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ABSTRACT

There exists a large body of literature focused on the realm of retail that underscores retail
store attributes as the primary determining factor that dictates store choice and purchase
behaviour (Paulins & Geistfeld, 2003: 371; Terblanche & Boshoff, 2004:3; Leszczyc &
Timmermans, 2001:493). The literature further highlights the array of merchandise and its
subsequent assortment as the components of the conventional retail marketing mix
(Terblanche & Boshoff, 2004:3-4)

Although true, Sands, Oppewal and Beverland (2009:386) bring to attention the heightened
significance for in-store experiences to fall within the marketing mix and the continuous
pressure around the need to develop novel and innovative lenses to view these experiences.
The authors relate this need to how the holistic understanding of in-store experiences and its
integration into the marketing mix carries the potential for retail stores to differentiate
themselves from their competitors, and adapt to ever changing and accelerating
environmental circumstances (Sands et al, 2009:394)- as seen with the state of the

environment during the COVID-19 pandemic.

The purpose of this research was to understand the importance of the in-store experience and
if its reduced presence affects consumers overall experience and thus their perception of H&M
and consequent behaviour and loyalty towards the brand. The study followed a qualitative
approach that favoured a hermeneutic phenomenological design, in order to develop an in-

depth ‘human’ based understanding around the phenomenon.

The study additionally made use of non-probability sampling, where 9 South African
Generation Z (Gen Z) participants who had visited an H&M store during the nationwide
lockdown period were purposively selected as the individuals to participate in the collection of
data. The data collection was implemented as an online questionnaire, whose results were

then interpreted by way of thematic analysis.

The key findings as a result of the data analysis allowed the researcher to unearth four (4)
themes that largely affected participants’ in-store experience, hamely, style which indicated
how the type of clothing offered by H&M sits at the centre of whether and why consumers
identify as casual shoppers or loyal consumers. Internal store features such as the

organisation of the store’s layout and on-floor staff personnel, follow as another theme that



effects the experience of a brand, and lastly, product performance and consumption habits

were the last two themes found to impact consumer behaviour.

The above findings led to the understanding that without the inclusion of all the factors that fall
within each theme in a manner that meets the participants’ needs, there exists no real intention
regarding purchase as participants are unable to maximise the utility of procuring products

from H&M. Hence, the study’s focus on the in-store experience as a whole.

Key words: in-store experience, consumer behaviour, loyalty
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Chapter 1: INTRODUCTION

1| Introduction

This chapter focuses on contextualising the research background that led to the study as
well as a rationale on the importance of the research that has been conducted. Additionally,
the problem characterising the in-store store experience will be outlined which will then be
followed by the study’s purpose and the research question it sought to answer as well as the

objectives it aimed to address.

1.1 | Contextualisation

There exists a large body of literature focused on the realm of retail that underscores retail
store attributes as the determining factor for store choice and purchase behaviour (Paulins &
Geistfeld, 2003: 371; Terblanche & Boshoff, 2004:3; Leszczyc & Timmermans, 2001:493).
The literature further highlights the array of merchandise and its subsequent assortment as

the components of the conventional retail marketing mix (Terblanche & Boshoff, 2004:3-4)

Although true, Sands, Oppewal and Beverland (2009:386) bring to attention the heightened
significance for in-store experiences to fall within the marketing mix, and the continuous
pressure around the need to develop novel and innovative lenses to view these experiences.
The authors relate this need to how the holistic understanding of in-store experiences and its
integration into the marketing mix carries the potential for retail stores to differentiate
themselves from their competitors and adapt to ever-changing and accelerating environmental
circumstances (Sands et al., 2009:394)- as seen with the state of the environment during the
COVID-19 pandemic.

The year of 1947 saw Erling Persson create what would eventually become the world's second
largest fashion retailer, with almost four thousand stores worldwide, H&M has grown to global
phenomenon status as a result of their fast fashion model, which Forbes describes as the
“movement of large volumes of merchandise from the designer table to the showroom floor in
the shortest amount of time” (Tun, 2019). From a consumer perceptive, fast fashion can be
understood as a brand’s provision of the most recent fashion items at the cheapest price which
enables consumers with the ability to continuously purchase these items and discharge them

after a single season, only to then replace them with more up-to-date apparel.
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The multichannel fashion retailer's 2019 net sales placed it amongst the strongest financial
performers in the countries where it does business and ranked it a leader in the RXUK Top500
research (Business Insider SA, 2021). H&M proceeded to start 2020 strongly “with a positive
momentum” (Business Insider SA, 2021), until the first wave of COVID-19 hit where the results
were a plummet in the brand’s global first quarter sales, followed by a 6 percent decline in

South African sales as compared to the previous year (Business Insider SA, 2021).

Holland and Knight (2020) assert that “the 2019 novel coronavirus known around the world as
COVID-19, has led to unprecedented economic and public health concerns which have
transformed how businesses operate going forward”. The pair go on to mention that this
transformation is not bound only to the operation of businesses, but also extends into how

they preserve and expand their brand and consumer base (Holland and Knight, 2020).

The pandemic drastically reshaped the economy and left industries such as hospitality,
aviation and retail under the most pressure due to the fact that lockdown restrictions called for
‘non-essential’ businesses to shut their doors in order to combat the spread of the virus
(Holland and Knight, 2020). As a result, H&M shutdown 250 stores worldwide, with South
African stores accounting for 27 of those (Ringstrom, 2021).

However, as the third quarter of the financial year steadily approached, profit margins grew by
10 percent due to the reopening of almost all these stores and a redefined ‘return-to-business’
approach (Ringstrom, 2021). Despite the reopening of nearly all the stores within the South
African market, the new approach took one thing away, experience, but moreover in-store

experience.

Hence this study sought to understand the result of lockdown restrictions on H&M'’s in-store
experience, in order to gain insight into whether a reduced in-store experience will affect
consumer behaviour and subsequently brand loyalty. This analysis will be presented in the
form of a discussion around this paper’s rationale, research problem, purpose and objectives,

and the paper’s holistic research question.

Following this will be an in-depth analysis of the key and authoritative scholarly works related
to this paper’'s topic as well as a conceptualisation of the central concepts relevant to this
proposed study. This will then be followed by a thorough discussion of this paper’'s
methodology, research plan, trustworthiness, ethical considerations, and limitations. This
paper will then be rounded off by a succinct conclusion that condenses all the points

addressed during its formation.
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1.2 | Rationale

In retail research, a considerable amount of attention has been devoted to consumer’s
experiences. However, despite this fact, a number of scholars continue to place emphasis on
the need for the use of new approaches when examining consumers’ in-store retail
experiences (Backstrom & Johansson, 2017:241). Hence this study will use H&M's
predicament to offer retailers insight into the effect of tailored in-store experiences, so that
they are able to leverage the understanding in order to direct business’s change in terms of
business strategies during economic fluctuations. The study further fills in the gaps in research
by placing consumer’s subjective experiences at the centre in order to provide marketers and

businesses with meaningful information derived directly from ‘the source’.

1.3 | Problem statement

A number of fast fashion brands have built business models around the idea of providing
consumers with in-store exclusivity (Borras, 2020). H&M similarly drove the experience
consumers could receive through physically entering their stores and trying on clothes (Borras,
2020). This, however, was until they began prohibiting this activity in order to adhere to the
aims of the lockdown restrictions, which although was integral to the mitigation of the spread
of the virus, majority of Gen Z consumers- H&M'’s primary target market- thrive off of the in-
store experience (Warnock, n.d.).

According to White (2019), Gen Z's favouring of the in-store experience can be largely
attributed to the level of personalisation that can be obtained through physically seeing,
selecting and trying certain pieces of clothing on, as opposed to ordering them online only to
see them when they arrive or purchasing and only trying the clothing on at home. Warnock
(n.d.) reflects this in his assertion that 77 percent of Gen Z shoppers prefer to purchase in-

store rather than online.

Despite the plethora of literature relating the retail store (Backstrom & Johansson, 2017:249;
Erdumlu, Saricam, Tufekyapan, Cetinkaya, & Donmez, 2017:4; Paulins & Geistfeld, 2003:
371), and the internal features that create the in-store experience (Terblanche & Boshoff,
2004:3; Leszczyc & Timmermans, 2001:493), there remains limited research investigating the
impact of a reduced in-store experience as it relates to the process of trying on clothes and its

subsequent impact on consumer behaviour and brand loyalty. Thus, this study’s aim of
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acquiring insight into consumers’ relationship with the process of trying on clothes and the

result of its decreased presence in H&M stores.

1.4 | Purpose statement

The purpose of this study is to understand the effects of the lockdown restrictions on

consumer’s in-store experience and subsequently loyalty towards H&M.

1.5 | Research question

What aspects of H&M'’s in-store environment contribute to the formation of an experience-

whether positive or negative?

Sub-questions
- How do these aspects form consumers’ experiences while in-store?

- How does in-store experience affect loyalty?

1.6 | Objectives

- To determine the foundations on which H&M’s in-store experience is built; and

- The effect of the decreased presence of such experiences
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1.7 | Chapter outline

Chapter 1: Introduction

Chapter one introduces the research background and rationale as to why the research is being
conducted, it further introduces the research’s purpose, the research question and lastly the

objectives of the study.

Chapter 2: Review of literature

Chapter two begins with a conceptualisation of the study’s key concepts, followed by a
discussion on the study’s theoretical foundation and is ended with a theoretical review of
previous literature that is relevant to the aims of this study.

Chapter 3: Methodology

Chapter three discusses the qualitative approach taken by this study as well as its selected

design, population, sampling, data collection method and lastly analysis method.

Chapter 4: Presentation and interpretation of findings

Chapter four presents the findings of each research question as well as an interpretation of

the results which includes the derived themes in tabular format.

Chapter 5: Conclusion

Chapter five marks the end of the research report as it includes the answer to the study’s
research question and objectives, as well as the implications of the findings for H&M. The
chapter goes on to discuss the heuristic value of the study and ethical implications and any

limitations that the researcher faced during the research process.

1.8 | Conclusion

This chapter provided a thorough contextualisation of the study in order to lay way for a well-
rounded understanding of the entire paper. This was undertaken through the provision of a
background as to why the topic has been selected, the relevance of the investigation and the
contribution it would be making to the body of research. Furthermore, the research question
was defined, including its sub-questions as well as detailing the study’s overall objectives.
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Chapter 2: Literature review

2.1 | Introduction

This chapter outlines the central concepts that form part of the research, through the process
of conceptualisation as well as a discussion about the literature that forms the foundation of
the study. The chapter further includes a contextualised summary of previous theory that aids
in addressing the study’s central research question: what aspects of H&M'’'s in-store
environment contribute to the formation of an experience- whether positive or negative, with
the purpose of providing a comprehensive understanding of the in-store experience, but
moreover to place the research into perspective through the identification of models that best
augment the study’s argument in order to determine what is known or unknown regarding the
in-store experience.

2.2 | Conceptualisation

In-store experience Consumers’ attitude towards retailers will be
determined by their assessment of all
merchandise-related aspects encountered
during their shopping process (Mazursky &
Jacoby, 1985:110). This research was
carried out in context of H&M’s in-store
experience and supplements the study as it

stands as the main idea that grounds all

theory.

