tasks were based on the two first stages of the buying decision process, where 
the participants were first asked to look for inspiration and find a countertop and kitchen 
cabinet door that they liked. Second, when having chosen the two products that they liked, 
they were then asked to find the following information about the products; price, available 
measurements, material information and stock availability (is the product available to 
buy/order in store?). Lastly, in the third task the respondents were asked to act as if they 
would have made a purchase decision and save the product for a future purchase. The task 
sheet that was handed out to the respondents can be found in Appendix I. When the tasks 
were given to the respondents, they were also instructed to act like they normally would do 
during a store visit, and to find information in the way that felt most convenient for them. 
 

3.3 Semi-structured interviews 
 
Once the respondents were finished with the tasks they returned to the starting point for a 
short complementary semi-structured interview. This type of interview works well for this 
format, since the interview should be structured around themes to be followed during all the 
interviews, but enables to ask follow up questions to the respondent if something gets picked 
up when they answer (Bryman & Bell 2015). An interview guide was prepared beforehand to 
make sure that the interview was kept on theme and asked the relevant questions needed in 
connection with the tasks, as suggested by Dalen (2015). The guide started with a short 
introduction to inform the respondents why the study was being made, following with seven 
key questions about the respondents’ experience in doing the tasks, and in what way they 
usually use their mobile phone in this type of purchase situation. The interview guide can be 
found in Appendix II. This interview format also allowed for the possibility to ask follow up 
questions if needed (Dalen 2015), and this was done when the respondents gave an answer 
that needed to be clarified or elaborated.   
 
The interviews lasted between 3-5 minutes, making the total test time around 15 minutes. The 
interviews were recorded, which was later transcribed to facilitate the analysis. Lastly, as a 
thank you to the respondent for participating in the study, they were afterwards given meal 
vouchers valid in the restaurant which were provided by IKEA. 
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3.4 Thematic analysis 
 
After the total data gathering was completed in the IKEA warehouses, the eye tracking videos 
and transcribed interviews were analysed using thematic analysis. Bryman & Bell (2015) 
explains this as the way of finding themes and subthemes in data by thoroughly reading and 
rereading the material. Themes are deducted from the data by searching for repetitions, 
similarities and differences, and theory-related material in the data set (Ryan & Bernard 
2003). The identified themes are in other words commonalities that can be found amongst the 
respondents in the data as well as recurring categories which also can be found in the  
theoretical background (Bryman & Bell 2015).  
 
The analysis was done simultaneously and in combination with both the eye tracking 
recordings and interview transcriptions. In the material repetitions amongst the respondents 
actions and answers were searched for, as well as similarities and differences between them. 
Alongside the data set, the theoretical framework was used as a basis for the themes and 
subthemes that were found in the data, and gave meaning and reasoning to the actions and 
answers from the respondents. To aid the analysis a table was created where keywords, 
descriptions and quotes from the recordings and interviews were added, resulting in four main 
themes. The themes found in the data were (1) mobile phone usage, (2) Customers´ 
perception of signs and artefacts, (3) factors that the consumers found valuable in the in store 
environment in or without relation to the mobile phone and lastly (4) suggestions of 
adaptation to signs and artefacts that could be made in the servicescape to make the 
experience more valuable, again with or without the mobile phone. The table below presents 
the themes that were deducted from the eye tracking recordings. These themes in combination 
with what could be found in the interview will be presented and elaborated on in chapter 4. 
 
Task Measurements Mobile elements 

found 
Physical elements 
found 

Themes found 

1.  Elements used for 
inspiration 

Taking photos 
of the products 

Looking around 
in the display 
kitchens, touching 
and feeling the 
products. 

1.Taking photos, 2. 
feel and touch 
products in real life.  

2.  Elements used for 
service 

Finding 
information 
through the help 
of website and 
app. 

Finding 
information on 
signs, in 
magazines in the 
store and with the 
help from staff. 

1.Mix of mobile and 
physical channels, 2. 
Navigate in the store, 
3. Use the mobile 
phone to find 
information, 4. Ask 
the store staff for help. 

3.  Elements used for 
saving 
information 

Take photos to 
save 
information. 

Save the 
information by 
the help of pen 
and paper. 

1.Most common to 
take photos of the 
signs to save 
information.  

 
Table 1: Analysis table. 
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4 Result 
 
In this chapter the study’s result will be presented in four main parts. First, the mobile phone 
activities found in the recordings and interviews will be described, divided into three parts; 
navigation, information search and photography, followed by a presentation of the 
respondents’ perception of the signs and artefacts in the store. Further, value creation is 
analysed drawing on the value creation spheres (Grönroos & Voima 2013) where the 
perceived value in mobile phone usage, the physical environment and service are outlined, as 
well as how this value is created through interactions. Lastly, based on the previous insights a 
number of suggestions are presented on how IKEA can adapt the physical environment to 
create interactions, and thus value, for their customers. In addition, a discussion about the 
result in relation to previous studies will be conducted, leading up to the conclusion in chapter 
5.  
 

4.1 How IKEA´s millennial customers use their phone 
 
From the eye tracking recordings and interviews it was clear that most respondents used their 
mobile phone in some way in the store. Out of the 47 respondents that participated in the 
study only 10 of them did not use the phone to complete the tasks, however, most of them 
later stated in the interview that they normally use their phone in store in some way. The 
perceived mobile phone use in store differed, some respondents claimed they used their 
mobile phone “all the time”, some were happy in using to a certain extent while other simply 
did not see the point in using it all. By analysing the recordings and the interviews three main 
themes of mobile phone use were found. 
 

4.1.1 To help customers navigate the store 
 
The first theme identified was that respondents used the mobile phone as a tool to guide 
themselves through the store. This was mainly done by using shopping lists, locating products 
or using translation apps to understand signs and information if the respondent was not a 
Swedish speaker.  
 
