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Abstract 
The Covid-19 pandemic has changed the world in many ways and will continue to influence the way we live 
in the future, not least the way we do our shopping. Contactless shopping solutions in the form of 
technologies are quickly becoming an all more common way for retailers to do business. With these rapid 
advancements comes difficulties, primarily for older generations. Prior research indicates that older 
generations are struggling with staying up to date with technological solutions. Understanding what effect 
these new technologies have on the customer is therefore an interesting aspect to examine. 
 
Thusly the purpose of this study was to explore the customer usage of technological interfaces in electronic 
retail stores and how this influences the customer’s loyalty to the retail store. Further, the study aimed to 
understand the difference between Boomers and Millennials in this regard. 
 
The study utilized an abductive approach in exploring the research topic. A qualitative methodology was 
implemented where the data was collected through 8 interviews, 4 Boomer respondents and 4 Millennial 
respondents respectively. The findings contributed to new insights in how electronic retail store managers 
can strategize when implementing a technological interface shopping solution. Furthermore, the findings 
expand upon existing theory by highlighting how Boomers and Millennials approach a TI customer journey 
and the influence this has on retail store loyalty. Further the findings explain how the two generations 
generate trust differently in a technological interface customer journey. 
 
The main limitations with the study are as follows. Through the interview process the respondents were 
asked to interact with a stimulus. In hindsight this interaction could have been documented to a better 
extent, perhaps through notetaking. Nevertheless, this limitation is not deemed to be detrimental as the 
stimulus interaction was highly vocalized through the interview. Furthermore, the data collection could have 
been more saturated. Even though enough interviews were held to fulfil the purpose of the study, had there 
been more time and resources more data collection could have garnered a more specific look at 
companions on the customer journey. Despite these shortcomings the study fulfils the purpose.  

Keywords 
technological interfaces, loyalty, retail store loyalty, millennials, boomers, customer commitment, 
technological acceptance, human interaction, trusting environment 
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1. INTRODUCTION 

 
The following chapter gives the reader an understanding of the phenomenon that is to be explored, 

why it needs to be explored and explains the aim of the paper. Firstly, a background of the research 

field will be given. Secondly, the problematization will explain the research gap and phenomena 

that are to be explored. Thirdly the research purpose and question are presented. Finally, a brief 

disposition is given to grant the reader an overview of the paper’s structure and content.  

1.1 BACKGROUND  

Technology has become an ambiguous term in recent years as it encapsulates a plethora of 

innovations and developments. For example, some technologies we rely on everyday include the 

house we live in, the machines that are used for manufacturing products, transportation means, 

medical equipment that keeps us healthy, and our means of communication (Roser & Ritchie, 

2022). The dependency of technology products in society has led to the development and 

advancement of these technologies. For instance, Gordon Moore the co-founder of tech company 

Intel Corporation made the first observation on the exponential growth rate of technology referred 

to as Moore’s Law. Moore’s Law gave birth to new opportunities for both businesses and people 

to digest the accelerating rate of technological advancements. The exponential growth rate of 

technological advancements has resulted in an increased interaction and dependency on 

technology  (University of the people, 2022). For example, most people today live dependently on 

the smartphone in their pocket. Looking back two decades, the smartphone was only 

conceptualized in sci-fi movies, few could predict what the future would have to offer (Berman & 

Dorrier, 2016). Being aware of these paradigm shifts in technology can be essential for the survival 

of companies. For example, Sony Ericsson which was at one time the biggest mobile phone 

manufacture in the world failed to do just that. The company failed to understand where the 

technology was heading, which had devastating effects (Osawa, 2013). Other examples where 

giant companies failed to keep up with innovative change is the movie and video game rental 

company Blockbuster Video which failed to join the digitalization wave of streaming services. 

This led to Blockbuster Video filing for bankruptcy in 2010. A more recent example is the toy 

store chain Toys “R” Us which filed bankruptcy in 2017 due to the late entry into the online 

shopping space (Goh, 2022). This shows us what an impact technological advancement can have 
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on companies’ well-being and why it is highly important to keep up with new innovations and 

know how the customer purchases products.  

 

An industry that has not gone unnoticed in the technological advancement sphere is retail. In the 

retail industry, technology has become essential in cutting costs, minimizing errors, keeping 

ledgers, and optimization (Fiorito, et al., 2010). Be it a cash register, an automatic price changer 

or a centralized storage system, retail business has become increasingly automized and streamlined 

(Pantano & Vannucci, 2019). These technological implementations can be found in furniture stores 

such as IKEA (IKEA, 2022), electronic stores like Elgiganten (Elgiganten, 2022) and in clothing 

stores like H&M (Ekuriren, 2022). These new ways of automatization have created more 

opportunities to improve the overall efficiency of business (Matthias & Dominic, 2021). 

Elgiganten is the largest electronic retail store in Sweden (Elgiganten, 2022). Elgiganten’s CEO, 

Niclas Eriksson, stated that the reason for this is the company’s investments into digital solutions 

and technological innovations that simplify the customer experience (Eriksson, 2019). In the 

Swedish electronic retail industry prices are being pushed down due to the heavy emphasis on 

price competition (Johansson, 2020). In fact, prices are typically so low that the largest electronic 

retailers in Sweden (Elgiganten, Mediamarkt, and NetOnNet) rely on selling extra services on their 

products to make a profit on the sale. Cutting costs and diversifying their unique selling points 

seems to be the only way to survive, something Elgiganten seem to be thriving at through their 

implementation of technological innovation and diversification (Forsberg, 2021; Eriksson, 2019).  

 

One emergent type of technological innovation towards automation in retail is self-service 

technology (SST), which is an umbrella term for “interfaces that enable customers to receive 

services independent of direct employee involvement” (Chen, et al., 2020, p. 2). Self-service 

scanners are commonplace in grocery stores, where the customer scans their product and pays in 

an unmanned kiosk. In electronic retail SSTs include self-service repair (where a repair kit is sent 

home with a manual), self-service installation (where augmented reality apps help you install your 

new tv), and AI chatbots that help the customer with simple tasks.  

 

The Covid-19 pandemic has drastically changed how consumers behave and how businesses act 

which has led to a new contactless physical store experience (Eger et al., 2021). With the rise of 

Covid-19, trends indicate that SSTs will become more commonplace in retail due to the awareness 
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of bacteria and virus infection (Rajesh Kannan & Vasantha, 2021). In electronic retail, it is now 

common for orders to be made on a smartphone and picked up ready to go in store within minutes, 

even to the extent that the customer never has to leave his/her car, reminiscent of a fast-food drive 

through. These shopping experiences are referred to as omnichannel shopping (Piotrowicz & 

Cuthbertson, 2014). Sheth (2021) predicts that retail will continue to adopt a greater focus on 

omnichannel shopping even after the Covid-19 pandemic has simmered. He argues that 

technological innovations and technological interfaces (TI) in shopping is key in the survival of 

physical retail stores. TIs can be defined as the digital solution that the customer employs in 

omnichannel shopping, be it an app, a website, or a computer program (Sheth, 2021).  