Consumer behaviour Consumer behaviour may be observed as
the study of the processes used by
consumers to select, consume and dispose
of products and services, including their
emotional, mental and behavioural
responses (Radu 2021; Smith 2016). The
research places consumer behaviour into
the context of how consumer behaviour is
more of a collection of direct and indirect

influences that positively or negatively, affect

consumer’s buying behaviour. Cant, Van
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Heerden and Ngambi (n.d.:121) go on to
suggest the aspect of experiences and ideas

that influence consumer behaviour.

Brand loyalty Brand loyalty may be observed as the
materialisation of consumer’s perceptions
towards a brand, based off of the
relationship between their relative attitudes
and repeat patronage (Coker, 2013:209).
Brand loyalty is integral in establishing and
ensuring the long-term success of a brand.
Brand loyalty was further contextualised in
analysing patterns and perceptions towards
H&M based off of consumer reactions
towards brand products, service and
activities, in order to gain a comprehensive
understanding of the brand strategies that

maintain, propel or decline brand loyalty.

Table 1: Key concepts

2.3 | Theoretical foundation

This study’s theoretical foundation views brand loyalty as an essential framework that is
necessary when seeking to explore the role of the in-store experience on H&M'’s consumer
behaviour. Due to this study’s use of an interpretivist paradigm, the outlined frameworks
awarded the researcher with the opportunity to fully gain insight into and an understanding
around the paper’s identified problem in a rich and subjective manner that supported an in-
depth understanding of the paper’s topic.

2.3.1 | In-store experience

In this study, the term in-store experience is introduced as the main idea that grounds all
theory. Terblanche and Boshoff (2004:10) suggest that in-store experience can be described
as a multi-dimensional construct that is largely shaped by what can be termed “store image”
and service-quality related considerations. Mazursky and Jacoby (1985:111) similarly see the
in-store experience from the lens of store image. The pair, however, further the definition by
stating that consumer’s attitude towards retailers will be determined by their assessment of all

merchandise-related aspects encountered during their shopping process (Mazursky & Jacoby,
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1985:110). As previously discussed, a number of authors often omit the aspect that this study
seeks to add to the body of knowledge which contributes to the general pleasantness of the
shopping experience, which is physically trying on items of clothing, hence the importance of

including the in-store experience into this study.

2.3.2 | Consumer behaviour

Radu (2021) describes consumer behaviour as the study of the processes used by consumers
to select, consume and dispose of products and services, including their emotional, mental
and behavioural responses. Smith (2016) supports this definition, but advances it by not solely

viewing consumer behaviour from a consumer’s perspective.

He goes on to include individuals, groups and organisations, and sees consumer behaviour
as the study of these members and all the activities associated with their purchase decisions,
use and disposal of goods and services, and how their emotions, attitudes and preferences
affect their buying behaviour (Smith, 2016).

The catalyst of consumer behaviour rests in acquired experiences, reflected by Cant, Van
Heerden and Ngambi's (n.d. :121) stance, which condenses each of the above author’s
definitions by describing consumer behaviour as “the study of individuals, groups or
organisations, and the processes they use to select, secure, use and dispose of products,
services, experiences, or ideas in order to satisfy needs and the impacts that these processes

have on the consumer and society”.

Over the last 20 years, consumer research has produced a whirlwind of data that addresses
the sociocultural, experiential, symbolic and ideological aspects of consumption (Arnould &
Thompson, 2005:868). However, most research is characterised by nebulous epithets that
make the understanding of the theoretical commonalities and linkages within this research
tradition more obscured than clarifying (Arnould & Thompson, 2005:868). Hence, the

development of the consumer culture theory (CCT).

The primary misconception of the CCT is that a number of scholars believe that the differences
between it and other theories of consumer research are based on methodological approaches
(Arnould & Thompson, 2005:868). Despite these adverse beliefs, qualitative data and an array
of related data collection and analysis techniques quite literally sit at the centre of CCT
(Arnould & Thompson, 2005:868).
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The central focus of this theory aids this study by providing a method through which other
factors influencing consumer behaviour can be understood, as it includes the analysis of
experiential and sociocultural dimensions of consumption that are not overtly noticeable
through experiments, surveys or database modelling (Arnould & Thompson, 2005:871). CCT
additionally includes topics such as product symbolism, ritual practices, the consumer stories
in product and brand meanings, and the symbolic boundaries that structure personal and

communal consumer identities (Arnould & Thompson, 2005:871).

The inclusion of such points enabled the researcher with the understanding of the
heterogeneous distribution of meanings which systematically influence consumer behaviour
(Arnould & Thompson, 2005:871). This understanding further aided the researcher in
unearthing the embedded in-store experiences that drive meaning in order to address the

study’s research question.

Furthermore, this study sought to describe the effect of lockdown restrictions on the in-store
experience, hence the necessity for the individual meanings that consumers ascribe to certain
aspects to be understood, mainly through assessing the aforementioned aspects, as this
understanding assists in highlighting the factors that influence the purchasing decisions or
subsequently hinder consumers from making a purchase as a result of a reduced in-store

experience.

2.3.3 | Brand loyalty

Consumer behaviour patterns demonstrate brand loyalty which can be understood as the
materialisation of consumer’s perceptions of a brand based off of the manner in which they
react towards to a certain brand product, service and/or activity (Jonsson & Martinsson,
2016:10).

The insertion of the term in this study is largely attributed to the fact that distinguishing between
existing market types is an integral process as the characteristics of each segment reflects
how the methods used to capture loyalty must differ, thus supporting the researcher’s stance

against a single brand loyalty measurement for all market types.

Dick and Basu (1994:133) define brand loyalty as “the relationship between relative attitude
and repeat patronage”. The term can further be understood as a concept that consists of
different components (Jonsson and Martinsson, 2016:10). Consumer satisfaction is a

construct that is commonly connected to loyalty, with Coker (2013:209) seeing it as a function
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of the consumers’ perceptions that conceptualises their expressions towards a specific

product.

Introducing satisfaction is integral in gaining an in-depth understanding of brand loyalty,
because through a satisfying experience with a brand or its products, the factors that aid in
the establishment of loyalty can be understood. A brand is a trust mark and can act as a
symbol of quality and assurance (Coker, 2013:210). The importance of the trust construct lies
in consumer's beliefs in a brand’s ability to deliver on promised services (Coker, 2013:212).
Chaudhuri and Holbrook (2001) see brand loyalty as “the willingness of the average consumer

to rely on the ability of the brand to perform its stated function”.

Abu-Alhaija, Yusof, Hashim and Jaharuddin (2018:106) state that there are two types of
loyalty, namely, active loyalty and passive loyalty. Dick and Basu’s (1994) Loyalty Model
(Figure 1) goes on categorise consumer’s loyalty into four types based on two dimensions.

These types include, true loyalty, latent loyalty, spurious loyalty, and no loyalty.

Repeat Patronage

High Low
Hagh
True Latent
Lovalty Lovalty
Relatve
Amtude
Spurious No
Lovalty Loyalty
Low

Figure 1: Dick and Basu’s (1994) loyalty model.
The model reflects that it is possible for a consumer to have different types of loyalty depending

on the strength of their repeat patronage and the relative attitude of the consumer towards a

brand. Below are the definitions for each type of loyalty:
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True loyalty

This type of loyalty occurs when repeat patronage and relative attitude are high. This
means that regardless of the circumstances and the consumers attitude, the likelihood
of the individual switching to an alternative brand or product is low (Jénsson &
Martinsson, 2016:10). By gaining an understanding of the in-store experiences that
elicit true loyalty, this study was able to understand the ‘under-the-surface’ elements

that positively position H&M in the minds of its consumers and create true loyalty.

Latent loyalty

The second type of loyalty that exists according to Dick and Basu’'s (1994) Loyalty
Model is latent loyalty. Latent loyalty occurs when repeat patronage is low and relative
attitude is high. This type of loyalty exists when consumers favour a specific brand due
to it solely offering a particular product or service Jonsson & Martinsson, 2016:10).
However, when the consumer’s preference changes, so does the brand they consume

from (Jonsson & Martinsson, 2016:10).

Latent loyalists are most prone to being effected by a reduced in-store experience,
because as previously stated, H&M'’s primary target market prioritise physically trying
on clothes, as opposed to only trying on the purchased items once they get home
(White, 2019). Therefore, the preference for trying on clothes and the inability to do so
is most likely to affect their relationship with H&M. The understanding of latent loyalty
directly correlates with the understanding of the study’s research topic, as this type of
loyalty reflects how consumer’s preference could change as a result of the presence

or absence of a particular ‘need’.

Spurious loyalty

This type of loyalty occurs when repeat patronage is high and relative attitude low,
meaning that consumer’s choice of a particular product is due to familiarity, as spurious

loyalty is highly connected to habit (J6nsson & Martinsson, 2016:10).

Spurious loyalty would mean an inconsistent consumer base for H&M, potentially
resulting in an inconsistent profit margin for the brand. However, by understanding the

behaviour of spurious loyalists, the research is able to build an understanding on the



types of consumers that affect H&M’s long-term profitability, and those whose
behaviour is least driven by loyalty, thus enabling the finding of the factors that create

a sense of familiarity and breed habit.

¢ No loyalty

The last type of loyalty is no loyalty. In this, consumers have a low repeat patronage
and low relative attitude. This means that there exists almost no loyalty towards
businesses who have had little time to build a brand, or in competitive markets where
there seems to be no point of difference between two brands (Jénsson & Martinsson,
2016:10).

No loyalty could exist due to the saturation of the market by newer businesses who are
disrupting the operation of incumbent firms such as H&M, resulting in higher marketing
budgets being required to target and attract customers, and then turn them into

consumers.

The loyalty model provides support to the aims of CCT by creating a method through which
the symbolic nature of commodities and desires are mediated through markets (Arnould &
Thompson, 2005:868). According to Arnould and Thompson (2005:875), consumer culture
does not define action as a causal force, instead, it sees it as an ideology that conveys
consumers' understanding of conceivable action, feeling, and thought. Through the loyalty
model, CCT is able to be conceptualised because the model helps in developing the
understanding of consumer’s action as a result of their personal choices- which CCT is heavily

reliant on.

From this viewpoint, the CCT provides this research with a method to augment the entire body
of knowledge by providing a means to interpret certain patterns of behaviour, while further
encouraging the investigation of experiential aspects of consumption in order to locate the
issues that affect the in-store experience and how this is translated through consumer
behaviour. Additionally, because this study aims to look for the aspects that create an in-store
experience, CCT would make sense of the manifestations of consumer culture, based off of
Dick and Basu’s (1994) model, in order to gain an understanding of specific socioeconomic
circumstances and marketplace systems that seep into consumer’s decision making process
that affect end states (Arnould & Thompson, 2005:875).
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2.4 | Review of literature

The literature review will incorporate a number of relevant online articles, journals and books
that have been used to guide the understanding of the study’s topic and address the purpose
of the research. The literature review will further define key concepts through the use of
existing literature that is relevant to the study in order to provide the researcher with a means
of gaining insight into the arguments that have already been made and viewpoints that have
already been discussed, while assessing any potential gaps within the existing research in

order to form supported arguments relating to the in-store experience.

2.4.1 | In-store experience

Currently, there is no rejecting the fact that the shopping experience has truly transformed and
the consumer experience (CX) has become one of the prime factors in the maintenance of a
business’s competitive advantage (Bascur & Rusu, 2020:7644). In Yoon and Park’s
(2018:111) study on in-store experience and socially embedded measures, the pair address
how there is a long standing belief that previous literature has consistently supported, which
states that consumers’ experiences have an effect on their loyalty behaviour, but research that

focuses on in-store shopping experiences is limited.