Some respondents described in the interviews that they often start out by browsing at home, 
and then add the products they are interested in buying to a digital shopping list linked to their 
IKEA account. The shopping list is accessed through the mobile phone, either by going to the 
IKEA website or to the app, once the respondent is in store. This type of mobile phone use 
was also found by Cardinali, Bellini and Aiolfi (2018) to be helpful for the consumer while 
making planned purchases, as it made the consumer more prepared and therefore brought 
them to be better equipped to make the right purchase decision during their shopping trip. The 
shopping list was used as a traditional shopping list to make sure no products were forgotten, 
but perhaps more importantly to help the respondents find the products in store. At IKEA the 
customer either picks up the product from the market hall, where the location is marked more 
general as “houseware” for example, or from the warehouse at the back of the store where the 
location is marked with an aisle and shelf number. Many respondents explained that they used  
the shopping list to help them locate the products.  
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“I have my whole shopping list in the app, you can check where to pick it up. You might not 
even have to go up here [the showroom].” (Female, 28 years old)  
 
Although some respondents explained that they come to the store with a shopping list and use 
it to locate products, it was more common for the respondents to check product location and 
stock availability of products they saw in the shop without first having added it to a shopping 
list. This could also be seen in the recordings, where the respondents used their mobile phone 
to type in the name of the product in front of them, either on the IKEA website, app or in 
Google, and then checking the location and availability at the store they were in. In the 
interviews the respondents also explained that they use the mobile phone to look up if an item 
is in stock and if so what part of the store it is located, or the aisle and shelf of the self pick up 
location.  
 
“I check the stock availability and where to pick it up. The location and what shelf it’s in” 
(Male, 35 years old) 
 

4.1.2 To gather information 
 
Despite the stores’ information signs, many respondents used their mobile phone to look up 
information about the products, mainly through the IKEA website but also in the app. The 
main reason behind this was, according to the interviews, that the right information was either 
hard to find or there were simply too many information signs in the store which made it hard 
to find the right one. However, how quickly the respondents started looking up information on 
their mobile phone varied. In the recordings, some respondents got their mobile phone out 
almost straight away and went to the IKEA website or app to look up the products they had 
found in the store, while others used it as a last resort when they struggled to find the 
information on the signs. The respondents’ perception of the signage in store will be 
elaborated in 4.2.  
 
“It was hard to find the cabinet doors and the countertop so I went on to IKEA’s website and 
looked it up. /.../ I found everything on the website but I think it was a bit odd that there were 
no signs on the countertops.” (Female, 27 years old)  
 
“I was looking for more information about the product or to see what other alternatives there 
are, but mainly more information.” (Male, 30 years old) 
 



 

 - 19 - 

 
 
Figure 3: Respondent searching for information on the IKEA website. 
 
The interviews also revealed that some respondents use the mobile phone to look up 
alternatives in other stores, compare prices and to calculate the total price when they are in the 
store, which also can be seen in the study by Fuentes, Bäckström and Svingstedt (2017). Most 
importantly, for millennials, the possibility to be able to search for information on the go 
while in store, is highly valued (Santandreu & Shurden 2017). 
 
“Now we’ve looked at this bench here and then we also look to buy it at Mio, so you look at 
what’s available at other places” (Male, 23 years old) 
 
“If I can’t find what I’m looking for I usually check and often compare prices with other 
stores” (Male, 23 years old) 
 

4.1.3 To take photos 
 
Lastly, the most prominent use of the mobile phone was using the camera to take photos. This 
was very common among respondents, both in the eye tracking recordings and explained in 
the interviews when asked about how they normally use their mobile phone in the store. In the 
recordings, most respondents who used their mobile phone saved information such as price, 
material and availability by taking photos. In the interviews many respondents explained they 
took photos to remember something for the future and not having to write things down.  
 
“You use the phone when you look at things like these, mainly you take photos and 
sometimes you need to check the stock availability of these products. But most of the time it’s 
just to remember and then you take a picture to have it saved.” (Female, 26 years old) 



 

 - 20 - 

 
“This (paper shopping list) we’re going to lose soon. I don’t know how many notes we’ve 
written and then just “ugh, where is it?”. But if you take a photo or put it in your shopping list 
you know where it is.” (Male, 36 years old) 
 

 
 
Figure 4: Respondent taking a photo of a sign to save information. 
 
A few respondents also mentioned in the interviews that they took pictures of the kitchens to 
show the staff if they had any questions. Lastly, many respondents also described that they 
took pictures of products that inspire them, either to go home and think about it further before 
purchasing it, or to simply keep the picture for the future.  
 
“I don’t do anything with the pictures, it’s more like in the future I’m going to get this 
kitchen.” (Female, 25 years old) 
 
“Like, save the things you see, ‘okay, then I know that this is here, then I will take a picture of 
it so I can move on and look and think about it’.” 
(Female, 20 years old) 
 
“Especially for larger purchases I would take pictures of the kitchen to look at home. But also 
if you are in a store to buy clothes, for example, and you’re not sure I can take a picture and 
think about it at home. I can use that.” (Female, 26 years old) 
 
All the other types of mobile use found in this study have previously been observed in other 
studies (Cardinali, Bellini & Aiolfi 2018; Fuentes, Bäckström & Svingstedt 2017; Grewal et 
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al. 2018), however none of those studies mention the customer taking photos as a common 
activity to do in store. This is especially interesting since it was by far the most prominent 
activity the respondents did, both during the tasks as observed in the recordings but also 
mentioned in the interviews when asked how they usually use their mobile phone in store.  
 

4.2 Customers´ perception of signs and artefacts 
 
From the results of this study both positive and negative perceptions about the signs and 
artefacts display and offerings in the IKEA kitchen department can be shown. Some of the 
respondents did not have any problem finding the information they needed to complete the 
tasks. How these respondents found the information they needed will be explained in 4.2.1. 
However, many of the respondents came by problems in some ways or another, which will be 
further explained under the negative perceptions of signs and artefacts. 
 