1.2 PROBLEMATIZATION 

The notion of different generations in regard to technology is an interesting aspect to consider as 

studies suggest that the younger generations are more open and positive towards technological 

advancements than the older generations (Hoolachan & McKee, 2018).  Older generations struggle 

and experience stress in keeping up to date with new innovations, this hinders them from 

performing simple tasks such as calling the health clinic, paying for train tickets, and banking 

services (Engelbrektson, 2017). Due to the rapid advancement of technology, certain generations 

attempt to adopt technology as it arrives whilst other generations are born with the technology in 

their hands. “Boomers” is a term used to describe those born between 1945 and 1965, whilst 

“Millennials” is a term used to describe those born between 1982 and 2000 (Hoolachan & McKee, 

2018). These generations are often placed in juxtaposition with one another due to their views on 

the world and the technological understandings of the two generations. As such understanding how 

the implementation of TIs can alter the customers commitment is an interesting case to explore in 

regard to the generation the customer belongs.   

 

Previous studies indicate that the generation you belong to influences your preference towards TI 

or services from an employee (Wu, et al., 2021; Lyu & Joo, 2019; Lian & Yen, 2014). Wu et al. 

(2021) found that Boomers tend to prefer employee interaction due to comfort and convenience 

whilst Millennials tend to prefer TIs for the same reasons. Lian and Yen (2014) also agree that 

Boomers prefer employee interaction as they found that Boomers tend to have a harder time 

shopping online due to physiological and psychological barriers. These findings are challenged by 

Lyu and Joo (2019) who argue that age is not a factor that influences the acceptance of 
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technological innovations, rather the comfortability and familiarity with technology drives 

technological acceptance. These contradictions and unclarities indicate that the field of 

generational study in regard to technology and shopping needs further investigation.  

 

Hoolachn and Mckee (2018) argue that Boomers and Millennials are interesting generations to put 

into the lens of analysis as they make up the majority of customers and they are typically the two 

most polarized generations. For example, Alam and Noor (2020) states that Millennials’ loyalty is 

significantly influenced by a company’s service quality which in turn indirectly affects the 

customer’s perception of the corporate image. Maloles et al. (2009) also argue that the service 

quality is linked to the level of loyalty exhibited by Millennials, however, they also point out that 

Boomers are more difficult to attain as loyal customers as they are more multifaceted than 

Millennials. Despite these differences, Berraies et al. (2017) emphasized that no matter which 

generation you belong to, quality, price, and perceived value have the same impact on the general 

customers’ loyalty. Berraies et al’s. (2017) findings directly clash with the findings of both Alam 

and Noor (2020) and Maloles et al. (2009), indicating that the concept of loyalty in relation to 

generations lacks an overall understanding in current literature. Because loyalty is paramount for 

store managers in customer retention (Herhausen, et al., 2019), further investigation is required 

regarding loyalty and generational belonging.  

 

In regard to customer engagement with employees or machines, customers tend to exhibit a greater 

loyalty when engaging in staff checkouts than when utilizing self-checkouts (Sharma, et al., 2021). 

Chen et al’s. (2020) findings support this as they found that customers display a greater negative 

loyalty response to technological failure than employee failure. This is further supported by Aiello, 

et al. (2020) who found that loyalty is facilitated by the perceived warmth from the company. They 

argue that perceived warmth is only experienced through personal connections and not through 

technologies. This is somewhat challenged by Grewal and Roggeveen (2020) who argue that a 

technological customer journey opens for the possibility of greater personalization and therefore a 

greater personal connection and loyalty. While these findings contradict one another they are not 

necessarily incompatible, the way the technology is executed or whether or not the customer still 

has an interaction with human employees could merge these findings. Grewal and Roggeveen 

(2020) suggest that perhaps TIs should be implemented for the practical processes whilst 
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employees should serve as a mediator to create personalized connections to the customer and by 

doing this increasing trust towards TI implementation. 

 

When addressing TI in regard to loyalty, Iqbal et al., (2018) found that the level of loyalty is 

determined by the technological service quality. Meaning, a high standard of technological service 

quality leads to a significant positive response in customer loyalty. However, Giebelhausen, et al. 

(2014) explains that customers can find technology complicated and hinder the completion of 

purchases which can lead to a decrease in customer loyalty. A more recent study by Narteh (2015) 

shows that the level of loyalty is not only determined by the standard of the technological service 

quality but also by how convenient, reliable, responsive, and easy to use the TI is. Furthermore, 

Narteh, (2015) also states that technological trust is shown to have a significant impact on loyalty 

when customers engage with TIs and is formed through personal experiences with technology. 

Blut, et al. (2016) elaborate upon this by stating that country culture and the level of technology 

advancement in that specific country plays a role in the level of trust the customer exhibits towards 

an TI implementation. Because of this, the following study will focus on the Swedish customer to 

maintain consistency.   

 

In the context of TIs, previous studies indicate that there is a meaningful difference in how a retail 

store is experienced depending on whether the interaction with the retailer takes place in a physical 

environment or a digital one (Lee & Yi, 2021). Vannucci and Pantano (2020) explains that various 

interactions affect costumers’ experience of a retailer differently, a retail experience in store can 

be completely different to one purely online. Lee and Yi (2021) explain that a positive customer 

experience is partly determined by the level of empathy the customer receives from the employee, 

something lacking in TIs. Vannucci and Pantano (2020) further explain that human interaction is 

crucial in the customer evaluation process, purchasing behavior, and the shopping experience. 

Despite the understandings of how the difference between a digital and a physical retail experience 

impacts the customer’s perceptions, research has yet to establish how the retail experience impacts 

the customer’s store loyalty. Specifically, how retail store loyalty is affected by the TI 

implementation and whether the experience is digital or physical impacts this.  

 

Customers consume various types of information provided by retailers such as employee 

interaction, marketing and overall image which forms the customers assessments of value towards 
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the retailer determining the level of retail store loyalty (Levy & Lehman, 2004). The emerging role 

of technology in the retail industry also plays an important role in how retail store loyalty is shaped. 

Already 20 years ago studies showed that technological shopping solutions can both lead to a 

decrease in the level of trust and loyalty (Selnes & Hansen, 2001) but is challenged by a more 

recent study which indicates that TIs can increase trust and loyalty if implemented correctly 

(Narteh, 2015).  

 

The implementation and usage of TIs in a business context have since Selnes and Hansens’s (2001) 

study been further investigated. Lian and Yen (2014) argues that both physiological and 

psychological barriers are two variables that plays a critical role for accepting TI. Lyu and Joo 

(2019) further investigate this and states that age and general technological acceptance are two 

fundamental variables that influence the implementation and acceptance of TIs. Wu et al., (2021) 

build upon this and state that Boomers tend to be more skeptical towards innovations and 

millennials tend to be more accepting. Previous research confirms this by stating that younger 

customer experience more control while using TIs than Boomers (Lyu & Joo, 2019). Still, older 

customers believe that different sorts of TIs are useful and enjoyable (Lyu & Joo, 2019).  

1.3 RESEARCH PURPOSE 

The purpose of this study is to explore the customer usage of TIs in electronic retail stores and 

how this influences the customer’s loyalty to the retail store. Further, this study aims to understand 

the difference (if any) between Boomers and Millennials. 

1.4 RESEARCH QUESTION  

How does the utilization TIs in electronic retail influence the customers’ retail store loyalty, and 

how do Boomers and Millennials differ in this regard?  