Some of the recent studies on in-store experiences have elicited to the importance of the role
of brand based stimuli. For instance, Hong (2016:231-251), in a study of specialty coffee shop,
mentioned that in-store shopping experience triggered by subjective responses (sensual,
affective, cognitive, and actual) led to positive outcomes. Which Song and Park (2009:120)
briefly support in their study on family restaurant, which reported that in-store experience

results from usage experiences including participation and observation.

Puccinelli, Goodstein, Grewal, Raghubir, and Stewart (2009:15) hold similar sentiments in
terms of the aspects that contribute to creating in-store experiences. They loosely refer to
dated beliefs, but primarily reference the need for consumer aspects such as involvement -
which for the purpose of this study will be understood as the involvement with physically trying

on clothes.

By taking Song and Park's (2009:120) and Puccinelli et al's (2009:15) participation,
observation and involvement aspects of in-store experience into account, it becomes easier
to create a foundation on which the arguments of this study can be built. A number of research

has been rooted on the tangible aspects of the in-store experience (Paulins & Geistfeld, 2003:
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371; Terblanche & Boshoff, 2004:3; Leszczyc & Timmermans, 2001:493), and although a
necessary facet in gaining a comprehensive understanding of the concept as a whole,
contemporary times call for contemporary measures. Hence, this paper seeking to fill in the
gaps in knowledge by developing another method through which the in-store experience can

be understood.

Béackstrom and Johansson’s (2017:241-259) research supports the shift in understanding in-
store experiences by leading the emphasis on the need for new approaches when examining
consumers’ in-store retail experiences. The pair stress the significance of a holistic approach
to studying consumers’ in-store experiences through the subjective lens of the consumers

physically experiencing a particular store’s environment (Béackstrom & Johansson, 2017:249).

For the purpose of this study, in-store experience is important as it helped in creating an
understanding around H&M'’s internal aspects that augment the maintenance of a favourable
identity to which consumers feel ‘in-sync’ with. Additionally, the inclusion of the concept within
the study supplements and relays the research’s stance around the aspects that create an in-

store experience so as to address the subsequent result of its reduction.

2.4.2 | Consumer behaviour

As aforementioned, consumers experiences have an effect on their loyalty behaviour (Yoon &
Park, 2018:111). However, prior to drawing a link between the affect of experiences on loyalty,
consumer behaviour must first be understood, as the result of loyalty is a choice in behaviour
(Yoon & Park, 2018:111). Cant, Van Heerden and Ngambi (n.d.:121) describe consumer
behaviour as “the study of individuals, groups or organisations, and the processes they use to
select, secure, use and dispose of products, services, experiences, or ideas to satisfy needs
and the impacts that these processes have on the consumer and society”.

Existing within such an increasingly competitive environment has required that H&M prioritise
the act of differentiation, while simultaneously gaining a more in-depth understanding of the
in-store experience and the aspects that contribute to the formation of an experience. This
largely relates to the fact that these aspects drive consumer’s perceptions and dictate the type
of behaviour that will follow (Bindu, Kodali & Kumari, 2021:1739).

Similar to other research articles (Yoon and Park, 2018:111; Puccinelli, et al., 2009:15), Bindu
et al (2021:1739-1744) hold the singular belief that in-store experience is a result of the

exterior and internal atmosphere of a store, moreover, that it is these internal and external
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forces, namely, atmosphere, store colour, design and layout that aid in differentiation and drive
consumer behaviour through positive emotional, cognitive and physiological associations
(Bindu et al., 2021:1739-1744)

As stated in the discussion surrounding the phenomenon, this study aims to leverage
previously conducted research in order to adopt a novel means of understanding the in-store
experience. The change in understanding would then assist in paving a new path for the type
of methods that are prioritised when offering consumers an experience. However, despite the
accuracy and relevance of Bindu et al's (2021:1739-1744) research, Terblanche and Boshoff
(2004:10) propose a new differentiation angle for retailers based off of what consumers want

to experience from the moment they enter a store till the moment they leave.

Terblanche and Boshoff's (2004:10) differentiation angle is relevant as it lays the foundation
on which the gaps in research are able to be filled by this study, due to the fact that the author’s
findings dive into causative factors in the environment which could potentially effect consumer
behaviour. The authors further assert that these impacts on consumer behaviour formulate in-
store experiences as well as additional dimensions that manage consumer behaviour
(Terblanche and Boshoff, 2004:10).

Many studies have examined the factors that affect consumer behaviour. Areni and Kim
(1993:117) found that lighting may affect the awareness of objects displayed on the
showroom, while Levy and Weitz (2002:110-115) found that music and the scent of a store
often directly affects consumer’s emotions and moods. Nonetheless, with all these aspects at
hand, the coronavirus pandemic still reflected the volatility of the market and showcased the
need for creative thinking for brands such as H&M in order to support their business objectives
(Arab News, 2020).

During the pandemic, a number of businesses learnt to cope, however, their coping
mechanisms showed the necessity for new capabilities in order to face the environmental
future (McKinsey & Company, 2021). H&M had readapted many of their business procedures
when reopening their stores in order to adhere to lockdown restrictions (BBC News, 2020),
which unfortunately came at a cost, as despite the congruence between lighting, layout and
the smell of the store, South African sales increased, but remained 5 percent lower than the
same month in 2019 (BBC News, 2020).

According to Nazir (2021), the basis for H&M'’s decreased bottom line can be attributed to a

number of consumers’ inability to revert back to “normality”, as the expectations previously
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held about the experience associated with shopping at H&M had been altered, resulting in a

decreased “thrill” for engaging with the brand.

The difference in profit margins and the inability to revert back to normality despite all the
aesthetic and lighting features being present within H&M stores supports the belief of this
study that in-store experience can longer be driven solely by the offerings highlighted in Bindu
et al's (2021:1739-1744) research. As the lack of a new understanding regarding the
relationship between in-store experience and consumer behaviour could result in a further

decrease in H&M's quarterly sales margins as well as consumer engagement.

2.4.3 | Brand loyalty

Brand loyalty is an important construct that is based on the emotional involvement that
develops between a consumer and a particular brand (Gunelius, 2021). Brand loyalty defines
a consumer’s emotionally charged decision to continuously purchase from a brand as a result
of trust and the belief that the brand and its products will fulfil specific physical needs and/or

emotional wants (Gunelius, 2021).

Roberts (2019) states that to create brand loyalty a brand must deliver on quality and value,
meaning that it must provide consumers with more than what is expected. For the purpose of
this study ‘providing more than what is expected’ will be understood as going beyond the sole
prioritisation of lighting, smell and layout, to including the positive and memorable experience
of trying on clothes.

There is a value to loyalty that correlates directly with brand equity, as brand loyalty equates
to long-term, sustainable business success due to it being an intangible value that can be
utilised as an indicator of a brand’s current success, as well as laying the foundation for future
performance predictions (Gunelius, 2021). The long-term sustainable business success
developed by consumer loyalty is largely driven by brand trust, as “the higher the feeling of
trust in a brand, the more consumers are loyal to it” (Punniyamoorthy, Prasanna, Mohan &
Raj, 2007:222).

Brand trust sits at the helm of any long-term relationship and can be understood as consumers’
inclination to willingly depend on a brand’s ability to fulfil its promises (Punniyamoorthy et al.,
2007:222). Brand trust is integral in developing positive and favourable attitudes, hence its
importance, as it largely contributes to the development of brand loyalty, and therefore long-

term brand success (Punniyamoorthy et al., 2007:233).
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In Erdumlu, Saricam, Tufekyapan, Cetinkaya and Donmez’s (2017:4) study on the influence
of brand loyalty in purchasing sportswear products, the researchers mention that there are
certain product categories that are more convenient for consumers to develop loyalty towards.
Apparel is one category for which consumer decisions are most often made through the
consideration of the brands (Erdumlu et al., 2017:1-3). However, despite the existing research
conducted on brand loyalty (Roberts 2019; Gunelius 2021; Punniyamoorthy et al, 2007:222-
233), studies that specifically aim to understand the loyalty of consumers towards apparel

products from retailers such as H&M is limited.

Hence this study’s aim of adding to the existing body of knowledge by developing a novel
method through which loyalty that enables consumers to bypass retail alternatives can be
understood. However, where this study differs from research that already exists is found in
how loyalty will not primarily be understood as repeat purchase behaviour, instead, the
understanding of the concept will be furthered through the use of Dick and Basu’s (1994)
Loyalty Model as it aids in augmenting the above argument. This is done by placing emphasis
on the idea that the measurement of brand loyalty should equally include consumer attitudes
alongside their behaviour.

By favouring this approach, the doors are opened to the inclusion of a large number of
variables that can be examined as the subsequent result of evaluative constructs in studies of
brand loyalty. This approach additionally aids in drawing a link between this study’s ‘try-on-
model’ and brand loyalty, and from this stance, loyalty can then be observed as the
development of a liking or attitude towards a brand as a result of cumulatively satisfying usage

occasions.

Much like meanings, Rockwell (2010:75-83) states that satisfaction is established by
experiences and thus brand loyalty is linked to the degree of liking for a brand as a result of a
satisfied need. Sahin, Zehir and Kitapgi (2011 :1288) in their effects of brand experiences,
highlight the fact that the input of the relationship between buyer and seller in a long-term

consumer-brand relationship is brand experience, and the main output is brand loyalty.

Franzen (1999:30) states that the consumer-brand relationship is a result of a consumer’s
experiences with a brand and the meanings ascribed to these said experiences. Sahin et al
(2011:1300) support Franzen’s (1999:30) position by stating that the above relationship is
highly dependent on the successful creation of meanings, and that these meanings are

generally informed by a consumer’s experiences.
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According to Sahin et al (2011 :1289), experiences largely appeal to functional benefits with
current consumers. However, as previously stated, consumers currently seek more
compelling benefits from an experience, because such experiences lead to brand loyalty due
to their ability to develop emotional connections between a brand and its consumers (Sahin et
al., 2011:1289). Without such context specific experiences, H&M highly stands to forfeit on
the establishment of consumer commitment and allegiance to their brand due to the

development of negative consumer attitudes as a result of a reduced in-store experience.

Sahin et al's (n.d.:1288-1301), Franzen (1999:30), Rockwell (2010:75-83), Punniyamoorthy et
al., (2007:222-233) and Erdumlu et al’'s (2017:1-4) research is relevant to this study because
each author’s findings and understanding helped in focusing the research on the specific
elements that incite brand loyalty and further helped identify how the marriage between brand
experience and consumer loyalty can have an effect on brand success. The authors findings
supplemented this study’s attempt at showcasing the added value of a furthered
understanding of brand loyalty by creating a lens through which the result of a reduced in-

store experience can be understood within the context of loyalty towards H&M.

2.4.4 | Conclusion

This chapter detailed the concepts that lie central to the understanding of the study’s topic and
further incorporated a theoretical foundation which contextualised this study’s basis by
unpacking in-store experience, consumer behaviour and brand loyalty, which the study found
to be the interlinking point between a consumer’s experience within a store and the impact
such experiences have on the consumer’s resultant behaviour. The theoretical foundation
additionally identified relevant frameworks that embody the aspects that support the study’s
stance which then enabled the critical evaluation of previous literature that is relevant to the

exploration of the in-store experience.
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Chapter 3: Methodology

3.1 | Introduction

This chapter provides insight into the selected paradigm for this study, the research approach
and design used to investigate the research problem, the population and sampling method as
well as its application. The study’s data collection is also discussed as well as the data analysis

method used to explore the result of H&M'’s reduced in-store experience.