4.2.1 Positive perceptions of signs and artefacts 
 
Overall, the first thing that most respondents did to find information in the store was to look at 
the signs that was placed around the kitchen department. More specifically, the small paper 
signs in plastic pockets, which are characteristically linked to IKEA. For some of the 
respondents, this was found to be the most efficient and easy way of finding the information, 
as they described the signs were comprehensible and listed the most important things needed 
to be known about the product. In these cases it can also be seen in the recordings that the 
respondents looked through the signs and then found the sign applicable to their product and 
picked out the information they needed. 
 
In some cases, the respondents could not find all the information on the signs and therefore 
needed to use other sources as complement. These other sources were either to ask the store 
staff, look through the magazines that were found in the kitchen department or to search for 
the information on their mobile phone, either via the app or the website. Some of the 
respondents who did this found no problem doing it this way. Further, the respondents who 
asked for help from the store staff were most often also informed by the staff through the help 
of the magazines, and some of them were even given a printed shopping list of the products 
that they had chosen.  
 
Respondents who used their mobile phone to look for information can be seen in the 
recordings to search for the name of the product and compare the information on the sign, 
retrieving additional information that was not given on there, which also was found in Grewal 
et al. (2018). Their study showed that consumers who used their mobile phone also paid more 
attention to the information on the shelves. This study presents indications to while consumer 
search for information on their mobile phone, they use the signs to help them.  
 

4.2.2 Negative perceptions of signs and artefacts 
 
However, even though some of the respondents found it easy to get the information they 
needed from the signs or from other sources, most of them perceived it to be more difficult to 
find all the information. To start with, as can be seen in both the eye tracking recordings and 
the interviews, they had a hard time finding the right sign for the product they were looking 
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at. The videos show how the respondents browse through the signs and taking a while before 
finding the right one. In the interviews they explain that it was especially hard to find the 
signs for the kitchen cabinet doors, since there were no signs on the doors and therefore had to 
look through all the cabinets to see if the signs were inside the cabinets, one of them 
explained the process as follows; 
 
“The first thing I started doing was to open all the cabinets and check if it said anything on the 
inside. I found one pocket on the inside of the cabinet but no information since the pocket was 
empty. But then I thought I would just look for the countertop instead so I started lifting stuff, 
but then I couldn't find that either. Then I thought I would look up the information on my 
phone instead, and remembered that I didn't have any space left on it, so then I was like ready 
to give up. I'll just get some help instead.” (Male, 30 years old) 
 
Some of the respondents explain that it was hard finding the right price for the product, since 
in the exhibition kitchens the most prominent signs listed the prices for the entire kitchen. The 
respondents did however find this to be a bit strange, since kitchens are usually not purchased 
as a package, and for them the more interesting price is what the products cost separately. 
Another obstacle that was mentioned was troubles of finding the right sign because there were 
too many to look through, like one of them said; 
 
“Well, you want the displays to look good but the information maybe could be presented in 
another way. Because if you look at it now, there are pretty many signs, and despite that you 
need even more information than what is given on them” (Male, 36 years old) 
 
This is in line with Fuentes, Bäckström and Svingstedt’s (2017) study which found marketing 
and information stimuli in retail to be overwhelming for the consumer to process. In addition, 
as their study also showed, the abundance of marketing material has made the consumers turn 
to other information sources that are easier and quicker for them to understand. The 
respondents describe that in order to get all the information they needed, they had to ask the 
store staff, look through the magazines or look for the information on their mobile phone. One 
respondent even expressed; 
 
“Yes, or I looked it up in the app. Because I thought it was kind of bad here [the kitchen 
department], you couldn't see the measurements and stuff. There is nothing in any of the 
kitchen exhibitions, and well sure, it probably is the standard measurements 60x80 cm. But 
prices and likewise information you had to look for in the app. It kind of felt like they hadn't 
thought of people not having their phone” (Female, 29 years old) 
 
On the other hand, some of the respondents found it more problematic to find the information 
this way. First, it can be seen in the recordings that some respondents went looking for the 
magazines, but found the magazine stands empty and were therefore not able to use them. 
Further, a couple of the respondents went to the information desk to get a queue ticket, but 
found the queue line to be too long and did not want to wait for help. One of them explained 
that for such simple questions he did not feel like waiting for answers. In other instances, one 
respondent could not find anyone to ask nearby and did not ask for that reason, and two other 
respondents explained that they found the kitchen department very busy and therefore also 
had the perception of it being hard to get help.  
 
However, the main problem discovered amongst several of the respondents was that it was 
hard to search for the product information on the mobile phone, since they had problems 
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finding the name and article number of the product on any of the signs. One respondent for 
example explained; 
 
“... but the hardest part was that I couldn´t find the name of it. Because, otherwise you have to 
see like “this is called Silja” och then you can bring it out [the mobile phone] and search for 
measurements and material. But if you don't have the name it doesn´t help because you can´t 
search for anything, it would be if you looked through it and recognized something. So I 
probably just would have ignored it and not bothered.” (Female, 28 years old) 
  
When these situations occurred for the respondents, it was quite difficult and took a long time 
for them to solve the task. As previously mentioned in 4.1.1., it was even harder for four of 
the respondents that were English speakers who could not understand Swedish. These 
respondents had an extra hard time navigating through the information and did not understand 
the information on the signs. To help them they needed to use a translating app on their 
mobile phone and translate the information that was on the signs.  
 

4.3 Customer value creation 
 
To be able to assess how value is created this part will draw on Grönroos and Voima’s (2013) 
value creation sphere, as it describes where and how the creation of value takes place. This 
will be done by drawing parallels between the value creation sphere and what the respondents 
found value in, as well as examining where the value creating interactions took place. 
Focusing on the three main areas that were found to be of interest, the mobile phone use, the 
physical store and the service offers. 
 