1.5 DISPOSITION  

This study “Understanding the Relationship Between Technological Interface Shopping and 

Customer Commitment in the Electronic Retail Industry: A Comparison Between Millennials and 

Boomers.” is divided into 6 chapters. Chapter 1 begins by introducing the topic as well as providing 

necessary background information to clarify the relevance of the study. Furthermore, the 

problematization helps to understand the issue of the study which is followed by the research 
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question purpose and research question “How does the utilization TIs in electronic retail influence 

the customers’ retail store loyalty, and how do Boomers and Millennials differ I this regard?”. In 

chapter 2 the theoretical framework is presented which is based on relevant theories to aid the 

authors ability to answer the research question. These theories are further conceptualized into a 

conceptual model which visualize how the different theories are relevant to each other and how it 

effects the outcome of this study. Chapter 3 presents the methodology that explains how the data 

is collected and utilized as well as justifying the research practice that is conducted throughout this 

study. In chapter 4 the analysis and findings are presented which basis on data captured from 

interviews strengthen by the theoretical framework. Chapter 5 discuss the findings and analysis 

from the previous chapter as well as visualizing a re-worked conceptual model that context the 

findings more truthfully than the original conceptual model. Chapter 6 concludes the study as well 

as providing practical implication and theoretical contribution. Furthermore, presenting a critical 

reflection of the study and pointing out further research suggestion which finalizing the study. 
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2. THEORETICAL FRAMEWORK 

 
The following chapter delves into the theoretical framework the study used to explore the research 

question. First, the digital divide is explained to contextualize the generational cohorts in a 

customer context. Secondly, customer store loyalty is explained. Thirdly, the customer journey is 

explored and explained.  

2.1 LITERATURE REVIEW OVERVIEW 

In order to identify current and relevant theory pertaining to the study, a literature review was 

conducted (see Appendix A). The literature chosen was set to be as recent as possible as the study 

aims to investigate generations. Living in a developed society is great in many ways, but it is easy 

to neglect and take things for granted, most of us do not know how dependent we are on certain 

things until we are stripped of it. The internet is one such technological innovation. The internet is 

so integrated into our lives that it has become a fundamental pillar in modern society. As the 

internet has grown so large so fast, certain people struggle with keeping up with the technological 

innovations that are becoming mainstay in society. This phenomenon has created a so-called 

digital divide between those who are quick to understand technological innovations and those who 

struggle (Kol & Lissitsa, 2016). The digital divide can be used as a foundation to understand 

different generations or “generational cohorts” (Koksal, 2019) and when placed in a customer 

context a grander understanding of the research field of generational study pertaining to this paper 

can be acquired. Further, a closer look at the customer journey can magnify the scope of the study 

by structuring the shopping experience into three distinct parts, pre-purchase, purchase, and post-

purchase (Tueanrat, et al., 2021). Beyond this, implementing literature on technological 

understanding and technological acceptance can be beneficial in confirming the notion that older 

generations struggle more with technologies, and identify the general feelings and attitudes the 

different generational segments can have towards technologies (Scherer, et al., 2019). By 

implementing this into this study a more nuanced and technologically focused research can be 

achieved.  
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2.2 THE DIGITAL DIVIDE  

When the internet started to reach the public masses, a concern arose fearing a divide in society 

and creating a digital gap, a so-called ‘digital divide’ (Kol & Lissitsa, 2016). A digital divide can 

be defined as a gap between people who have access to digital technology and those who do not 

(Friemel, 2014). This gap can cause an increase in depression, loneliness, and general health 

decline for those who are not included in the digital age (Delello & McWhorter, 2015). Seniors 

(Age 65+) is a typical generational segment that experience the digital divide (Friemel, 2014).  

Friemel (2014) investigated how one can decrease the gap in this segment and found that one’s 

social network increases the likelihood of using the internet or other digital technologies. 

Furthermore, learning from family and friends showed to be the most incentivizing way to learn 

more about digital technologies (Friemel, 2014). Moreover, the most common barriers for older 

adults in using digital technology are, awareness, cost, attitude, self-efficiency, and lack of interest 

(Delello & McWhorter, 2015). Older adults often do not see the personal benefit of using new 

digital technologies. Delello and McWhorter (2015) explain this as unsureness and nervosity of 

using products that they are not familiar with.  

2.2.1 GENERATIONAL COHORTS 

The Generational Cohorts Theory was first introduced by the German sociologist Karl Mannheim, 

born 1893, explained age in different segments called generational cohorts (Koksal, 2019). 

Arguably the most common and relevant generational segments used in business journals are the 

so called ‘Boomers’, ‘Generation X’ and ‘Millennials’ as they are the majority of customers 

(Koksal, 2019). Generational cohorts and generational segments need to be understood as two 

separate meanings that emerge into a universal understanding of customer segments and age 

groups. Generational segments, such as ‘Boomers’, ‘Generation X’ and ‘Millennials’ are defined 

by the year of birth and extends typically 20-25 years, or roughly however long it takes for one 

birth group to be born and have children of their own (Parment, 2013). Generational cohorts are 

defined as a group of people that share the same ideas, attitudes, values, and beliefs which is 

formed from shared experiences on political, economic, and macro-level social events that occurs 

in the given time-period (Kol & Lissitsa, 2016). However, as the different generational segments 

often share the same macro-level experiences, they are often explained as generational cohorts in 

research purposes  (Kol & Lissitsa, 2016).  
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Egri and Ralston (2004) were early to explore the development of different generational cohorts 

through the lens of cross-culture theory. Egri and Ralston’s (2004) study builds upon the 

‘Generational Cohorts Theory’ and further explains that different beliefs, values, and attitudes are 

constant throughout your whole life which can be explained as generational identity. Further, 

generational identity is not only determined by major macro-level events in recent social and 

economic history. Egri and Ralston (2004) show evidence that generational identity is also 

influenced by where you live and how developed the society is where you were born and grew up. 

These findings argue that cultural differences need to be taken into consideration if research aims 

to compare generational segments and businesses within different countries. The generational 

identity also shows to significantly influence consumer purchase patterns which is vital for 

businesses to understand when developing their business strategy and customer segmentations 

(Kol & Lissitsa, 2016). For example, previous research shows that there is a significant difference 

between the generations Millennials, Boomers and Generation X, when purchasing luxury 

products (Eastman & Liu, 2012), second-hand clothing (Ling & Xu, 2018) and sustainable foods 

(Kamenidou, et al., 2020).  

 

This study will focus on two cohorts: Millenniums and Boomers. The Millennials grew-up in an 

age with economic stability, the emergence of social media and television, supported by 

internationalization and is considered to be a ‘high-tech’ generation (Parment, 2013). Millennials 

typically find social networking highly important and feel empowered to take action when things 

go wrong. They also have a high ability of multi-tasking and are highly technologically competent 

(Kol & Lissitsa, 2016). These characteristics forms a general shopping behavior that is explained 

as sophisticated and consumption oriented (Kol & Lissitsa, 2016). Boomers on the other hand are 

considered to be the most highly educated generation in history, technologically savvy, and 

pragmatic (Kol & Lissitsa, 2016). Moreover, Boomers are hopeful about the future and values 

traveling abroad highly (Parment, 2013). Their purchasing behavior can be explained as 

moderately involved with products that influence how others perceive you, such as clothes, but are 

highly involved with products that affects your well-being such as groceries (Parment, 2013). 