3.2 | Research paradigm

Unisa (2018) asserts that there is no research that is not founded on some underlying
philosophical assumptions about what constitutes 'valid' research, and which research
paradigm is relevant to the development of knowledge specific to the given study. Bogdan and
Biklen (1998:22) see paradigms as a varied collection of assumptions, concepts or
propositions that are each related and that manage the way a researcher views a problem and
the type of research to be conducted. The research process has three major dimensions,
namely, ontology, epistemology and methodology (Terre Blanche & Durrheim, 1999:16), and

for the purpose of this study, a methodological position of interpretivism has been used.

Interpretivism integrates human interest into a study and embodies the view that individuals
are fundamentally polar to one another and their experience of reality is subjective as the
environment is constantly changing, thus their experience of it is dependent on the way in
which the individual processes reality (du Plooy-Cilliers, Davis & Bezuidenhout, 2014:28). The
selection of an intepretivist paradigm informed the type of literature that was chosen in one
primary way. That way being based on the fact that because this study lays on understanding
the effects of a reduced in-store experience, individual perceptions must be viewed and
understood, as the result of the findings unearths the factors that form an in-store experience-

whether positive or negative.

However, this study did not aim to understand this effect based off of the elements researched
in existing literature, instead it sought to view it from a novel lens. Thus literature such as that
of Terblanche and Boshoff (2004:10) has been included and leveraged to support the purpose
of this study. The main aim of interpretivist research is to study human behaviour and see the
world through the eyes of the research’s participants (du Plooy-Cilliers et al, 2014:28).

Through an interpretivist approach, the researcher was enabled to stand not above nor
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outside, but within the research, thus allowing the researcher to assess the manner in which

participants view the world around them.

Furthermore, this type of paradigm translates reality into a subjective social construction, and
through its use, the researcher was allowed to gain an in-depth understanding of the
participants’ beliefs regarding the aspects of H&M'’s in-store environment. The paradigm
additionally enabled the understanding of the meanings ascribed to certain business activities,
in order to comprehensively interpret the basis for consumer behaviour and address this

study’s sub-question: how do these aspects form consumers’ experiences while in-store.

Interpretivism helped reframe the researcher's understanding of the research topic and
problem, and further created a method through which an in-depth understanding of the
subjective perceptions of these individuals towards the aspects of H&M'’s in-store environment

that influence their behaviour and connection to the brand could be understood.

Finally, by favouring a methodological position of interpretivism, this study was provided with
a guiding system to empathise with the individuals participating in it. The paradigm also
allowed for the use of the researcher’s personal points of view to be leveraged in providing a
supported argument around the study’s focus.

3.3 | Research approach and design

Research approaches selected by a researcher define the resultant methods used to collect,
analyse and then interpret the data (du Plooy-Cilliers et al, 2014: 93). This study’s research
guestion aimed to understand the effects of H&M's redefined in-store experience as a result
of lockdown restrictions, thus indicating a qualitative approach. Qualitative research has been
selected as the study’s approach as it aligns with the study’s paradigm by way of enabling the
researcher to gain insight into participants’ lived experiences and derived meanings based off

of individual and subjective experiences within H&M.

The assessment of this shift was informed by the design principles of hermeneutic
phenomenology, as it emphasises a subjective approach to understanding the meanings and
experiences of individuals and groups, with the overall objective of registering the world as
experienced by these individuals (Guillen, 2019:22). This design was most suited for this study
as it strengthened the study’s inductive approach, which according to Sauce and Matzel

(2017:1-8), means that when multiple events are observed, they can be grouped into
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generalised statements by reasoning from the specific (H&M) to the general (in-store

experience, consumer behaviour, and brand loyalty).

The hermeneutic phenomenological design rests on descriptive research, as the primary focus
of this type of research is to describe the characteristics of phenomena based off of individual
experiences and perspectives, as well as to describe whether relationships between these
phenomena exists (du Plooy-Cilliers et al, 2014:76). Thus, by using this type of research
design, the data derived from this study’s participants was provided with a means to be

understood in relation to the in-store experience.

3.4 | Population

A study’s population can be understood as the totality of all the individuals who will participate
in the study and supply the researcher with information necessary to complete it (du Plooy-
Cilliers et al., 2014:133). While the target population are all the individuals who fall within the
parameters of the established population (du Plooy-Cilliers et al., 2014:133). The researcher
selected H&M as the unit of analysis and developed a framework of certain population
characteristics that participants were required to fall within in order to partake in the study.

Such as:

Key characteristics:
e Generation Z South Africans.
e Avid or casual H&M consumers.

e H&M consumers who visited their stores during the lockdown period.

Consequently, the target population for the purpose of this study were all H&M consumers
living in South Africa. This population was selected as the result of the interaction with this
segment provides the researcher with an in-depth understanding of the feelings, perceptions
and opinions of the individuals who engaged with H&M during the lockdown. Furthermore, the
accessible population only refers to the specific group of participants within the population
that the researcher is able to include in his or her study (du Plooy-Cilliers et al., 2014:134).

The observed and accessible population for this study was H&M consumers between the ages
of 18-24 years old, living in South Africa. The chosen individuals were selected as the
accessible population due to the fact that they are active consumers of H&M'’s products and
South African residents, which supplements the goals of the research study as it is aimed at

gaining an understanding of the South African Gen Z consumer attitude. Moreover, majority
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of them have access to technology which allowed them to participate in an online

guestionnaire (Melo, 2018).

3.5 | Sampling

Due to this paper’'s qualitative approach, understanding individuals’ subjective views and
opinions as they interact within society becomes easier (Palmer & Bolderston, 2006:16).
Qualitative research examines people’s actions in descriptive ways and relies on linguistics
rather than statistical data, which enabled the researcher to study human experiences and
meanings from participants’ perspectives in order to ensure an effective apprehension of the
South African Gen Z's consumer attitude towards H&M'’'s redefined in-store experience
(Ringstrom, 2021).

A limited amount of time was allocated to collecting the necessary data needed for this
research, as well as a limited budget. Therefore, in order to arrive at a general conclusion
about the entire population, a relatively small size of 9 individuals were used. The research
study made use of non-probability sampling, which is qualitative in nature and commonly made
use of “when it is almost impossible to determine who the entire population is, or when gaining
access to them is difficult” (du Plooy-Cilliers et al., 2014:133).

In order to meet the specific objectives of this study, the researcher proposed the use of non-
probability sampling due to its cost and time-efficiency as well the ability for results to be
generalised to the broader population (Showkat & Parveen, 2017: 6). To select a sample that
is most reflective of the population parameters, the researcher made use of purposive
sampling, which according to du Plooy-Cilliers et al (2017:142), is the process where the
researcher selects sample elements deriving from a specific list of characteristics that are

important for the study.

The researcher purposefully chose the elements — H&M consumers- to be in the sample based
off of pre-established key characteristics and the important gage for the sample elements was
that participants had to have visited an H&M store during the lockdown period. The population
whose characteristics were not aligned to the predetermined sample elements were

disregarded within this study as their responses would not reflect the aims of the research.

One of the disadvantages that characterises purposive sampling is that the selected
participants may potentially not be reliable subjects due to the researchers’ bias that can have

an impact on which participants are chosen, thus reducing the generalisable and
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representative nature of the results against the larger population (Rahi, 2017:3). However,
despite these weaknesses, COVID-19 restrictions, and time and budget constraints, the

researcher still made use of purposive sampling.

3.6 | Data collection

Qualitative data collection is rooted in exploring and describing the collected data (Maree,
2016:26). Maree (2016:26) further states that there are various collection methods available

to researchers such as observation, interviews, focus-groups and visual data.

In relation to the study’s interpretivist paradigm and the research objectives, the researcher
made use of online questionnaires in order to gain insight into the world through participants’
point of view. The questions were developed on the basis of emotion, consumer experience
and attitude towards H&M’'s ‘new normal’ (Warnock, n.d.). Online questionnaires were
selected due to their inexpensive nature, ability to bypass geographic boundaries, as well as
them having the ability to support the ethical considerations of this research study which aim

to maintain anonymity (du Plooy-Cilliers et al., 2014:321).

These benefits have grown the popularity of online questionnaires as they are more
convenient and manageable for respondents to complete (du Plooy-Cilliers et al., 2014:208).
The questions asked within the questionnaire were all constructed in English in order to

simplify data analysis and safeguard the consistency within the responses.

3.6.1 | Application of data collection process

There are two types of data that exist, namely, primary and secondary data (du Plooy-Cilliers
et al., 2014:164). Secondary data refers to instances where the search for information is not
exceptional and a third party gathers the data (du Plooy-Cilliers et al., 2014:164). While the
data that is seen as being primary, stipulates that it has been gathered by the researcher

through the process of investigation, thus making it original (du Plooy-Cilliers et al., 2014:164).

The researcher gathered primary data relating to brand loyalty, consumer perceptions,
behaviour and in-store experience while investigating the brand H&M through online
questionnaires. The questionnaires were constructed on Google Forms as this platform
utilises an easy-to-use interface which allowed the researcher to have a first-hand view of how
the questionnaire would look prior to it being disseminated (Melo, 2018).
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The Consumer Culture Theory and Bascu and Rasu’s loyalty model were leveraged in
benchmarking and structuring the questionnaire’s questions (see Appendix A), for which the
researcher received prior ethical clearance (see Appendix B). The questionnaire consisted of
six (6) questions aiming to inform the objectives and research question(s). The first and fourth
guestions were in relation to two (2) of the four (4) themes of Dick and Basu’s Loyalty Model,
namely, true loyalty and spurious loyalty. While the second and third questions aimed to
investigate if there was truly a level of symbolism attached to the study’s proposed ‘try-on
model’, as the Consumer Culture Theory holds that this symbolism has an effect on consumer
behaviour (Arnould & Thompson, 2005:871).

The last two (2) questions sought to either confirm or reject the basis on which the Consumer
Culture Theory stands. By trying to understand if the reduced presence of a potentially
valuable aspect such as trying on clothes will impact consumer perception and choice, as the
theory further purports that consumers are constantly in the pursuit of maximising the utility of

procuring a good (IGI Global, 2021).

The researcher identified participants through posts on social media platforms such as
WhatsApp and Instagram, where the population parameters were highlighted, including the
population being made aware that ‘the intentions of the research are solely for the purpose of
an academic research report, and the researcher is in no way affiliated with H&M’s marketing
team nor that of competing organisations’. The use of WhatsApp and Instagram is linked to
the population’s increased time spent on the platforms, which increases the likelihood of

awareness and engagement (GWI, 2021).

At the bottom of each post on the WhatsApp stories and Instagram posts was a URL link to
the questionnaire. The researcher chose to post the URL link as this process removed any
bias which might have arisen from being able to choose family and friends, as well as
guaranteeing variety in the type of responses to be received. Once the participant had clicked
into the link they were automatically redirected to the questionnaire whose beginning was
characterised by a ‘consent form’, as it outlined all relevant information pertaining to the

research (see Appendix C).