4.3.1 Value in mobile phone use 
 
Overall the respondents who used their mobile phone in store seemed to perceive it as a useful 
tool in many ways, both when interacting with IKEA’s digital channels as well as other 
mobile applications such as taking photos. As previously established, almost all of the 
respondents who used their mobile phone in the tasks took photos, and it was also often 
mentioned as one of the things they normally use the mobile phone for when in store. In the 
interviews, the word “to remember” was frequently used when talking about taking photos, 
often followed by an explanation that they took photos instead of having to write things down 
on a piece of paper that might get lost. Many respondents mentioned that they took photos to 
remember what things looked like so they could go home, look at the photo and think about 
the product before making the purchase. Some respondents also said they took photos of 
products even if they were not going to purchase it, instead it was kept as inspiration for the 
future. The ability to take a photo therefore became valuable to the respondents since it made 
it easier for them to save information and inspirational photos.  
 
“The pictures I take, if I’m going to buy something, they are useful” (Female, 20 years old)  
 
“I definitely see the mobile phone as a useful tool. If you have questions and don’t feel 
comfortable approaching someone to ask, and I also use the phone as a tool when I am at 
home. Also, if you take a picture instead of writing it down” (Male, 22 years old) 
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Figure 5: Respondent taking an inspirational picture of a kitchen. 
 
When interacting with the digital channels provided by IKEA, through the mobile phone in 
store, the main things respondents found valuable was being able to look up product locations, 
getting clear information and to not having to ask any of the store staff for help. As identified 
in 4.1.1. it was common for the respondents to look up the location of products either before 
coming to the store or while in store, explaining that this saved them both time and hassle 
since they did not have to look for the products they wanted, or they could simply skip certain 
areas and go straight to the pick up location. One respondent describes it this way:  
 
“On the website you can find where it is so you don’t need to write it down, you can just look 
for the product. So you can actually go directly there [to the pick-up location], you don’t even 
need to come up here [to the showroom], you just look in the phone” (Male, 30 years old)  
 
This factor of convenience has been previously determined in studies about value-in-use and 
mobile phone usage (Gummerus & Pihlström 2011; Bruns & Jacobs 2014) and it is clear that 
the respondents found this valuable in this study as well. By using the mobile phone they 
could save time by looking up the pick up location beforehand and thus not having to walk 
through the whole store, and also save information and inspirational products quickly by 
simply snapping a photo to keep in their mobile phone. To exemplify this value using the 
value creation spheres, IKEA have created the value offer by giving the customer the ability 
to look up product location on their own. This part is on the left side of the sphere. Once the 
customer uses their mobile phone to locate a product, thus interacts with IKEA through a 
digital channel, real value is created in the middle sphere.  
 
Further, respondents also mentioned the mobile phone being a valuable tool when looking for 
information. As noted in 4.2. respondents sometimes struggled to find the information they 
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needed on the signs in the store which lead them to go to the IKEA website or app to find the 
information instead. Bruns and Jacobs (2014) identified need for information/knowledge 
enhancement as a value-in-use category, which can also be seen in this study. Similar to the 
ability to find the pick up location, the value is created in the interaction between the customer 
using their mobile phone to access the website or app and finding the information there. Two 
respondents explained it like this in the interviews:  
 
“I think you find most of the products on the website, and most of the information. I like that.”  
(Male, 40 years old)  
 
“The information is on the website, so that’s all you need. Here [in the store] you find the 
inspiration, and then you check your options with the Kitchen Planner and all of that, for  
example” (Male, 33 years old)  
 
Another valuable factor connected to the ability to find information on the mobile phone was 
that the respondents could choose the level of service by either looking things up on their own 
or ask a member of staff. The interviews indicated that respondents valued, or would value, 
using their mobile phone as an alternative to utilise the store staff by saving them time, not 
having to wait in line or even save them from discomfort from approaching them. However, 
some respondents struggled with getting help from all channels, digital and physical. 
 
“We stood and waited to ask if the product was in stock since we couldn’t find that 
information. But we got tired of waiting. I would have prefered to be able to look it up myself. 
We also looked for a computer to see the product on but couldn’t find that either” (Female,  
21 years old) 
 
This respondent showed frustration since they could not find the answers that they needed, 
and did not want to wait in line to get help from one of the staff members. They clearly 
express the wish to be able to look up the information themselves. Another respondent puts it  
this way:  
 
“It would have been nice to not having to ask and use the phone instead” (Male, 25 years old) 
 
This shows that the respondents would prefer to use their mobile phone, or another digital 
channel, to find information on their own but for some reason could not and had to approach 
store staff instead. In line with Bruns and Jacob (2014) the consumer values independence and 
flexibility by being given the choice of how to get the information they need. Further, to 
create the possibility for real value in the joint value sphere IKEA needs to make sure that the 
output in the provider sphere, such as their digital channels, are easy enough for the customer 
to interact with. 
 

4.3.2 Value in the physical store environment 
 
Although many respondents found mobile phone usage valuable, the interviews and 
recordings showed that there were many aspects of the physical store that the respondents 
appreciated. When being asked the question whether they would like to able to use their 
mobile phone in store more than they do now, many respondents answered no, motivating that 
they are in the store for a reason. They explained that the store offers the ability to see the 
products in real life and to be able to touch and feel the material. This could also be seen in 
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the recordings where almost all respondents touched and tapped on the countertops and 
cabinet doors to get a feel for the material. One respondent described it like this: 
 
“If you are in a store you want to see what’s here and now. The reason you go to a store is to 
feel and actually be able to touch the products. Otherwise you can buy it from the webshop or 
on the phone.” (Male, 28 years old) 
 
Another respondent explained it this way:  
 
“I don’t want to use the mobile phone more than I need. I want to look. If I need to use it I 
will use it, but I don’t walk around constantly using it.” (Male, 29 years old)  
 
This shows that even though the mobile phone can be a valuable tool when locating products 
or finding information, respondents come to the store to get inspired by the real products and 
to get an idea of the material of the product. The potential value in this case is created by 
IKEA by offering the ability for the customer to do so, and the real value is created in the 
interaction where the customer visits the store and experiences the products. However, this 
also shows that even though many customers are using their mobile phone, it is important for 
IKEA to evaluate in what ways they can create fitting outputs that maximise the potential for 
real value by interaction in the store, without necessarily involving a mobile phone.  
 