2.2.2 MILLENNIALS AND BOOMERS IN A CUSTOMER CONTEXT 

Understanding the behavioral differences in a customer context between the generations Boomers 

and Millennials is a well-studied and important subject in academic research. Previous literature 
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shows in-depth understandings of the two generations’ typical characteristics and how they behave 

in a shopping context (Egri & Ralston, 2004; Elza, 2016; Kol & Lissitsa, 2016; Parment, 2013), 

but less so in a technological and customer loyalty context.  Academics have found that Millennials 

are highly skilled when it comes to understanding and using digital devices (Parment, 2013). The 

reason for this is because they are so-called digital natives, meaning they grew up using digital 

technology and understand the language used in technological devices such as computers, video 

games and the internet (Elza, 2016). Hartman and McCambridge (2011) describe Millennials as 

technologically sophisticated and used to consuming digital information at a high pace making 

them more comfortable with multi-tasking. The techno-centricity of the Millennials also makes 

them more comfortable using digital devices for communication and embracing innovations into 

their lives (Elza, 2016). Millennials also have an extensive social network making them more 

status seeking compared to other generations. Because they have the urge to display their status, a 

more impulsive and frequent purchasing behavior is exhibited, simultaneously, they become more 

aware of marketing tactics and thusly a new form of shopping style has developed (Kol & Lissitsa, 

2016). The status seeking characteristic makes it hard to create loyalty among Millennials as they 

seek products that match their lifestyle and personality rather than brand names (Kol & Lissitsa, 

2016). As a result, Millennials are not limited to a specific brand or product but rather what fits 

their personal persona and accessibility through digital technology (Kol & Lissitsa, 2016). 

 

In contrast, Boomers are called ‘Digital immigrants’ as they did not grow up with digital 

technologies as Millennials did (Elza, 2016). The major innovations available in their household 

growing up was the telephone and television, compared to the internet and computers which 

Millennials had access to. Owing to this, the Boomers struggled to learn the new language of 

digital technology making it hard for some of them to adapt to this new environment (Elza, 2016). 

The reason behind this struggle is because Boomers have low appreciation for new skills and are 

used to learning step-by-step, and individually, when digital technology often demands multi-

tasking skills (Lissitsa & Laor, 2021). Some scholars describe Boomers as idealistic, optimistic, 

communicative, and self-confident (Lissitsa & Laor, 2021) and other scholars describe them as 

loyal, committed, and reliable (Elza, 2016). Their characteristics and struggles with digital 

technology makes them prefer face-to-face communication rather than digital ones (Elza, 2016). 

However, evidence shows that Boomers are becoming more integrated with digital technologies 

but still lag behind in comparison to Millennials (Lissitsa & Laor, 2021).  
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2.3 RETAIL CUSTOMER 

A retail customer in Sweden is typically “expected to be able to articulate his/her needs, to make 

informed decisions, to be able to pay, and to engage in the service process in various concrete 

ways. He/she is also expected to show a polite and respectful attitude while interacting.” (Fellesson 

& Salomonson, 2016, p. 209). Further, the retail customer is often more involved (more inquisitive 

and researched) with an electronic retail purchase as these purchases are more advanced and costly 

(Fellesson & Salomonson, 2016). The electronic retail customer profile thusly is more selective 

and interactive in the shopping experience than a clothing store customer for instance (Fellesson 

& Salomonson, 2016).  

2.3.1 CUSTOMER JOURNEY 

The customer journey is the “process or sequence that a customer goes through to access or use an 

offering of a company” (Tueanrat, et al., 2021, p. 336). The concept of the customer journey has 

become increasingly important to explore in recent years as the digital age has given rise to a 

multitude of different and nuanced customer journeys (Tueanrat, et al., 2021). As the concept 

places the customer in the center of attention it is an apt framework for understanding the 

customer’s psyche and experience (Tueanrat, et al., 2021). As this paper explores the customer 

context in relation to the use of TIs in electronic retail understanding the customer’s psyche and 

experience is vital. Typically the customer journey is divided into three main stages of the journey, 

the pre-purchase stage, the purchase stage, and the post-purchase stage (Lemon & Verhoef, 2016). 

As the name suggests the pre-purchase stage is the experience the customer undergoes before the 

actual purchase takes place, such as recognizing a need, researching about the product, and 

interacting with marketing orchestrated by the company (Lemon & Verhoef, 2016). The purchase 

encounter entails the actual decision to make the purchase, the payment, and the ordering of the 

product (Tueanrat, et al., 2021). Finally the post-purchase stage refers to the consumption or usage 

of the product, the service encounters, and the evaluation of the product (Lemon & Verhoef, 2016).  

 

Throughout the different stages, the company can interact either directly or indirectly with the 

customer through different means, referred to as touchpoints (Hamilton, et al., 2020). Lemon, et 

al., (2016) describe four different types of touchpoints. Brand-owned, Partner-owned, Customer-

owned, and Social/External that are emergent in all stages of the journey. The Brand-owned 

touchpoints refer to the companies’ managed and controlled interactions with the customer, such 
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as marketing, packaging, loyalty programs, etc. Through these touchpoints the company is able to 

influence the customers’ experience, and to a certain extent their thinking (Lemon & Verhoef, 

2016). Partner-owned touchpoints refer to the interactions with the customer in which the company 

and a partner to the company jointly create marketing schemes or other marketing mix ingredients 

in the pursuit of managing the customers’ experience to the benefit of both company and partner 

(Lemon & Verhoef, 2016). Customer-owned touchpoints are the manner in which the customer 

interacts with the company where neither the company nor partner have any conrtol. These are the 

points in which the customer themselves decide the value of the product/service (Lemon & 

Verhoef, 2016). Lastly, the social/external touchpoints refer to the interactions the customer has 

with other customers, friends, family, etc., where the company has no control and instead the 

customer is influenced by a third party on the journey which can change the thinking and behavior 

of the customer (Lemon & Verhoef, 2016).  

 

Hamilton, et al. (2020) explain that often times the customer journey is not taken alone, rather, in 

most cases there are companions that join the customer, especially in the purchasing stage. They 

argue that the companion influences the motivation to decide on a purchase and reinforce either a 

negative connotation or a positive connotation with the purchase. Hamilton, et al. (2020) even 

explain that the companion will be more critical of the purchase than the actual customer, and 

therefore stress the importance of pleasing both customer and companion. Moreover, Hamilton, et 

al. (2020) explain that the more familiar and educated the customer is with the product the less 

weight the companions opinions have on the customer’s motivation to purchase, and vice versa. 

Furthermore, the customer is more likely to employ a companion to the journey in the event that 

the customer is unsure about the product and purchase (Hamilton, et al., 2020). 

2.3.2 CUSTOMER LOYALTY 

Customer loyalty can be defined as “the customer’s willingness to build a long-lasting relationship 

with a specific brand and recommend such brand to other people” (Iglesias et al., 2018, p. 156). 

Customer loyalty is often measured how frequently the customer makes purchases and how much 

they spend on a specific brand. A loyal customer also spreads positive word-of-mouth and 

recommends the brand to acquaintances. Iglesias et al., (2018) further explains that attracting and 

sustaining loyal customers is the ultimate goal for businesses to gain a competitive advantage on 
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the market. Furthermore, loyal customers drive the profitability of a company because of their 

repeating transactional behavior and willingness to pay a higher price (Iglesias et al., 2018).  