After completing the questionnaire, participants were immediately thanked for their responses
(which were automatically updated online for the researcher to see and track), and due to the
study’s time constraints, the posts further highlighted that participants had only seven (7) days

to complete the questionnaire from the date of the researcher making it public.
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During the seven (7) period, the researcher monitored the responses received daily to ensure
enough individuals were engaging with the questionnaire, and moreover that the questions
were being understood and answered in a manner that aligned to study’s objectives. On day
three (3) and five (5), posts reminding participants about the questionnaire’s deadline were
put up to ensure the completion of the questionnaire prior to it being closed, as well as to

potentially reach an even greater number of the population.

Once the seven (7) day period had lapsed, the researcher announced through the same
platforms used to raise awareness about the research study, that the questionnaire had closed
and further thanked all those who had participated in the study. The online questionnaire’s
reliability was ensured through the meticulous effort that was placed into its creation which
additionally helped in protecting the identities of it participants as their names were not asked,
and further guaranteed that the questionnaire measures specific concepts that were intended

to be measured, as well as ensuring that the content is aligned to the study’s aims.

3.7 | Data analysis

Once all the data has been collected, it is then essential for the researcher to determine the
methods through which the data will be sifted, sorted and organised (du Plooy-Cilliers et al.,
2014: 229). As previously mentioned, this research study takes a qualitative approach to
research, thus, the data need be translated into findings (du-Plooy-Cilliers et al., 2014:88).
The process of data translation begins when the common themes presented within the data
are identified, arranged and described in order to address the research question and achieve
research objectives (Sanders & Stappers, 2008:5-8).

In line with the above, the researcher saw it most appropriate to utilise thematic analysis as
the study’'s data analysis method. This type of analyses was chosen by as it supports an
interpretivist paradigm which reinforces the overall research study and allowed for the data to
be logically organised into categories of relating themes (Braun & Clarke, 2012:3).
Furthermore, thematic analysis enabled the researcher with a method of interpreting the

collective meanings and experiences from the collected data (Braun & Clarke, 2012:3).

Braun and Clarke (2012:3) argue that due to the adaptable nature of thematic analysis,
researchers are able to focus on the relevant data and analyse the derived meanings across
the entire data set. Furthermore, it can be said that this type of analysis forms part of the most
commonly used methods of analysis across the epistemologies (Braun & Clarke, 2012:3). The

foundations on which thematic analysis is built provided the researcher with a method of
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observing respondent’s perspectives, highlighting commonalities and then generating

meaningful insights that are not overtly visible at first glance.

Due to this study qualitative nature, an inductive data analysis strategy forms the basis of how
the meaningful and symbolic data through the administered online questionnaires was
analysed. The study’s use of an online questionnaire enabled the process of transcription to

be an automatic result as the platform ‘self-transcribes’ responses (Melo, 2018).

As a result, the researcher moved straight into thematic coding. This type of coding reinforced
the data analysis method and supported the research objectives as it enabled the researcher
to leverage the reduction process and find common themes within the data, which then
assisted in the identification of specific meanings, and participants’ attitudes towards trying on
clothes while in store (Thomas, 2006:241-242).

As previously mentioned, the Consumer Culture Theory addresses the sociocultural,
experiential, symbolic and ideological aspects of consumption, as well as the theoretical
commonalities and linkages associated with consumer consumption patterns (Arnould &
Thompson, 2005:868). The theory is rooted in finding the points of commonality in research
that dictate the “why” aspect of consumption. Hence, the thematic coding, which drew out the

common words, patterns and themes that either hindered or encouraged consumption.

Moreover, to understand the value associated with procuring clothing from H&M, it was
integral to draw linkages between to the Loyalty Model, as understanding if the reduced
presence of something as potentially valuable as trying on clothes affects the perceived
benefits of shopping at the store, and in turn the loyalty or connection consumers have towards
the brand.

3.7.1 | Application of data analysis process

The data gathered in the form of linguistic values has been analysed by the researcher
according to the different CCT and Loyalty Model themes. This has been done through the
application of six steps which have been adapted from Clarke and Braun (2006), and are as

follows:
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Become familiar with the
data

Every qualitative analysis begins with reading
and re-reading data. In this step the researcher
read over the responses consistently for a two
(2) day period, where important notes were
written on a separate Word document about the
responses that had phrases which left an
impression or eluded the researcher to viewing

the in-store experience under a different light.

Generate initial codes

After the researcher became familiar with the
data, it was organised in a systematic way by
having it grouped into chunks of meaningful data
through open-coding where no pre-set codes
had been identified. The groups were assigned
to broader groups of related meaning, which
enabled the researcher to capture points of
interest as they relate to the study’s research
question.

Search for themes

As there was no preconceived conceptual
framework for the type of codes the researcher
sought to attain, it became easier for the raw data
to individually reveal the codes which when
thoroughly examined through continuous
comparison, created themes. These themes
were then placed in hierarchal order to allow for

the most dominate to be observed.

Review themes

In this phase, the researcher shifted focus from
identifying themes to reviewing, modifying and
developing the preliminary themes that were
identified in the previous step. This was allow for
the assessment as to whether the data supports

and works in the context of the entire data set.

Define themes

The researcher refined the identified themes in
order to understand the ‘essence’ of what each
theme was about. As well as see how and if the

themes relate to each other and if they are
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applicable to the research problem- does H&M'’s
reduced in-store experience influence South
African Gen Z's perception and loyalty to the
brand. Thereafter, each theme was named and
defined.

6 Writing a report

The research concluded with the researcher
writing up a report that incorporates all the
relevant themes, patterns and concepts that
were derived from the raw data, as well as
making links between the ideas presented in the
data in order to create a clearer understanding
and picture of the effect of H&M’s reduced in-
store experience. The write up reflects how the
collected data addresses the research study’s
problem and question, while achieving its

objectives.

Table 2: Thematic analysis steps

3.8 | Conclusion

In this chapter the research methodology that supported the collection and analysis of the data

was outlined. The chapter detailed the study’s interpretivist paradigm, along with its qualitative

research approach and hermeneutic phenomenological design. Following this was a

discussion around the study’'s population and the key characteristics that defined the

population parameters, as well as the non-probability sampling that was used in the study to

target the study sample size that comprised of 9 H&M consumers. The chapter ends with a

discussion around the data collection methods and how the data from the online

guestionnaires was analysed.
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Chapter 4: FINDINGS AND DATA INTERPRETATION

4.1 | Introduction

Post the collection of the relevant data needed to address this study’s research question:
which aspects of H&M'’s in-store environment contribute to the formation of an experience-
whether positive or negative, as well as the data needed to address this study’s sub-questions
(1) how do these aspects form consumers’ experiences while in-store, and (2) how does in-
store experience effect loyalty. The researcher began the process of data analysis through

thematic analysis where colour-coding was utilised (see Appendix D).

The study replicated a small-scale qualitative research study, as only 9 responses have been
used in addressing the paper’'s research questions and fulfilling its objectives of: determining
the foundations on which in-store experiences are built, and the effect of the reduced presence
of such experiences. This chapter will incorporate the presentation of findings, followed by the
interpretation of the findings, the data’s relationship to the study’s research questions and
objectives, and will be rounded off with a conclusion of all the points brought forward in the

chapter.

4.2 | Presentation of findings (see Appendix E)
4.2.1 | Loyal consumer or casual shopper

This section reveals the extent of Gen Z's relationship with H&M, in order to understand
whether a reduced in-store experience will affect brand perceptions and subsequently brand
loyalty. A total number of 9 individuals between the ages of 18 to 24 years old participated in
this study’s online questionnaire, which did not place the individuals’ geographic location within
a South African context, or gender as its primary focus. Consequently, participants were made
up of two (2) groups, classified according to the type of consumer the individual identified as

and the basis thereof.

As such, it is clear that a majority of South African H&M consumers identify as being casual
shoppers as opposed to loyal consumers. There is a shared feeling amongst H&M'’s
consumers around the brand’s product performance, being that style and the fit of the clothing
is a constant dilemma many face as what often presents as being appealing at first glance,
does not always remain appealing when put on.

Furthermore, in response to the question on loyal consumerism or casual shopping. One

respondent stated that “if | were to compare the present to the past, | have noticed a lot of
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changes in terms of the style and fashion of clothing. The newer trends do not interest me as
such”. This suggests that while H&M is considered a leading fast fashion retailer within the
South African market, it has clear style characteristics that may appeal more strongly to a

younger or less rigid following (Yamama, 2021).

Consequently, many consumers are actively choosing to manage engagement with the brand
and limit it to, as one respondent mentioned, shopping “at H&M whenever | come across it”,
therefore highlighting the effect of perception on loyalty as it relates to Dick and Basu's (1994)
Loyalty Model.

4.2.2 | Aspects that maximise shopping in H&M

From the nine (9) participants, four (4) asserted that in-store personnel is the primary guiding
factor that maximises the in-store experience. From this, it can be deduced that despite the
reduced in-store experience- on the basis of trying on clothes- the overarching guidepost for
a number of consumers’ casual shopping tendencies is linked to factors beyond this study’s

primary focus.

This finding is further augmented by the remaining five (5), whose responses can be
distributed across store layout and space. With two (2) respondents discussing how the store’s

spacing offers a breathable environment that avoids one feeling overwhelmed while shopping.

In the analysis of this finding, the researcher found that beyond the discovered link between
the study’s proposed ‘try-on-model’ and H&M's financial performance, majority of its
consumers derive pleasant experiences from other extended factors as they relate to the
aspects discussed by Yoon and Park (2018:111), Hong (2016:231-251) and Song and Park

(2009:120), thus showing their continuous necessity even in contemporary climates.

4.2.3 | Levels of symbolism attached to trying on clothes while in-store

The responses to the level of symbolism are evenly varied with three (3) participants stating
that trying on clothes is integral to their shopping experience as it allows for the participant to
“see if the clothes you like actually look good on you, instead of getting home and being
disappointed”. While the other group of three (3) suggest that tying on clothes is less important

as their level of symbolism is linked less to importance and more to convenience.
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The remaining set propose that there is no level of symbolism attached to trying on clothes
while in store. From the results of the question, it becomes clear to see that symbolism is a
subjective matter, as opposed to constructing it on a universal bias, because while many
attach meaning to trying on clothes, there still exists a group with contrasting viewpoints,
hence the need for H&M to ensure that all business activities cater to the views of both target

audiences.

4.2.4 | Impact on the connection to H&M as a result of being unable to try
on clothes in-store

Eight (8) out of the nine (9) participants strongly suggest that the consequence of being unable
to try on clothes as a result of the lockdown was a hindered connection to the brand, with two
(2) participants highlighting a complete disengagement with the brand due to the extensive
“energy” needed to constantly return clothes, as well the regulation taking away from the

“shopping experience”.

The findings showcase that despite the continued presence of the factors presented in
guestion one- in-store personnel, store layout and space and the assertions of (Paulins &
Geistfeld, 2003: 371; Terblanche & Boshoff, 2004:3; Leszczyc & Timmermans, 2001:493), the
inability to try on clothes, largely influences consumer behaviour, and thus consumer loyalty
and H&M'’s profitability.

42,5 | Conditions under which perceptions of H&M’'s shopping
experience, whether in-store or online increased or decreased

Due to the lockdown restrictions many began by stating that their perceptions decreased as
purchasing clothing “for just sitting at home and lounging all day was a waste of money and
time”. However, in these responses was an overwhelming admission to a decreased
perception on the in-store environment due to consumers being unable to try on clothes, with
one participant mentioning that had the ability to still try on clothes exist, despite restrictions
calling for all to remain indoors, the individual would have continued to purchase from the

brand.