4.3.3 Value in service 
 
In the interviews the respondents were asked which kind of service they would prefer to be 
offered in this type of purchase situation, in other words what help they want in the process of 
buying a kitchen. The main part of the respondents answered that for the first part they would 
prefer to search for inspiration and information on their own, and when they knew more about 
what they wanted, they would get help from the staff to ask questions and to assemble and 
order the kitchen. Many of the respondents explained that they prefer to do it on their own 
first since they want to look through the assortment in their own pace and figure out what they 
like. Further, they wanted to look up information before they ask the staff to feel like they are 
more in control and the staff can fill in the gaps of information that they could not find by 
themselves. In their own words, the respondents explained it as follows; 
 
“I´d like to have a mix of personal service and doing thing on my own. I like to be in control 
but I like to get personal service as well./.../ I want to be able to go and look around on my 
own first and later I would love to get personal service.” (Female, 30 years old) 
 
Well, I'm no expert on kitchens but the people that work here probably should be so they can 
hopefully explain the process for you and the things that I should know. And on the internet I 
can look up the thing that I want and then they can explain the pros and cons.” (Male, 29 
years old) 
 
“I´m probably someone who would like to do as much as possible on my own. Well, I would 
like to decide on my own and then I want someone who puts it together for me.” (Female, 23 
years old) 
 
Comparable to the answers that have been given by the respondents regarding service, 
Hochstein et al. (2019), also emphasise the importance for the retailers to understand how 
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informed the consumer is in their interactions with the store staff. However, although the most 
common answer to the question was that the respondent wanted a mix between service and 
finding information on their own, some respondents did express that they wanted all the help 
that they could get. Primarily because their perception was that kitchen purchases are complex 
and very specific in regards to how your own kitchen looks like, and therefore they needed 
help navigating it.  
 
“No, I want personal service for this, I´m very new to this area and it is big purchase to make, 
so for this you want help.” (Female, 28 years old) 
 
Others also explained that they have no interest in these type of products, and therefore do not 
have the interest in planning a kitchen on their own either. On the other hand, three of the 
respondents were under the impression that these types of services are a matter of cost, as one 
respondent explains;  
 
“It really depends on how big your budget is. If I had the budget for it I would probably 
would have liked to get a package price on everything, and also specified everything that I 
wanted.” (Male, 29 years old) 
 
These two perceptions of complexity and price to have a positive impact on the consumer to 
look for help from staff can also be seen in studies such as Haas and Kenning (2014). How 
valuable the consumer perceives the service that is offered in the store is affected by how 
positive or negative the consumer perception of the company engagement is in this regard 
(Grönroos & Voima 2013). The respondents explained that they value the availability to ask 
the staff when help is needed, but do not appreciate to be approached by the staff and be asked 
if they need help. They also expressed that in correspondence with the staff it is important that 
they feel like their best interest is put first and do not want the experience of the staff trying to 
trick them into anything; 
 
“It's really important that the salesperson is knowledgeable and treats the customer well, and 
also that this person is neutral in their response towards the customer. Because it is important 
that this person doesn't try to steer me in my choices, for example telling me “this kitchen 
cabinet door is great” and I can directly feel that it is because that one cost 5000kr more. The 
focus needs to be on what I want and not what they want to sell” (Male, 23 years old) 
 
Lastly, a few of the respondents did also indicate that they wanted to do everything on their 
own while planning a kitchen. Even though this was expressed by some of the respondents, 
most common amongst all of them was that they wanted help from store staff to some degree. 
 

4.4 Servicescape adaptations to create value 
 
There are indications within this study to how the servicescape can be improved to better 
bring value to the consumer in their shopping experience. Bitner (1992) explain the 
dimensions of the servicescape as the physical space ability to aid or hinder the consumer to 
perform their goals or purposes of their shopping activities. The servicescape therefore has an 
impact on how successful the consumer is in fulfilling their goal with the visit to the store and 
ultimately how satisfied they are with the experience. 
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Most of the respondents used their mobile phone for one or more of the tasks. Spaid and Flint 
(2014) found how the use of the mobile phone has changed the way the consumer interacts 
with the servicescape, as it could be used as an assistance for the consumers for tasks such as 
barcode scanning, product recognition, price comparisons and digital coupons. Even though 
the respondents explained in the interviews that they do not have the need to use the mobile 
phone in more ways than to the extent that they are using it today, they do find it very useful 
for the tasks they are using it for. However, they find that the retail environment could be 
better adapted to facilitate the use of a mobile phone even more. As mentioned in previous 
sections, the respondents struggled to find the right information on the signs. This 
consequently made it hard to search for the right product on their mobile phone, which in turn 
made it difficult for them to find product information on their own. Ballantyne and Nilsson 
(2017) argued that retailers need to change their perception of the consumers being passive 
recipients of the servicescape and instead recognize the consumers for the active participants 
of the digital servicescape that they are. In this study this means that the retailer needs to 
facilitate for the consumer to be able to interact with the servicescape on their own, to further 
be able to offer the personal service that consumer´s find most valuable to them. 
 

4.4.1 Signs and artefacts 
 
Although some respondents answered in the interviews that they did not want to use their 
mobile phone more in the store, those who were positive to mobile phone use frequently 
mentioned a request to be able to scan the item with their mobile phone and be taken straight 
to the website. Many products in the other departments of the store already have either a 
barcode or a QR-code the customer can scan, but this was lacking in the kitchen department. 
Previous studies have shown that consumers are not used to QR codes (Sundström, Radon & 
Wallström 2015; Tanner, McCarthy & O’Reilly 2019) and that the interest among younger 
consumers is low (Sundström, Radon & Wallström 2015). However, this study shows that 
some of IKEA’s millennial customers would find a QR code useful and expressed it would 
create value to their shopping experience.  
 