 

Research has established various factors as to why and how loyalty is generated. Iglesias et al., 

2018) argue that Corporate Social Responsibility (CSR) can increase customer loyalty when 

companies genuinely invest in CSR incentives that shows to be beneficial for society and the 

environment. By doing so, customers can get emotionally attached towards the company and thus 

generate greater loyalty. Despite this, customers sometimes perceive CSR initiatives as 

disingenuous and something companies only do for their own benefit (Iglesias et al., 2018). 

Therefore, other researchers have explored the important role of trust when engaging in CSR 

activities or when building loyalty (Martínez & del Bosque, 2013). Consumer trust and customer 

loyalty are two separate concepts that are highly interlinked with each other. Martínez and del 

Bosque (2013, p. 91) explored upon this, “to gain the loyalty of customers, you must first gain 

their trust”. Furthermore, trust can be explained as the customers’ belief that a product or/and 

service provider behave according to what the customer expects and ultimately fulfills the long-

term interest for the customer (Martínez & del Bosque, 2013). There are two main components 

that determine the level of trust, competence, and benevolence. Competence trust is affected by 

for example the level of skill and knowledge the company possesses, and benevolence trust is 

evaluated by how honest and the level of concern a company displays (Martínez & del Bosque, 

2013).  

 

Other scholars shows that different types of service affect the attraction towards a company thus 

increasing loyalty in various ways. Transactionally driven services show to be more passion driven 

while relational services tend to be more commitment driven (Yim et al., 2008). Meaning, 

transactional services such as marketing, product development and accounting will increase the 

attraction towards the company through passion, while relational service such as staff and 

customer encounters increase the attraction through commitment (Yim et al., 2008). Yim et al., 

(2008) argue that these findings help managers to further understand and develop successful 

loyalty enhancement programs for different types of services. Customer attraction can be further 

explained through the scope of customer satisfaction which is shown to increase customers’ 

willingness of repurchasing a product or brand and recommend it to others (Chen & Wang, 2016).  
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2.3.2.1 RETAIL BRAND LOYALTY 

Retail brand loyalty is quite different when compared to customer loyalty. Retail brand loyalty is 

not determined how much one spends and how often a customer makes a purchase, which is 

usually the case when measuring customer loyalty. The loyalty towards a retail brand is instead 

accumulated through experience and how a customer views the brand (Murray et al., 2017). 

Murray et al., (2017) found that retail brand loyalty is not only determined by how customers feel 

when using a product or service from a specific brand but is also affected by the retail store design. 

Other scholars show evidence that customers’ loyalty and satisfaction towards a retail brand is 

correlated with their loyalty towards the retail store (Binninger, 2008). Furthermore, retailer 

loyalty shows to have a positive impact on customers’ purchasing intentions (Das, 2014).  

2.4 MAN VS MACHINE  

The preference a customer has towards technology or human interaction is a nuanced field of study. 

Liu and Hung (2021) found that the preference towards a technological service or a human service 

is largely determined by the familiarity the customer has with the technological service and 

external factors such as the COVID-19 pandemic or regulations. Further, Liu and Hung (2021) 

explain that the organizational profile of the service company also influences the customer’s 

preference. Beyond this Liu and Hung (2021) detail that preference towards technological service 

is at core governed by the perceived benefit the customer sees in the technological service in 

comparison to the human one.  

2.4.1 TECHNOLOGY ACCEPTANCE MODEL 

The technology acceptance model (TAM), first introduced by Davis (1989) in his seminal paper, 

details what factors inhibit or exhibit a person from adopting a technological innovation. Davis 

(1989) found that there are three core variables that determined the level of technological 

acceptance. The first variable was denoted as the perceived ease of use, the degree the person 

deems the technology as usable without much effort. The second variable, perceived usefulness, 

refers to the extent to which the person believes that the technology will aid them in their task. The 

third variable was named the attitude toward technology, the level of which the person is positive 

or negative toward technological solutions. These three core variables are still considered to be 

representative of today’s standards and have applications in many fields (Scherer, et al., 2019). 
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Demoulin and Djelassi (2016) used the TAM in their research on retail stores and TIs, they found 

that the most important factors of the model in retail stores is the perceived usefulness and the 

perceived ease of use, if these were high, so was the behavioral intent on using the technological 

solution.  

2.5 CONCEPTUAL RESEARCH MODEL 

The theoretical review details the research landscape this paper aims to explore. The digital divide 

experienced by the different generational cohorts indicates that there is a meaningful difference in 

how Millennials and Boomers interact with technology and their willingness to accept said 

technology (Elza, 2016). Further, understanding the triggers of loyalty in a customer is a vast and 

nuanced field, trust however, ultimately seems to be a key component in developing customer 

loyalty (Martínez & del Bosque, 2013). Furthermore, retail store loyalty is not to be understood 

through actions, rather the emotional connections the customer has toward the retail store is 

meaningful in order to be measured properly and attain value (Murray, et al., 2017). Utilizing the 

theoretical contributions above, a research model of this paper can be formed (visualized below in 

figure 1).  

 
Figure 1 – Conceptual Model 
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The conceptual model above illustrates the research landscape of the study. The model acts as a 

placeholder to be reworked with the findings from the analysis in chapter 5 “Discussion”. The 

research landscape begins to be understood through the three core observational elements, namely, 

Technological Acceptance, Human Interaction, and Trusting Environment. These can be 

visualized in the three central boxes of the conceptual model. The Technological Acceptance is 

necessary to gather a greater understanding of as it will either confirm and assert previous studies’ 

findings or undermine and contradict them. Further, the Technological Acceptance will allow for 

a greater understanding surrounding Boomers and Millennials’ pushback or embrace of TI in the 

event that TIs become more integrated into the shopping experience. Technological Acceptance 

will be measured through the TAM’s (Davis, 1989) three categories, Perceived ease of use, 

Perceived usefulness, and Attitude toward technology. These three categories will be investigated 

in the three different stages of the customer journey (pre-purchase, purchase, post-purchase) for 

Boomers and Millennials respectively, indicated by the dotted lines in the model. In the pre-

purchase stage perceived ease of use, perceived usefulness, and attitude toward technology will be 

examined by directly probing both Boomers and Millennials on these categories when they are in 

the initial stages of searching for a product. Likewise, this will be done in the purchasing stage 

where a greater understanding of the physical store encounter can be examined to evaluate if 

Boomers and Millennials’ technological capabilities play a role on the customer’s willingness and 

opinions. The post-purchase stage will be examined in a similar manner to the pre-purchase stage, 

instead looking at how the customer evaluates the customer journey. Further, the observations 

gathered about the element Technological Acceptance an understanding of how Technological 

Acceptance influences or the customer’s retail store loyalty will be evaluated, visualized by the 

arrows pointing to the bottom box Retail Store Loyalty. 

 

Human Interaction is also explored in a similar manner as the Technological Acceptance. It is an 

important aspect to consider and examine as Human Interaction is the primary element that would 

potentially change in a more TI integrated shopping experience. Human Interaction is also 

comprised up of three created elements, need for human contact, relationship building, and 

companion on journey. The different categories will again be used to observe both Boomers and 

Millennials in their individual customer journeys, also indicated by the dotted lines. In all the 

customer journey stages the need the customer has for human contact, the implications an existing 
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store relationship has, and whether or not the customer employs a companion in the search for a 

product will be explored. The need for human contact and relational facilitation will be examined 

closely as this lays a strong foundation in understanding retail store loyalty (Yim et al., 2008). 