The findings work towards reinforcing the statement mentioned above, that suggests that while
integral factors such as in-store personnel, store layout and space were still prevalent during
the lockdown period, the inability to try on clothes largely directs consumer perceptions and

behaviour.
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4.2.6 | In-store environment during the lockdown period and levels of
loyalty

The findings from this question undeniably highlight the relationship that exists between the
inability to try on clothes and consumer loyalty, with one (1) out of the six (6) participants who
pointed to no effect being enacted on their loyalty still drawing attention to H&M'’s reduced in-

store experience (as it relates to this study’s try-on-model).

Another consumer loosely purports having a relatively similar connection to the brand, but due
to financial constraints as a result of the pandemic their loyalty eroded. The results led the
researcher to the understanding that despite consumer’s conscious attachment to tangible in-
store elements, the unconscious connection to trying on clothes directs consumer behaviour
and influences loyalty in a much higher regard than many retail literature has awarded it
(Backstréom & Johansson, 2017:241-259; Yoon & Park, 2018:111-119; Puccinelli, Goodstein,
Grewal, Price, Raghubir & Stewart, 2009:15-30).

4.3 | Interpretation of findings

The analysed data from participants’ responses are depicted below (see Table 3). The table
showcases the elements that form an experience-whether positive or negative, with the left
hand-side of the table reflecting first-order concepts and the right hand-side highlighting the

identified themes.

e Range of style
e Reduced production of styles that | Style

meet certain criteria

e Breathable environment

e Organisation of in-store environment
e Staff personnel Internal store features

e Store layout

e Clothing cuts
e Trust in favourable a correlation
between perception of outfits and the | Product performance

actual look
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e Trying clothes on in-store

e Shopping experience Consumption habits

Table 3: Key themes and elements that form an in-store experience

4.3.1| Style

When presented with the question regarding the foundations on which consumers built the
type of loyalty they bear towards H&M and the aspects that maximise shopping in their stores,
many consumers discussed style. The discussion around style took many forms, ranging from
H&M offering clothes that cater to both the “classy casual lady” as well as the “boss lady at

work” to the brand offering clothing that gives room to integrate different style avenues.

However, most overt in the participants’ responses was the misalignment between consumers
styling preferences and the brand’s offering. Consequently, in regards to whether participants
identify as loyal consumers or casual shoppers, the questionnaire revealed that the basis for
many identifying as casual shoppers is inherently linked to the brand’s product offerings.

On the other hand, despite some participants articulating a favouring for H&M'’s variety, they
continue to manage their engagement with the brand. The finding indicates that as a result of
H&M'’s fast fashion model which primarily caters to a targeted segment within their market as
opposed to their entire market segment (Tun, 2019), the brand’s consumer base is largely
characterised by spurious loyalty, which according to Dick and Basu's (1994:22) Loyalty
Model, indicates purchase as a result of familiarity and habit as opposed to a deep

psychological bond.

The results suggest that style is a subjective concept, thus making it is essential for H&M to
gain a deeper understanding of their target audience in order to ensure long-term profitability

and a consistent consumer base.

4.3.2 | Internal store features

Participants conveyed the sense of another general consensus that unconsciously exists
amongst H&M'’s target market. Primary to this concern are the on-floor sales representatives
whose engagement with consumers creates an experience. This finding supplements that of

Sahin, Zehir and Kitapgi’'s (2011:1288) in their effects of brand experiences, which found that
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the input of the relationship between buyer and seller in a long-term consumer-brand

relationship is brand experience, and the primary output is brand loyalty.

Moreover, participants highlight that experience is driven by more than just on-floor sales
representatives, but by the stores physical layout and spacing. This creates a lens through
which experience as a whole can be understood as well as the meanings derived from such

experiences.

4.3.3 | Product performance

Parallel to the suggested quality of H&M'’s clothing (Tyler, 2018), fit occupied the second most
essential factor directing consumer behaviour. Its emphasis stayed prevalent in the
questionnaire, thus affirming it as a dictator when purchasing clothing item(s). Conceivably, it
could also relate to the fact that the majority purchase their clothing with the intent of creating
a mental image for “when you could wear the piece of clothing”, as Mica (2017:13) found that
Gen Z consumers are more cognisant of their spending habits, therefore seek to consciously
shop as to avoid post purchase dissatisfaction.

The questionnaire’s findings supports Mica’'s (2017:13) assertion, as it revealed that the
hesitation that arose as a result of H&M’'s reduced in-store experience is linked to an
uncertainty about whether the product’s performance will truly satisfy the catalyst for their

purchase intent.

Fit relates to the theme of utility as the Consumer Culture Theory holds that consumers are
constantly in the pursuit of maximising the utility of procuring a good (IGI Global, 2021). In this
case, participants reflect the immediate value associated with trying on clothes as the process

has the ability to, as one participant mentioned “calm one’s doubts”.

The perception consumers have towards the overall fit of H&M’s products is one that
possesses detrimental effects to the brand, especially when paired with lockdown restrictions

which limit consumers’ ability to approve of the product’s functionality, look and feel.

4.3.4 | Consumption habits

When confronted with the questions around the conditions under which participants’

perceptions of the brand shifted as well as whether the brand’s in-store environment during
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the lockdown period effected their loyalty, majority attributed a negative behaviour in both

instances to the reduced in-store experience.

Participants’ consumption habits are largely attributed to the ability to try on clothes and
assess the previous theme of product performance in order to truly maximise the utility of
procuring a good. This finding indicates the relationship that exists between utility, perception,
and consumer behaviour, which ultimately influences loyalty. The data suggests that in the
absence of certain consumption habits, such as trying on clothes, there exists no real intention
regarding purchase. This means that if all previously mentioned themes where present in a
manner that meets the participants’ needs, it is safe to predict that the participant would still

have no incentive to engage with H&M.

This insight is clear as one participant mentioned that “if | had the experience of fitting the
items in store, | feel | would've been more receptive to the idea of purchasing items”. White
(2019) furthers this insight by highlighting how Gen Z’s favouring of the in-store experience is
largely attributed to the level of personalisation that can be obtained through physically seeing,
selecting and trying on certain pieces of clothes. This theme showcases how participants’
subjective norms form the perceived benefits of engagement, and when not present the

experience ceases to have any impact on consumer behaviour.

4.4 | Trustworthiness

Qualitative research studies do not make use of numbers when aiming to identify meaningful
findings within data, instead descriptive data is leveraged when seeking to gain an in-depth
understanding of the ‘why’ surrounding certain phenomenon (du Plooy-Cilliers et al., 2014:
258). However, Koonin (2014:253) states that due to qualitative research’s use of descriptive
data, it is essential to ensure that the decontextualising and reconstruction of the data can be
trusted so as to successfully achieve validity, reliability and trustworthiness. Despite validity
and reliability being more quantitative than qualitative, the terms are often used
interchangeably across the two research approaches. The difference, however, is found in

how each research approach goes about determining validity and reliability.

This study focused on persuading validity and reliability through trustworthiness according to
its criteria, namely, credibility, transferability, dependability and confirmability.
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Credibility

Credibility occurs when there is accuracy between the data that has been collected
from participants’ responses, and the manner in which it has been interpreted by the
researcher (Lincoln & Guba, 1985). The study achieved credibility by implementing by
a hermeneutic phenomenological design which aligned with the study’s overall
purpose, therefore ensuring that the interpretation of the analysed data is believeable

from the participants’ perspectives.

Credibility was further achieved through the data collection method (online
guestionnaires) that was favoured. This data collection method removed the potential
for the researcher to sway responses or influence participants to arrive at desired
answers, and further ensured that all responses will remain accurate and valid (Melo,
2018).

Transferability

Transferability refers to the ability for this study’s research analysis and findings to be
applied beyond this study (to a study with similar objectives), and produce similar
results (Lincoln & Guba, 1985).

The researcher ensured transferability by keeping all the data that had been collected
from the online questionnaires and thoroughly detailing the application of the data
collection and analysis phases, as well as the researcher’s perspectives of the in-store
experience and intentions of furthering its understanding. By so doing, other
researchers are provided with an in-depth understanding around the topic and the
study’s approach to addressing the phenomenon in order to provide context and

enable transferability judgements.

Dependability

Dependability is centred on the quality of a research study’s ability to maintain a
‘golden thread’ between its selected data collection method, the analysis of the data
and the theory generated from these processes (Shenton, 2004). This study achieved

dependability through the use of past literature to understand the data collection,



analysis and interpretation that best suited a qualitative study but moreover addressed

the specific aims of the research.

The selected elements were then reviewed and audited by the researcher’s allocated
research supervisor- Nicole Mason- during various in class and digital consultation
sessions. The process helped in ensuring that there remained a common linkage
between all the elements and that the collected data was indeed achieving the study’s
purpose. A full description of the research process forms part of this study, thus
allowing the reader to scrutinise the accuracy of the study’s findings as they relate to

H&M'’s in-store experience.

Confirmability

Confirmability can be understood as the seamless flow in understanding between the
researcher’s identified meanings and findings and the data that has been collected, so
as to assess whether the two support each other (Lincoln and Guba, 1985). The
researcher achieved confirmability through the data collection method the study
favoured as it aided in maintaining neutrality of the data collected and removed the
potential for bias.

4.5 | Conclusion

This chapter presented the study’s findings as they related to each question within the study’s

online questionnaire, as well as the themes that were gathered from the analysed data.

Thematic analysis supported the interpretation of data which found 4 key themes which were

then evaluated in context of the research study’s literature, theoretical frameworks, and

research objectives. The chapter further addressed the concept of trustworthiness through a

discussion of the four criteria that characterise the concept, namely, credibility, transferability,

dependability and confirmability.
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Chapter 5: Conclusion

5.1 | Introduction

This chapter focuses on answering the study’s research question and showcasing how and if
the study’s research objectives have been addressed. The chapter additionally discusses the
heuristic value of the research by providing the reader and other researchers seeking to
analyse the in-store experience, with the implications of its findings for future practices, and
an evaluation of the success of the research. Finally, this chapter ends with the study’s ethical

considerations and encountered limitations.

5.2 | Research question and objectives addressed

The purpose of this study was to understand the result of lockdown restrictions on the in-store
experience, with H&M residing at the centre of this concern in order to see if a reduced in-
store experience will affect brand perceptions and subsequently consumer behaviour and

brand loyalty.

5.2.1 | Primary research question

Which aspects of H&M'’s in-store environment contribute to the formation of an experience-

whether positive or negative?

The study found that most integral to the formation of a positive experience is the presence of
the ‘try-on-model’, as previously mentioned. The absence of this model hinders participants’
shopping experience, resulting in an unfavourable impact being on inflicted on consumer

behaviour.

Additionally, the presence of sales representatives who are “always there when you need
assistance”, drives the formation of a positive experience, which when coupled with an
organised store layout and spacing that allows consumers to breathe, enhances the overall

shopping experience.

5.2.2 | Secondary research questions

1. How do these aspects form consumers’ experiences while in-store?

2. How does in-store experience affect loyalty?
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The insights derived from the study revealed that engagement with “friendly” staff personnel,
the ability to try on clothes and the store’s physical layout, reinforce the development of a
positive disposition towards the brand. As the coherence between the participants’ mentally
constructed ‘norms of shopping’ and the reality of engaging with the brand, form memorable

experiences.