“Are there codes you can scan? Because it would have been super useful with an ID-number 
so you can just take up the phone and scan it. That would have been smooth.“ (Male, 23 years 
old)  
 
“I would like to have it more clearly marked. Or you could have like QR-codes on it, so you 
could just scan and get straight there. That would have been ultimate.” (Female, 27 years old) 
 
Venkatesh et al. (2017) found that similar codes to QR and barcodes can enhance the 
customer’s shopping experience, but only if the content presented was relevant. Talking about 
the QR codes the respondents frequently mentioned the benefit of being taken somewhere 
“straight away”, and not having to look up information themselves. When scanning the code, 
they wanted to be taken to the website or another source of information where they could 
check the basic information such as price and warehouse location, but also more complex 
information, such as different colour variations of the products.  
 
“It would have been nice if there was a QR-code on all signs so you can scan it and get 
straight to the website, and check aisle and shelf straight away.” (Male, 35 years old)  
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“It would be very smooth to have one of those QR-codes that you could just scan on the 
product in the showroom, and then you get the information and price, and possible warehouse 
location. /.../ Some prices or colours would have helped. Because now you have to walk up to 
the wall [with all the cabinet doors] and then there are 40 people in front of you that are 
looking. So some more of those things would be good.” (Female, 25 years old)  
 
Two other things mentioned by a few respondents were using more complex retail 
technologies such as Virtual Reality (VR) and Augmented Reality (AR). In VR the user gets 
immersed in a responsive virtual world (Brooks 1999), such as wearing a pair of glasses that 
show a picture that interacts with the users’ movement. By using AR, the user can perform 
tasks in the real and virtual work at the same, by overlaying virtual content into the real world 
(Azuma 1997), for example by pointing the mobile phone to a room and dragging virtual 
objects into it. The respondents describe it this way:  
 
“Maybe one of those apps on the phone where you can take the different parts and put them 
together, and get a rough picture of what it will look like. That would have been great 
because it gives you a rough idea of what it will look in your head. Many people can’t picture 
it in their head what it will look like either. Like, one of those AR-things where you can just 
drag the item into the room and see ‘yes, this fits here, not too big and not too small’.” (Male, 
22 years old)  
 
“Maybe we’re not there yet, but one thing I would like is a pair of glasses in a kitchen and be 
able to change the colours with the glasses, like a pair of VR glasses. /.../  There are 
companies that do this when you’re purchasing a home, you can enter the home and then put 
on a pair of glasses. Or you can probably be anywhere, and then you’re walking around in a 
home with VR-glasses.” (Male, 29 years old)  
 
Although some respondents mentioned the idea of AR/VR, it can be seen from the quotes the 
knowledge and experience of the technologies do not seem to be very high. In addition, as 
previously noted, not all respondents were positive about bringing so much technology into 
the store. As previously mentioned, respondents also valued the ability to see and touch and 
feel the real products, and get personalised service from the store staff.  
 
“I wouldn't like to have augmented reality because you are in the store. That kind of service is 
better at home. But if you are in the store it is nice to see the real things, how they feel and 
look.” (Male, 30 years old)  
 
IKEA have an app that allows the user to point the mobile phone to a room and insert and 
rotate IKEA furniture (IKEA 2020c). However, something that was noted during the data 
collection was that none of the IKEA apps were advertised in any of the stores, and will be 
elaborated on in 5.2. Willems et al. (2017) mean that relevant in store technology can create 
value to the customer by for example saving them time or helping to educate them, which is 
something the respondents are expressing in the interviews when talking about QR codes. 
When talking about AR/VR the value created would be mostly hedonic or inspirational, 
which was also identified by Willems et al. (2017). Drawing on Grönroos & Voima’s (2013) 
value creation spheres, the potential value would take place by IKEA placing QR codes on 
their items. Once these codes are used by the customers, i.e. interaction is taking place, real 
value will be created. In sum, QR codes and advertising of the apps may therefore be a way 
for IKEA to offer more interaction possibilities with the customer and their mobile phone, and 
therefore create value in the joint sphere.  
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5 Conclusion 
 
The purpose of this study was to obtain a deeper understanding of how mobile phone usage in 
high involvement purchases can bring value to the millennial consumer by incorporating it 
into the retail environment. With the help of eye tracking recordings and interviews this study 
has been able to provide new perspectives to the value-in-use mobile phone usage and new 
insights to a previously unexplored area, mobile phone usage and value-in-use in the retail 
environment. It has provided empirical evidence of how the millennial consumer uses their 
mobile phone during high involvement purchases in store, and further highlighted the value it 
creates. Through the means of this the mobile phone has been brought into the servicescape, 
in the shape of an artefact that co-creates value between the retailer and consumer, which has 
resulted in improvements that retailers can make to the servicescape to better aid this value 
co-creation. 
 

5.1 Theoretical contributions 
 
The empirical indications of this study both support the results from previous studies as well 
as contributes with new insights to the theoretical field of value in service. Previous studies 
have focused on the investigation of mobile phone usage as a distraction in the retail 
environment, however many of them concurred that there needs to be a switch in focus, both 
amongst retailers and researchers. The focus needs to be on how the mobile phone usage can 
be beneficial for retailers instead since there is no hiding from the mobile phone being a 
natural part of the consumers lives (Bellini & Aiolfi 2017; Bellini, Cardinali & Aiolfi 2018; 
Fuentes, Bäckström & Svingstedt 2017; Grewal et al. 2018). This study supports previous 
studies that state that the consumer finds value in using their mobile phone in retail 
environments for the convenience of using it, to plan their purchases and to find additional 
information about products (Bruns & Jacobs 2014; Gummerus & Pihlström 2011). In line 
with Fuentes, Bäckström and Svingstedt (2017) and Grewal et al. (2018), consumers find the 
mobile phone to be valuable for looking up the product location in store, get clearer 
information and not having to ask the store staff. The availability of these factors through the 
mobile phone brings value to the consumers since it makes them more independent and 
flexible as well as being more in control of the purchase situation, results that also have been 
presented by Bruns and Jacobs (2014) and Svingstedt, Bäckström and Fuentes (2018). 
 