Further wether or not the customer employs a companion can highlight unknowns surrounding 

touchpoints that are either controlled or uncontrolled (Hamilton, et al., 2020). These 

understandings will be used to confer on wether or not Human Interaction is necessary in 

facilitating retail store loyalty, again visualized as the arrow towards the bottom box “retail store 

loyalty”. 

 

Trusting Environment will be explored as trust lays the foundation for retail store loyalty (Martínez 

& del Bosque, 2013). Yet again this has been comprised up of three categories, meeting 

expectations, company competence, and company benevolence. These three categories will be 

used to interpret the different stages of the customer journey for both Boomers and Millennials, 

again visualized by the dotted lines. Meeting expectations will be used in all the stages of the 

journey to understand what expectations the customer has in each stage wether it is a physical 

encounter or a TI experience, and what happens if these expectations are not met. This is relevant 

as meeting expectations is one of the core conditions in facilitating trust (Yim et al., 2008). Further, 

perceived company benevolence and company competence will be examined to understand if these 

perceptions differ between Boomers and Millennials, as these two categories are also used to 

comprise trust (Martínez & del Bosque, 2013). By examining this in the different stages a clear 

understanding of how trust is affected by TI integrated shopping and consequently retail store 

loyalty can be gathered.  

 

The elements explained above will be the foundation for the discussion of the pre-purchase, 

purchase, and post-purchase stages of the customer journey. The data collected sheds light on how 

Boomers and Millennials differ in their customer journey. How Millennials search for information 

about a product may be different from how a Boomer searches for information about a product the 

preference a Boomer has towards physical interaction when shopping can be different from a 

Millennial’s, etc.  
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3. METHOD  

 
The following chapter explains the research philosophy the paper will maintain, how the research 

will be approached, the research method and design that will be utilized, how the data will be 

collected, and the limitations of the study.  

3.1 RESEARCH PHILOSOPHY  

Research philosophy describes the beliefs of the authors assumption, knowledge, and nature of the 

study. More specifically, the authors’ view of knowledge and the nature of reality (Bryman & Bell, 

2011). There are primarily four different research philosophies, namely, positivism, realism, 

interpretivism and pragmatism. The different philosophies explain the nature of research methods 

such as, quantitative- and qualitative research methods or a combination of them both (Bryman & 

Bell, 2011).  

 

Arguably, the issue of this study could be investigated through both qualitative- and quantitative 

research methods. However, the purpose of this study is to interpret and understand the complexity 

of the issue rather than finding an absolute truth, which rejects the usage of realism as a research 

philosophy. Pragmatism implies either a quantitative or a qualitative research method, which could 

have been applicable for this study (Bryman & Bell, 2011). However, as this study will consist of 

an understanding and interpretation of social constructs, the pragmatic- and positivistic research 

philosophies are rejected, instead interpretivism is the most suitable research philosophy. The true 

origin of interpretivism is to do an in-depth investigation of a phenomenon focusing on the idea of 

people and is of qualitative nature. (Bryman & Bell, 2011). Interpretivism supports the authors 

idea of collecting data and how to understand and investigate the issue which aid as guidance 

throughout the research process. This fits this study well as the research elements that are to be 

understood (See Figure 1) need to be interpreted deep within the customer’s mindset and psyche, 

best achieved through an in-depth study.  

3.2 RESEARCH APPROACH  

In research there are three main research approaches, deductive, inductive, and abductive 

reasoning. The research approach is best described as the general plan and procedure for 
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conducting a study and exploring the relationship between research and theory (Bryman & Bell, 

2011). The deductive approach is limited to a path that follows theory and hypothesis testing. 

Moreover, the deductive approach is more fitting for research philosophies that aims to find the 

absolute truth or using large samples of data (Bryman & Bell, 2011), as this study utilizes an 

interpretivist approach in which multiple “truths” could exist and because this study is of a 

qualitative nature, the deductive approach is rejected. The second alternative is inductive reasoning 

and whilst it could be argued for more strongly when compared to the deductive approach it still 

lacks valuable elements in the research process that are necessary for this study. The inductive 

approach is built on specific observations providing a general conclusion which limits the study to 

go beyond other truths that may have been explored (Bryman & Bell, 2011). As this study aims to 

understand generational retail customers’ feelings and thought processes the inductive approach 

falls short. The third alternative is the abductive approach which can be described as 

interconnection between the deductive- and inductive approach as it helps overcome eventual 

weaknesses and limitations identified above (Bryman & Bell, 2011). As this study aims to provide 

the best prediction of human behavior in a specific context, alternative theories and studies are 

needed to support the argument of these predictions. Therefore, the abductive approach is most 

suitable for this study as it builds upon previous studies connected to the issue combines with the 

authors own observations and findings.  

3.3 RESEARCH METHOD  

Abductive reasoning can be implemented in both Quantitative and Qualitative research (Bryman 

& Bell, 2011). Quantitative research typically implies large data sets that are in turn analyzed 

through different statistical tools to test hypotheses, whilst Qualitative research typically deals with 

smaller more in-depth data sets aimed at understanding a phenomenon (Bryman & Bell, 2011). 

Quantitative research normally deals with numbers and theory testing while Qualitative research 

usually deals with the thought processes and behaviors of people in the pursuit of building theory 

(Bryman & Bell, 2011). It is generally accepted that the human behavior is complex and to gain 

an in-depth understanding of the human psyche and inner thought processes, investigative 

interpretations need to be made which is most suitable for qualitative research.  
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3.4 RESEARCH DESIGN  

The research design of this paper aims to explore a particular problem stated in the above posed 

research question. More specifically, the interconnection between the uprising and usage of TIs 

and customer loyalty in the electronic retail sector. Moreover, as this study aims to explore a 

specific phenomenon, a case study of Sweden’s largest electronic retail concern Elgiganten was 

suitable. As both authors live in close proximity to Elgiganten Kristianstad, customers of this store 

were best suited as study subjects. A case study can be defined in a variety of ways, therefore the 

definition from Crowe et al’s. (2011, p. 1) study was utilized “… the need to explore an event or 

phenomenon in depth and in its natural context”. The research is conducted through stimulated in-

depth interviews with customers from Elgiganten Kristianstad. However, certain things were 

considered to capture as un-biased and truthful answers as possible to validate our findings. 

Therefore, we followed Palmgren and Liljedahl’s (2019) research “Twelve tips for conducting 

qualitative research interviews” which allowed a way to carefully capture and analyze the data in 

a good research practice. The first five tips revolve around the construct of qualitative interviews 

and how it should be performed. Namely, (1) identify why our study is best suitable for qualitative 

interviews, (2) preparing ourselves as interviewers, (3) construct and test the interview guide (See 

Appendix A), (4) consider power dimensions during the interviews, and (5) build a trusting 

relationship with the respondents (Palmgren & Liljedahl, 2019). The tips from 6-9, (6) remember 

that you are a co-creator of the data, (7) talk less and listen more, (8) adjust the interview guide 

and (9) prepare to handle unanticipated emotions (Palmgren & Liljedahl, 2019). Made us more 

aware as interviewers during the interview and helped us perform a professional and comfortable 

interview for the respondents. The last tips, (10) transcribe the interviews in good time, (11) check 

the data and (12) start analysis early (Palmgren & Liljedahl, 2019). This allowed us to have more 

than enough time to carefully construct and analyze the data. 