These experiences subsequently heighten the perception of the brand, which in turn
influences consumer loyalty as the developed dispositions transform into actual purchasing

behaviour.

5.2.3 | Research objectives

1. To determine the foundations on which H&M's in-store experience is built; and

2. The effect of the reduced presence of such experiences

Similar to the findings from the study’s primary research question. Participants’ experiences
are built on the ability to physically try on clothes, as it increases the utility of the purchase as
well ensuring that the purchase intent is satisfied in a manner that relates to consumer’s

purchase desires.

Additionally, store layout and sales representatives play a role in building the in-store
experience. However, the consequence of a reduced presence of either of the previously
mentioned foundation builders, results in the dismissal of engagement with the brand, as well
as a decreased perception which effects consumer behaviour and thus H&M'’s profitability. As
such, it is essential for the brand to ensure the unhindered presence of the essential elements
that work towards creating positive experiences. As the maintenance of such experiences, will

as the study found, persuade consumers to continuously purchase from the brand.

5.3 | Implications of the findings for H&M

The participants’ previous experiences with H&M helped facilitate credibility for the brand, but
has been unable to maintain positive perceptions surrounding the brand as a whole. The
implication driving this realisation has been consumers’ ability scrutinise aspects about the
brand that limited engagement, resulting in consumers feeling less confident in the brand’s
product performance and overall capabilities in satisfying purchase intent.

The developed dispositions towards the brand are ultimately linked to consumer behaviour

and brand loyalty, hence the need for further attention to be given to the relationship that exists
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between in-store experience, consumer behaviour and brand loyalty, including specific
engagement antecedents and consequences, and the relative importance of the interactions

within the realm of brand and consumer engagement.

Keller's (2001:3) notion of what makes a brand powerful provides a useful avenue to explore
factors of consumer engagement and their effect on H&M, as the consumer-brand relationship
that exists between H&M and the participants has largely driven their willingness or
indifference about supporting the brand. The implication of this willingness or indifference
stand parallel to one another and carries both positives and negatives, due to the realisation
that brand loyalty remains even with a reduced in-store experience, but that this loyalty is
spurious, thus making it easier to be captured by competing brands (Brodie, llic, Juric &
Hollebeek, 2013:105).

In the evaluation of the in-store experience, H&M has managed to provoke a mixed response
of feelings amongst its consumers, with most being negative, some maintained and others, as
previously mentioned, indifferent. These responses were characterised by feelings of
disapproval, familiarity and discontent, which in turn has an influence on the behaviours that
consumers will take to avoid some of these feelings (Brodie et al., 2013:109). Consequently,
the break in the emotional consumer-brand bond negatively influences the brands credibility
and heightens the feelings of disengagement or managed interaction with the brand (Brodie
et al., 2013:115).

Hence the emphasis on the need for H&M to lead the narrative surrounding engagement with
the brand and its subsequent value in order to evoke the conscious and unconscious
sentiments towards the brand and highlight the utility attached to procuring from the store,
thus feeding into influencing the perceptions around brand value which maximises equity
(Warnock, n.d.).

5. 4| Evaluation of the research

The approach that the research study took helped the research objectives as it brought to
light, (1) the foundations on which H&M'’s in-store experience is built (in-store personnel, store
layout, and trying on clothes) and (2) the effect of the reduced presence of such experiences
(limited and sometimes complete disengagement with the brand), which helped draw a

relationship between the key concepts introduced in the study.
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The findings further highlighted the study’s stance on the importance of adapting the
understanding of the in-store experience and incorporating a furthered definition of brand
loyalty, as the research revealed that repeat purchase is not always an indicator of loyalty, but
that attitude equally influences the type of connection an individual has to a brand. The
research was able to meet all of the objectives and address the purpose of its focus though
the theoretical framework that proved the essential nature of heightened levels of utility and

engagement on brand success.

The research findings demonstrate the importance of understanding the aspects that
contribute to the formation of an in-store experience and the consequences of its redefinition.
The research indicates that engagement with the brand in the form of trying on clothes
enhances consumer loyalty, satisfaction, connection, and trust which ultimately dictates

behaviour.

The study also illustrates the furthered understanding of brand loyalty and the in-store
experience, by highlighting the necessity of consumer attitudes and engagement in co-
creating brand meanings. The study also found how consumers easily support brands whose
engagement heightens the utility of procuring goods, which in turn increases the overall
perception of the value of engagement. The findings emphasise the need for the importance
attached to engagement to be listened to as this understanding drives the co-creation of value.

However, the focal role of engagement with employees on the co-creation of value is an area
that also warrants future research as their effect of the creation of positive dispositions while
experiencing a brand were continuously made evident throughout the data collection,

therefore highlighting its importance as another integral aspect on loyalty and behaviour.

While trying on clothes has been an important focus in this research, engagement with other
dyadic principles needs further research, as consumer-consumer engagement has the ability
to influence the in-store experience even in the absence of this study’s proposed try-on-model.
Further research needs to also be done on the broader aspects that influence the in-store
experience through comparative studies which focus on both the effect of a reduced in-store
experience within ‘luxury’ retail outlets and the effect of a reduced in-store experience within
‘economically affordable’ retail outlets to assess if the absence of this factors has objective
consequences or if the consequences are subjective due to the expectations surrounding

consumption from higher end retail outlets.
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5.5 | Ethical considerations

When conducting researcher it is essential to incorporate ethics into the overall procurement
of data and its interpretation thereof (du Plooy-Cilliers et al., 2014:238). Ethical considerations
regarding the study’s participants include: informed consent, collecting data from participants,
dealing with private information and deception (du Plooy-Cilliers et al., 2014:238). The study
made sure to that its participants knew the type of research they were engaging in, the purpose
of the research as well as the manner in which it will be used through the online questionnaire

(see Appendix C).

The second ethical issue taken into consideration was how the data was to be collected. The
online questionnaires used in this study ensured the continuous psychological comfort of
participants and highlighted that if discomfort arises or the individual feels the need to
disengage with the questionnaire they would be allowed to, and face no consequence of their
choices.

To ensure that any sensitive or personal information is not used against participants, their
names were not asked and the data that had been collected remained confidential, as only to
be seen by the researcher and the document’s reader (which the participants were made
aware of). Lastly, the researcher made use of online questionnaires as they avoided the
potential for deception on the side of the researcher as well as removing the ability to falsify

data and sway responses to be in favour of the research’s objectives.

5.6 | Anticipated contribution

The key contribution that this study is making is found in how its favouring of a truly subjective
study and an unconventional method towards understanding the phenomenon has the ability
to add to and fill in the gaps within literature by providing researchers with a method of
understanding the holistic in-store experience, and business owners with a supported
argument for the importance of the phenomenon on consumer behaviour and loyalty in order
to provide them with a method for organising business strategies during economic fluctuations.
The study does this by highlighting previously omitted aspects of the in-store experience such
as trying on clothes, and addressing the effect of its reduced presence, while simultaneously
highlighting the relationship between the in-store experience and its influence on consumer

perception, choice and ultimately loyalty.
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5.7 | Limitations

The research encountered limitations relating to resources. Due to the specific characteristics
of the study’s population it became difficult to find human resource as many might have only
met 2 of the 3 criteria needed to partake in the study. At a theoretical level, the topic and
approach that the study has taken is one with limited research that connects the study’s key
concepts with each other. Therefore making the search for literature more difficult and

decreasing the number of frameworks and foundations on which the study could be supported

by.

Lastly, due to time constraints the process of triangulation, which can be described as the use
of 2 or more data collection methods for the purpose of increasing the trustworthiness of a
study (Heale & Forbes, 2018), unable to occur. The research process had specific time
constraints which made the act of triangulation unfeasible to this study due to its qualitative
nature which required more time to be spent on interpreting the collected data.

6 | Conclusion

Prior to this study, there existed a variety of confirming and debunking literature (Cant, Van
Heerden and Ngambi n.d.:121; Areni and Kim 1993:336-340; Levy and Weitz 2002: 447-464),
devoted to consumer’s in-store experiences. However, despite this fact, similar to the findings
of the previously mentioned authors, Bindu, Kodali and Kumari's (2021:1739-1744) research
holds the singular belief that in-store experience is a result of the exterior and internal
atmosphere of a store. The trio expand to suggest that it is these internal and external forces,
namely, atmosphere, store colour, design and layout that drive behaviour through positive

emotional, cognitive and physiological associations (Bindu et al., 2021:1739-1744).

However relevant these findings are to the formation of a positive in-store experience, as
further found by this study, this study sought to leverage previously conducted research in
order to adopt a novel method of understanding the in-store experience. The result allowed
the study to answer its question as to which aspects of H&M's in-store environment form an
experience-whether positive or negative in a seemingly alternate manner to the way in which

previous authors have.

In favouring a truly subjective study and an unconventional method towards understanding

the phenomena. This study is able to potentially add to the existing body knowledge by
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highlighting the effect of the reduced in-store experience as well as its relationship with and

influence on consumer perception, choice and ultimately loyalty.
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Appendices
The following is a representation of all the data that related to the formulation of this study

Appendix A

Please discuss whether you consider yourself to be a loyal consumer or casual
shopper of H&M, including the aspect/(s) that made you either the former or the
latter.

Your answer

Please discuss the aspects about H&M that maximise the benefits of shopping in

their stores.

Your answer

Is there are any level of symbolism attached to trying on clothes while in-store?
Please discuss.

Your answer

Was there an impact on the connection you had to H&M when you were unable
to try on clothes in-store during the lockdown period? Please discuss.

Your answer

Please describe the conditions under which your perspective on H&M's shopping
experience whether in-store or online increased or decreased.

Your answer

Did H&M's in-store environment during the lockdown period have an effect on
your level of loyalty to the brand? Please discuss.

Your answer
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Appendix D
Codes
Question 1

Please discuss whether you consider yourself to be a loyal consumer or casual shopper of

H&M, including the aspect/(s) that made you either the former or the latter.

Participants Responses

1 | am more of a casual buyer. Reason being
that | only shop at H&M whenever | come
across it, not necessarily | would be looking

for it in every mall | visit

2: Loyal customet

3: | would regard myself as a casual shopper

at H&M more than a loyal consumer if | were
to compare the present to the past as | have
noticed a lot of changes in terms of the style
and fashion of clothing. The newer trends
do not interest me as such and most times
| opt for the basics than anything else in the

store.

4: | am a casual shopper based on the that |
don’t regularly shop at H&M neither is it my

go to option

5: | consider myself a casual shopper at H&m.
| started shopping there my first year of
varsity. | thought the clothes were quite
sophisticated prior so | preferred shopping
at other establishment. However, as my
style evolved, | found h&m catered for my
needs, style wise. It's quite expensive and
seeing that | am working with a student
budget, | only go casually for essentials that

| know | won't get at alternative shops.
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6: Casual shopper. It doesn’t always have my
sense of style but | do find the occasional
items that catch my eye.

7 Casual shopper, | tend to shop online on
superbalist

8. _ - | buy there almost every
month.

9. I o & M. | love H&M for the
their range of style from being a classy
casual lady to being a boss lady at work at
affordable prices.