However, new perspectives have been given by this study, as the focus has been on the 
millennial consumer in high involvement purchases, and therefore contributes to the 
theoretical field of value-in-use of mobile phones for high involvement purchases and 
millennial consumers. The most important empirical finding is the millennial consumers’ use 
of the mobile phone by taking photos of the retail environment, which is done to both save 
information and inspiration from the store. These results are of interest since previous studies 
have not indicated similar behaviours from millennial consumers. By doing this the consumer 
interacts with the servicescape by taking photos and saving it on their mobile phone, which in 
turn brings another dimension to it, as this enables the consumer to bring the servicescape that 
is offered in the store back home with them for further use. Additionally, it widens the scope 
of the servicescape, as the mobile phone not only is an artefact that is used within service of 
the retail store but intertwines with how the consumer is using at home, therefore connecting 
the service offers at home with the ones in store.  
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Moreover, the study offers insights into what kind of service the millennial consumer prefers 
to obtain for high involvement purchases within the physical space of the store. In line with 
Fuentes, Bäckström and Svingstedt (2017) and Santandreu and Shurden (2017) for younger 
consumers, the millennial consumer wants to find information on their own and prefer to do it 
with their mobile phone while in the store, even so for high involvement purchases. However, 
this does not exclude the wish from the millennial consumer to also get help from the store 
staff in high involvement purchases. Haas and Kenning (2014) present that the strongest 
driving forces for consumers to seek help from the staff are uncertainty and price, which this 
study also show is applicable to the millennial consumer. This study contributes to the fact 
that the millennial consumer finds value in first finding information and inspiration on their 
own in store and thereafter ask the staff for help. In this way the millennial gets the most 
value from the servicescape, as their preparation before asking the staff brings them to a 
higher level of informedness. This, in turn, makes them more able to ask more informed 
questions to the staff and therefore enables them to get the most value out of the service 
offered by the staff.  
 
Besides how the consumer finds value in their mobile phone usage and in the servicescape, 
this study has also given a wider understanding to how retailers need to improve the 
servicescape to better acknowledge the need from consumer to use their mobile phone in 
store, especially for searching product information in high involvement purchases. In Fuentes, 
Bäckström and Svingstedt (2017) it can be seen that the abundance of marketing stimuli has 
made the consumer turn to the mobile phone for information instead. However, this study 
brings additional evidence to this phenomenon, as the abundance of marketing stimuli, as well 
as it being incorrect or unclear information on the signs, can also make it harder for 
millennials to use their mobile phones. To start, if the consumer finds a product that they like 
and it being too many signs to look through, this ultimately makes it hard for the consumer to 
find the right information about the product that they are interested in. Further, this study 
demonstrates that if he products do not have their name listed on the signs or QR codes to 
scan, it makes it more complicated for the consumers to search of information on their phone. 
Sundström, Radon and Wallström (2015) have previously shown that the interest from 
younger consumers of using QR codes to be low, this study however proves otherwise, and 
most importantly the study shows that there needs to be a better balance between the signage 
in the store and mobile phone use in order to make it easier for the consumers to search for 
information on their own.  
 
Comparable to Hochstein et al. (2019), retailers need to recognise the importance of 
understanding how informed the consumer is when they later come in contact with the store 
staff. If the retailer understands this and instead of hindering aids the consumer in finding the 
information with the help of the store’s signage and the use of the mobile phone, then this has 
the possibility to elevate the co-creation of service between the retailer and the consumer. 
This is since the more informed consumer can offer more to the interaction and the staff can 
give them a more professional and well-rounded service back to the consumer, ultimately 
saving time and effort for both parties. This in turn contributes to the co-creation of value, the 
ongoing process which emphasizes on the consumers’ capabilities of deriving value out of the 
products, services and other resources that are being used (Grönroos & Voima 2013), as this 
study highlights additional dimensions that can be put into the process, using the mobile 
phone as an artefact and benefit from the value it can bring. Creating a well adapted service in 
the interaction between the servicescape of the store, the consumer and the mobile phone, can 
in the next step improve the co-creation in the interaction between the consumer and the store 
staff. Finally, bringing an overall added value and satisfaction for the consumer in their 
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perception of high involvement purchases in the physical space of the store and in the 
interaction with offered customer services. 
 

5.2 Managerial implications 
 
By evaluating what the customer wants and needs, retailers can create successful value offers 
which may have a positive impact on the millennial consumers’ in store experience. This 
study shows that in terms of service the consumer prefers to gain information on their own, by 
browsing the website, app or to look around in the store and without being approached by the 
staff at this stage. The retailer therefore needs to adapt their service level to meet the 
customer’s level of informedness once they approach the staff in store. Even though 
consumers prefer to look up simpler information on their own, the result indicated that 
millennials still value personalised service very high in these types of high involvement 
purchases which must also be taken into consideration by retailers. If the retailer takes this 
into consideration and adapts the service according to what the consumer values, there is 
much time and effort that can be saved by the retailer. Considering, if the retailer makes it 
easier for the consumer to find information on their own, they will save time by not having to 
inform the consumer about the simpler things, and can instead invest this time in actually 
helping them with the questions they really need help finding answers to.  
 