3.5 DATA COLLECTION  

The source of data can either be primary or secondary, and in this case a combination of them both 

is collected and analyzed. The primary source of data is captured from semi-structured stimulus 

interviews with electronic retail customers and the secondary data refers to previous conducted 

studies regarding the topic (Bryman & Bell, 2011). The interviews allowed the authors to capture 

in-depth data regarding the issue and previous studies helped making the primary data more 

specific (Bryman & Bell, 2011).  
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3.5.1 INTERVIEWS 

Interviews can vaguely be described as a constellated conversation with an aim of gathering 

information. Furthermore, interviews are valued to be the most dominated data collection tool in 

qualitative research and with endless possible applications (Crawford, et al., 2021). Interviews are 

an astute method for collecting people’s opinions, beliefs, and behaviors (Denscombe, 2019). As 

this study aims to understand and interpret the behaviors and opinions of customers using TIs in 

an omnichannel retail experience, interviewing is the logical form of data collection for this study. 

There are several ways interviews can be conducted. Just to mention a few, focus groups which 

involve interviewing a group of people at the same time, structured interviews which typically 

revolves around close-ended question such as yes or no questions and unstructured interviews 

which allow the interviewer to have an unscripted conversation with the interviewee (Denscombe, 

2019). Further, there is the semi-structured interview method, in which the interview is structured 

with main questions, however open dialogue and unplanned questions can be utilized to entice a 

rich interviewee response (Denscombe, 2019). Some scholars encourage using long interviews to 

enable more richness in the data collection (Crawford, et al., 2021), as this paper aims to explore 

a specific field and identify the unknown, long in-depth semi-structured interviews are most fitting. 

However, factors that need to be taken into consideration that are involved with every interview 

style is that the questions need to be unbiased, non-leading and objective to gather as truthful 

information as possible (Denscombe, 2019). Therefore, the authors have constructed an interview 

guide (See Appendix B) in a manner that the questions were as unbiased, non-leading, and 

objective as possible to maintain credibility in the data. Furthermore, to ease the pressure for the 

respondent, we informed them before the interview that their answers would be anonymous.  
 

3.5.1.1 STIMULUS MATERIAL IN INTERVIEWS 

Furthermore, as this study aims to explore customers’ behavioral shifts in regard to loyalty when 

using TIs, the authors used stimulus material to focus the interview toward the research question. 

Stacey and Vincent (2011) explain that stimulus during interviews can contextualize the questions 

for the interviewee which leads to a richer response from the interview. Stimuli used in interviews 

can be viewed in three different modes. The first, clue stimuli, refers to stimuli aimed at merely 

introducing and contextualizing the interview for the respondent. The second, microcosm stimuli, 

refer to stimuli that is set as an absolute viewpoint that the respondent can then give their viewpoint 

to. Thirdly, provocative stimuli, are stimuli that force the respondent to question their own 
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viewpoints and beliefs (Stacey & Vincent, 2011). As this study aims to understand the customers 

perceived ease of use, a stimulus is necessary to capture the respondent’s opinion. The stimulation 

chosen is that of Elgiganten’s website, where the respondent is actively using the website through 

a tablet (iPad) or a computer (Mac) and is asked questions regarding the perceived usefulness and 

ease of use. Further, the respondent was asked to make a faux purchase of a pair of airpods through 

the ‘Collect@Store’ function on Elgiganten’s website allowing the authors to observe and ask 

follow-up question of this experience. ‘Collect@Store’ is a function found on Elgiganten’s website 

which allow the customers to either book or purchase a product in advance given that the specific 

store have it in stock (Elgiganten, 2022). The ‘Collect@Store’ function is a typical TI which this 

study aims to explore and is therefore highly relevant for this study (See Appendix D).   

3.5.2 RESPONDENT SELECTION 

The interview respondents were found in the following manner. Firstly, we asked Elgiganten 

Kristianstad for permission to stand by the entrance to ask customers if they were willing to 

participate in the study. If a yes was given a quick survey was conducted to ensure that the 

respondent met the criteria of the study, namely, date of birth and level of education. Boomer 

respondents had to have been born between 1945-1965 and Millennial respondents had to have 

been born between 1982-2000. Further, Boomers had to have a level of education on a university 

level completed whilst Millennials had to have a completed university education or an ongoing 

one. The reason for this was to negate the possibility of intelligence level being a factor in 

technological understanding. There are numerous studies that support the notion that level of 

intelligence and years of study are strongly positively correlated (Ritchie & Tucker-Drob, 2018). 

The interviews were conducted around the corner to the entrance of Elgiganten in Kristianstad, a 

table and chairs were set up for comfort and seclusion. The interviews were held one-on-one to 

effectively not miss out on potential respondents. In total about 70 shoppers were approached 

based on their perceived age, roughly 30 shoppers agreed to partake in the short survey, out of 

these, 11 potential respondents were identified. 3 shoppers declined to the lengthy interview whilst 

8 shoppers were willing to partake. In total 4 Boomers and 4 Millennials participated in the study 

(See Table 1) and the interviews lasted for roughly 30-45 minutes. The interviews were transcribed 

through transcription software program Otter. All the interviews were anonymous which is why 

fictive names were used in Table 1. Furthermore, all interviews were conducted in Swedish, then 

translated through google translate. 
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Table 1 

Respondents 

Fictive name Boomer/Millennium Gender Interview 

length (min) 

Agatha Boomer Female 42 

Bertha Boomer Female 33 

Chandler Boomer Male 39 

Duncan Boomer Male 32 

Alexa  Millennial Female 32 

Brittney Millennial Female 49 

Cameron Millennial Male 31 

Damian Millennial Male 29 

Note: Fictitious names were used to anonymize the respondents 

3.6 LIMITATIONS 

There were certain limitations with the methodology that need to be addressed. Firstly, it is of 

course possible to be technologically savvy without a higher education and also vice versa. 

However, level of intelligence is per definition how quickly a person is able to learn a skill or attain 

knowledge, thusly, intelligence and technological understanding is also feasibly positively 

correlated. Secondly, as the interviews were conducted in Swedish then translated to English, 

certain sayings or meanings can be lost in translation, however in order to minimize this risk the 

authors used their judgement in translation to ensure that no valuable opinions were misunderstood 

or lost. Both authors are fluent in both Swedish and in English, so this posed no difficulty. Thirdly, 

the interaction with stimulus material should have been documented throughout the interaction to 

better recollect what was performed and how the stimulus was interacted with. In hindsight 
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notetaking or logging would have been beneficial, however, as the interaction was in most cases 

highly vocalized this shortcoming can be overlooked.   
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4. ANALYSIS & FINDINGS 

 

The following chapter presents the data collected from the semi-structured interviews combined 

with an analysis. The chapter is divided into sub-categories, namely, technological acceptance, 

trusting environment, human interaction, and retail store loyalty. These sub-categories are 

analyzed separately between the generations’ Millennials and Boomers. 

4.1 INTERVIEW FINDINGS AND ANALYSIS 

The following sections present data collected from the semi-structured interviews and captures the 

components used in the conceptual framework (See Figure 1) that influences the customer journey 

and retail store loyalty. The findings and analysis are divided into two separate parts, namely, 

Boomers and Millennials. As a result, the data can be coherently presented and made easy to follow 

regarding the two generational segments Millennials and Boomers.  