Question 2

Please discuss the aspects about H&M that maximise the benefits of shopping in their stores

Participants

Responses

1:

Style definitely. And | just like the look and
feel of their store when you walk in

How they put their EiGINCSINISCOUORSINIGEN

3: Super_
Order in the store at all times.
There are rarely ever any long queues so
that works in their favor too

4: Due to the fact that they don’'t have an
online store GHCHIUOCSIINOINDECOME
BVERURBINEE and confused by the number
of options one has

5: Firstly, and this might be out of the context,

however | enjoy [iEHSHECINONOMNCNSION

Secondly, | have a fond appreciation for the
cleanliness of their stores, it enhances my

previous point. | also appreciate the
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something! Lastly, | enjoy the fact that they
cater for both students and the working

class, it gives you room to alternate
between styles or even integrate the two

style avenues.

The shops are DidanizedianoNSPacIONSISY
you can see the clothes better. They also

have really good discounts.

Affordable prices

Their sales people are very friendly and |
assistance and also the quality of the
products as well as the prices are very

affordable.

1. The option of being able to try out the
clothes before purchasing.

2. Access to sale items that are most likely
to not be online.

3. Engaging with the staff and getting fashion
Inspo from the mannequins and individuals
in the store.

4. Access to the free wifi.

Question 3

Is there are any level of symbolism attached to trying on clothes while in-store? Please discuss

Participants

Responses

1:

| am not too sure | understand this question
clearly hey. But with what | think is asking, |
would say, HEIKEHRGOIOIRESENSIOES.
have this feeling that there might be cameras

hidden somewhere hey. Hahaha

N/A
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BEISOREIIRS. | never do try clothes on when

shopping.

BB bcsides the obvious which is
getting a sense of [EHitNaNGNEEINOINNE

BEEasion, be it going on a date or having a
class of wine with friends or lazing around at

home or even going to the library. In
addition, trying clothes enhances your
experience at the shop while simultaneously
calming your doubts about the clothing
items. Which ultimately leads you buying the
piece of clothing as opposed to not trying it
on and letting your doubts overwhelm you
and ultimately leaving the store having
purchased nothing.

NBIEEEI But it is convenient to be able to

., | feel comfort trying clothes on in store.

and

B you getto
it minuses the hassle of having to come back

to change or return the items purchased.

I am not sure if | understand the question but
based on my interpretation. | have not
necessarily heard of any thoughts about
trying on clothes in stores. For me trying on

clothes in store is to EOmTtMMMMICaAneed
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Question 4

Was there an impact on the connection you had to H&M when you were unable to try on

clothes in-store during the lockdown period? Please discuss.

Participants

Responses

1:

Never shopped at H&M during all lockdown.

2:

- there was.

3:

- At times you would find that | bought
items that do not fit and the admin of having
to go back in store and exchange the outfits
with the hopes of them fitting again was too
much and so | opted to stop shopping for a

while.

M8, due to the fact | do not normally try

clothing on either way.

-, as mentioned before it completely
changed my shopping experience as | did

get to see if the ClHESHitimelappropratel

It took away the whole shopping experience.
The excitement of seeing yourself in the big
changing room mirrors looking good and
walking out to show your friend how you
look.

BB 'd have to return some items because
| didn't like the way they fit.

-, | had to always take the items home
and try them out and have to drive back to
the mall if they don't fit.

-, it frustrated me because | still find it
difficult to know my exact size at H&M

especially clothing items having different
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cuts. Not given the opportunity to try on, I did |

andiexXehangingitems. Unless | went to H&M

with my sister then it was not bad because

she knows my size better than me.

Question 5

Please describe the conditions under which your perspective on H&M'’s shopping experience

whether in-store or online increased or decreased.

Participants

Responses

1:

EESNSSRSISENE since day one really.

2:

3:

| still feel like H&M holds its prestige to a high
regard but it is not the ideal store for me to

shop at anymore.

There was an instance whereby | wanted a
top from H&M but did not have a size | asked
if they could check another store and was
told that they couldn’t because they do not
have an online store which renders them
unable to check with their fellow stores of
there is stock this made my shopping

experience unpleasant.

They definitely [ECIGHSEE in Store as |

realised that buying clothes for just sitting at
home and lounging all day was a waste of
money and time. If | had the experience of
fitting the items in store, | feel | would've
been more receptive to the idea of
purchasing items as | can see them on my
body and | can picture myself wearing them
somewhere. That in itself would've uplifted
my spirits and given me hope that lockdown

was temporary and looking good was forever

- if you know what | mean).
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6: Due to some scandals | have been
discouraged to buy from H&M because | felt
like | was supporting a racist brand. But |
understand that sometimes mistakes
happen.

7: My H&M BRI eIeases 25 | tried not |
leaving the house for non-essential reasons
due to COVID19

8: Honestly it didn’t really increase nor
decrease because | was still using the
traditional way of buying which is in-store,
the only boring part was not being able to try
out the clothes in the fitting rooms due to
COVID-19.

9: | have never shopped online with H&M so |

can’'t necessarily say that the online option
was better for me. Not having the opportunity
to try on my shopping experience in store

Question 6
Did H&M's in-store environment during the lockdown period have an effect on your level of

loyalty to the brand? Please discuss.

Participants Responses

1: Wouldn't know, since | haven't been there in
a while hey.

2: - because of the covid regulations | was

too lazy to go to the store.

3 . The service provided was still the same
as before the lockdown period and so |

believe my loyalty is still the same.

4: . my loyalty remained the same during the

lockdown period.

5: _ as | mentioned | am a

casual shopper so it neither increased or

decreased my loyalty but it did make me
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rethink purchasing a few items and lessened
the amount of things | would buy under

normal circumstances.

6: - | went to other trusted online stores
which were better known for being online
stores.

7 . | remain a casual shopper when it comes
to H&M.

8: NS,  EEE R bccause | love
it and the products they offer.

9: Besides not being able to try on! The

environment did not change as much |, | did

not experience a lot of people in store but the

staff were still friendly. | was il GHIOVal

BB -though it was frustrating to not try

on.
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Appendix E

Questionnaire responses

Question 1

Please discuss whether you consider yourself to be a loyal consumer or casual shopper of H&M,
including the aspect/(s) that made you either the former or the latter.

9 responses

Loyal customer

| would regard myself as a casual shopper at H&M more than a loyal consumer if | were to compare the
present to the past as | have noticed a lot of changes in terms of the style and fashion of clothing. The
newer trends do not interest me as such and most times | opt for the basics than anything else in the
store.

| am a casual shopper based on the that | don't regularly shop at H&M neither is it my go to option
| consider myself a casual shopper at H&m. | started shopping there my first year of varsity. | thought the
clothes were quite sophisticated prior so | preferred shopping at other establishment. However, as my style

evolved, | found h&m catered for my needs, style wise. It's quite expensive and seeing that | am working
with a student budget, | only go casually for essentials that | know | won't get at alternative shops.

Casual shopper. It doesn't always have my sense of style but | do find the occasional items that catch my
eye.

Casual shopper, | tend to shop online on superbalist

Question 2

Please discuss the aspects about H&M that maximise the benefits of shopping in their stores.

9 responses

Style definitely. And | just like the look and feel of their store when you walk in
How they put their clothes in sections nicely

Super friendly staff
Order in the store at all times.
There are rarely ever any long queues so that works in their favor too.

Due to the fact that they don't have an online store one does not become overwhelmed and confused by
the number of options one has

Firstly, and this might be out of the context, however | enjoy the spacing of the and set up of the clothes. It
offers a breathable environment and one doesn't feel overwhelmed while shopping. Secondly, | have a fond
appreciation for the cleanliness of their stores, it enhances my previous point. | also appreciate the
customer service and the fact that their workers give you space to shop freely until such a point you need
assistance with something. Lastly, | enjoy the fact that they cater for both students and the working class,
it gives you room to alternate between styles or even integrate the two style avenues.

The shops are organized and spacious so you can see the clothes better. They also have really good
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Question 3

Is there are any level of symbolism attached to trying on clothes while in-store? Please discuss.

9 responses

i
Personally no, | never do try clothes on when shopping

Yes there, besides the obvious which is getting a sense of the fit and feel of the clothing item on your body,
you also get to picture yourself in the clothing outside of the store. This gives you an idea of where and
when you could wear the piece of clothing and where or not it is suitable for that occasion, be it going on a
date or having a class of wine with friends or lazing around at home or even going to the library. In
addition, trying clothes enhances your experience at the shop while simultaneously calming your doubts
about the clothing items. Which ultimately leads you buying the piece of clothing as opposed to not trying
it on and letting your doubts overwhelm you and ultimately leaving the store having purchased nothing.

Not really. But it is convenient to be able to see if the clothes you like actually look good on you. Instead of
getting home and being disappointed.

No, | feel comfort trying clothes on in store

Yes, you get to pick what best suites you and it minuses the hassle of having to come back to change or
return the items purchased

Question 4

Was there an impact on the connection you had to H&M when you were unable to try on clothes in-
store during the lockdown period? Please discuss.

9 responses

Yes there was

Yes. At times you would find that | bought items that so not fit and the admin of having to go back in store
and exchange the outfits with the hopes of them fitting again was too much and so | opted to stop
shopping for a while.

No, due to the fact | do normally try clothing on either way

Definitely, as mentioned before it completely changed my shopping experience as | did get to see if the
clothes fit me appropriately and secondly it robbed me of the picturing of myself wearing the item outside.
Which lead to me having doubts about the items and ultimately leaving them behind.

Yes. | was discouraged to buy clothes because | wasn't sure if they would suit me. It took away the whole
shopping experience. The excitement of seeing yourself in the big changing room mirrors looking good and
walking out to show your friend how you look

Yes, I'd have to return some items because | didn't like the way they fit

| had to always take the items home and try them out and have to drive back to the mall if they don't fit.
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Question 5

Please describe the conditions under which your perspective on H&M's shopping experience
whether in-store or online increased or decreased.

9 responses

There was an instance whereby | wanted a top from H&M but did not have a size | asked if they could
check another store and was told that they couldn’t because they do not have an online store which
renders them unable to check with their fellow stores of there is stock this made my shopping experience
unpleasant

They definitely decreased in store as | realised that buying clothes for just sitting at home and lounging all
day was a waste of money and time. If | had the experience of fitting the items in store, | feel | would've
been more receptive to the idea of purchasing items as | can see them on my body and | can picture
myself wearing them somewhere. That in itself would've uplifted my spirits and given me hope that
lockdown was temporary and looking good was forever - if you know what | mean)

Due to some scandals | have been discouraged to buy from H&M because | felt like | was supporting a
racist brand. But | understand that sometimes mistakes happen.

My H&M experience decreased as | tried not leaving the house for non-eccential reasons due to COVID19

Honestly it didn't really increase nor decrease because | was still using the traditional way of buying which
is in-store, the only boring part was not being able to try out the clothes in the fitting rooms due to COVID-
19

Question 6

Did H&M's in-store environment during the lockdown period have an effect on your level of loyalty
to the brand? Please discuss.

% responses

No.
The service provided was still the same as before the lockdown period and so | believe my loyalty is still
the same

No, my loyalty remained the same during the lockdown period

Not necessarily, as | mentioned | am a casual shopper so it neither increased or decreased my loyalty but it
did make me rethink purchasing a few items and lessened the amount of things | would buy under normal
circumstances.

Yes. | went to other trusted online stores which were better known for being online stores.
No, | remain a casual shopper when it comes to H&M
No, | stayed loyal to the brand because I love it and the products they offer.

Besides not being able to try on! The environment did not change as much |, 1 did not experience a lot of
people in store but the staff were still friendly. | was still a loyal customer although it was frustrating to not
try on
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Appendix F

Concept table
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