Further, the results show that millennial consumers are using their mobile phone to plan their 
shopping journey and search for information such as product information or location. 
Essentially this means that the customer can now find the product on their own by using the 
mobile phone if they are unable to locate it by following store signs, which raises the question 
on what focus retailers should have on displaying signs that are relevant and useful for the 
more prepared consumer. For example, this study showed that respondents did not struggle to 
find the actual products, but had problems with finding the relevant information on the 
physical product in the store, such as the name. Consumers explained that this was a big issue 
for them, since they could not look up the information on the mobile phone without knowing 
the name, and they were hesitant to turn to the staff for such simple questions. This indicates 
the importance of more accurate product information on the physical product and perhaps less 
information about navigation to find it. The most prominent use of the mobile phone was 
taking photos to save information and inspirational pictures the consumer found in the retail 
environment. These pictures were saved on the mobile phone to use for a future purchase, or 
to simply keep as inspiration. As this action was extremely common retailers should ask 
themselves how they could use this to create a value offer for the customer, however, 
additional studies on this topic are needed.  
 
To further invite consumers to interact with the retailer by using their mobile phone, signage 
in store that promote the available interactions would be beneficial. These signs could include 
advertisement of digital channels such as website or app, placing QR codes by the products 
for the customer to scan or advertise in store services such as sales help meetings. However, 
this study also indicated a low interest in using more advanced technology in store, as the 
ability to see and touch the products were the main reason to why the consumers were in the 
store. Retailers should therefore be careful implementing too much technology in store, even 
if it invites the consumer to interact. To be determined valuable for the consumer they need to  
see the benefit in using it.  
 
In summary, it is clear that the millennial consumer sees the mobile phone as a valuable tool 
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to use in store as it gives them convenience, knowledge and the flexibility to adjust the service 
level to their needs. For retailers the mobile phone is therefore a valuable tool to take into 
consideration when creating value offers and give access to another dimension of interaction, 
which in turn can create real value for the customer. 
 

6 Limitations and further research 
 
This study has focused on studying one case and one company, IKEA, for a deeper answer to 
how the mobile phone is used and brings value to the physical store, other types of companies 
and cases need to be studied in order to broaden the scope of the research. Moreover, this 
study has only been done on the Swedish market. It is possible that different behaviours and 
conclusions can be drawn from other markets, therefore studies could be made on more 
markets in order to get a more comprehensive picture of how consumers find mobile phone 
usage valuable. The study has also focused on millennials, thus more research could be 
conducted on a wider consumer group. In addition, other types of purchases need to be 
studied, since this study was only focused on high involvement purchases. This study is one 
of the few who has been conducted on mobile phone usage within a retail setting which 
suggests the potential for further research within the area, both in the Swedish and global 
markets.  
 
To achieve the aim of the study an interpretative design was chosen to not only examine how 
consumers use the mobile phone in a specific retail environment, but also to gain deeper 
insights to what creates value and how this value is obtained. To gather a broader and more 
extensive outline of mobile phone usage, a quantitative approach may be used. Another 
methodological possibility would be to instead of using the multiple method approach of eye 
tracking and semi-structured interviews, more answer to how the consumer finds the mobile 
phone valuable could be given by doing more in depth interviews. However, this would affect 
the benefits of using multiple methods, which is to obtain a deeper understanding by looking 
at the problem from multiple perspectives, and through that get a full picture of the 
phenomenon in question.  
 
Within this study new theoretical contributions were found regarding mobile phone usage, 
more specifically on consumers taking photos for inspiration and to save information. This 
opens up to new research possibilities to obtain a deeper understanding of why and to what 
extent the consumers take and use these photos in a later purchase situation. Additionally, 
these activities have brought new dimensions to the theoretical field of servicescape and the 
introduction of new artefacts to it that could be more extensively researched. By the consumer 
bringing the mobile phone into the servicescape, it creates potential to interlace the physical 
store with the consumer using it at home, as they take a photo in store and brings it with them 
for future use. This area, however, remains unexplored and thus opens up for further 
research.  
 
Note: This thesis is structured as a scientific paper, therefore not following the traditional 
thesis disposition. 
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Appendix 
 

Appendix 1 
 
Uppdrag 
1. Hitta en kökslucka och en bänkskiva som du tycker om och som passar ihop. 
 
2. Hitta följande information kring de två produkter du valde; 

• Pris 
• Tillgängliga mått på produkterna 
• Materialinformation 
• Finns varorna i lager eller går det att beställa? 

 
3. Spara produkterna som om du skulle vilja köpa det i framtiden. 
 
Bra jobbat! Du är nu klar med uppgifterna! 
 
Meddela ansvarig för testerna. 
 

Appendix 2 
 
Vi gör den här studien för att undersöka hur/om kunder använder mobilen i varuhuset, vad 
kunder är nöjda med och vad de efterfrågar när det gäller mobilanvändning i varuhuset.  
 

1. Använde du mobilen när du gjorde uppdragen? 
Om ja - varför? - specifika exempel  
Om nej - varför inte? - problem 

 
 

2. Brukar du använda mobilen i butik normalt?  
Om ja - på vilket sätt? 
Om nej - varför inte?  

 
3. Hur tyckte du det gick att göra uppdragen?  

Tyckte du det var lätt att hitta informationen?  
Om ja - vad gjorde det lätt?  
Om nej - vad gjorde det svårt?  
Om svaret blir “bra” eller vagt - kan du tänka på ett specifikt exempel?  

 
4. Vad tyckte du var svårt när du gjorde uppdragen?  

Var det något du inte hittade?  
 
 

5. Vad skulle gjort det lättare för dig att göra uppdragen?  
Är det något som saknas?   
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6. Vilken typ av service vill du ha när du är i en sån situation naturligt (alltså är i 
varuhuset för att köpa kök) - självservice eller personlig service  
Vill du helst kunna göra allt själv? (känner du att du kan det nu?) 
Vill du helst få personlig hjälp?  (känner du att du kan få det nu?) 
Vilka delar vill du ha personlig hjälp med?  
Vilka delar vill du göra själv? 

 
7. Vad skulle få dig att använda mobilen mer i IKEA-varuhuset?  

Mer information om IKEAs digitala verktyg? (app, QR-koder, etc) 
Fler digitala verktyg - vilka?  
Något annat?  

 
Tack för din tid. 
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