4.2 MILLENNIALS 

 Millennials are born between 1982-2000 and typical characteristics of Millennials that are stated 

in previous research are that they are good at multi-tasking and are considered to be a high-tech 

generation (Parment, 2013). Millennials grew up with economic stability and with the emergence 

of social media and television. This has made them value social networking highly and act 

independent in circumstances when things go awry (Kol & Lissitsa, 2016).  

4.2.1 TECHNOLOGICAL ACCEPTANCE 

Technological acceptance determines if Millennials experience a gap in the accessibility and 

ability to use digital technology. Finding it hard to use digital technology can increase the risk of 

feeling “behind” in society which ultimately increases the risk of depression, feeling lonely and 

general health decline (Friemel, 2014). Furthermore, the TAM was used to analyze technological 

acceptance as it helps to understand key points of difference between Millennials and Boomers in 

their technological preference and how this may affect retail store loyalty when TIs are 

implemented. 
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During the interviews, all the respondents were asked to use Elgiganten’s website which followed 

up with a question about what their general thoughts about the website were when using it. By 

allowing the respondents to actively use a TI during the interview, we could evaluate the first 

variable in the TAM, perceived ease of use (Scherer et al., 2019).  

Cameron 25 - It is half messy. There is a lot of different things on the screen at 
the same time, discounts, offers, it almost becomes too much when you see it 

all at the same time. 

Cameron experiences the website as messy which can be equated with Davis’ (1989) notion that 

if technology is perceived as complex and overwhelming there is a decreased proclivity to accept 

the technological innovation. 

Alexa 24 - I would say it is fairly easily accessible, I would probably say, there 
are large icons here for all categories so you can click where you want. Then 
maybe it's a bit much like this popup advertising, but it's clear that they are 
trying to sell. But once you click, you decide to go into a menu, so be it. It's 

pretty easy to get around I would say. 

Alexa on the other hand, experienced the website as fairly accessible and easy to handle but still 

seem to be annoyed over the popup advertising on the website. However, it could be argued that 

the attitude the respondents have towards advertisements merely creates a negative response in the 

respondent’s experience, rather than them having great difficulties in traversing the website, as 

both respondents excelled at navigating the website when asked to make a faux purchase. 

Moreover, the response was a bit different when Damian and Brittney were asked what they 

thought about the website. 

Damian 26 - It is kind of clean and nice, but it lacks a row here (points at the 
left side of the website) that is usually there, now I don’t know if it is because I 

use an Apple computer 
 

Brittney 23 - No, but I think it's good. It is similar to many other websites that 
they try to show their cheap purchases and discounts. 
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The above quotes show in general a more positive attitude towards the website. However, when 

analyzing their answers, it can clearly be observed that they are also highly familiar with TIs 

(Scherer, et al., 2019). Damian for example remembers that the website looks different but is not 

sure if it is because he uses an apple computer this time. Damian’s observation shows a high-level 

of technological familiarity but also an ‘hidden’ evaluation process of what is most useful for him. 

Brittney also shows a high level of technological familiarity by comparing the website to other 

websites and ultimately concludes that it is a good website and easy to use. However, even if the 

Millennials had different first impression of the website, all of them gave corresponding answers 

when asked if the website was easy to use.  

Cameron 26 - It is very easy to use when you are searching for something 
because everything is divided into different categories. Then it will not be 

difficult to find what you need. 
 

Damian 26 - Well, yeah, I think so, but to be honest, it would be easier with 
that column on the left. 

 
Brittney - Yes, I think so. 

 
Alexa 24 - Yes, I would say that. It is definitely on the better side. 

Even if both Alexa and Cameron were slight annoyed over all the pop-up advertisement and 

discounts, they still thought it was easy to use. Meaning, even if Millennials experience some 

disturbance when using TIs, they still believe they are in control. Furthermore, when Millennials 

believe they are in control of the TI, it has a low chance of negatively influencing their perceived 

risk of using it (Lyu & Joo, 2019). The Millennials beliefs of control while using a TI originates 

from their habit of using TIs as they are a high-tech generation and are accustomed to using 

technology to get around in society (Parment, 2013). Even if the Millennials experience a TI as 

easy to use, they still seem to evaluate and detect various shortcomings. By asking the Millennials 

if they thought the website is a useful tool in their shopping experience, further analysis could be 

done on the TAM’s second variable, perceived usefulness (Scherer, et al., 2019).  

Cameron 26 - Yes, it is definitely a good tool, depending on… Depending 
whether you like to go out shopping in store or online before you decide. 

 
Damian 26 - Yes, to compare prices. 
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Alexa 24 - Yes, I usually… i usually use it to check… I think it is a good way to 

find products before you go to the store and buy them. 
 

Brittney 23 - Yes, I am such a person who likes to go online and first check if 
the store has the product in store and what they have for different products and 
read about them a bit to do some research before I buy a product. That's why I 

like the website. 

All the Millennials think the website and by extension TIs are a useful tool in their shopping 

experience and they even gave examples of how TIs aid them in their tasks, such as checking 

prices and seeing if a product is in stock or not. These findings indicates that Millennials 

experience TIs as useful and aids them in their shopping journey (Scherer et al., 2019).  

 

By letting the Millennials use a technological solution when preforming a purchase on 

Elgiganten’s website also allowed us to analyze the third and last variable in the TAM, attitude 

towards technology (Scherer, et al., 2019). As describe in the methodology chapter, the TI solution 

the Millennials used is called Collect@Store. The Millennials Cameron, Brittney and Alexa 

performed the task without any complications and showed a general positive response when asked 

if Collect@Store is something they would use.  

Cameron 26 - Absolutely, I would have used it earlier if it had been a little bit 
clearer than it is. 

 
Brittney 23 - Absolutely, I do it today when it comes to, for example, beauty 

products and clothes. 
 

Alexa 24 - Yeah sure, it is useful if you know exactly what you want. 

These three Millennials showed a positive attitude towards technological solutions with an 

exception that it could have been a little bit clearer. However, when Damian was using the website 

and tried to perform a purchase through the Collect@Store function, the website crashed, and he 

was forced to start over. When he was asked what his thoughts were when the website crashed, he 

responded: 



 

 

30 

Damian 26 - Pure frustration, that no one can do their job better. 

Damian was clearly irritated that the website crashed which could be an indicator as to why he had 

a general negative response when asked if Collect@Store was something he would use. 

Damian 26 - No, I do not think I would use that. I would like to see the stuff 
before I buy it. 

Cameron, Brittney, Alexa, and Damian’s response shows how quickly Millennials judge TI 

solutions. Even if they all have lots of experience using TIs and know how it works and how it can 

behave, they seem to be very picky. Even if the TI is working fine and is easy to use, they still 

have suggestion for improvement. But if the TI is not working as expected, they would instantly 

ignore using it in the future. These findings are supported by Kol and Lissitsa (2016) who explain 

that Millennials choose brands that fits their personal persona and accessibility through digital 

technology which explains the Millennials’ ‘picky’ behavior while using TI.  

 

Another factor the Millennials have in common in their shopping experience is that TIs need to 

increase the convenience and flexibility of the purchase itself to be seen as a valuable tool 

(Demoulin & Djelassi, 2016). As noted, if Millennials experience the slightest inconvenience when 

using TIs, as in Damian’s case, leans towards that it will influence their customer journey. When 

asking Damian how he would purchase a product at Elgiganten if he knew exactly what he wanted, 

he answered.  

Damian 26 - I would still go in store and buy the product, because that is the 
safest card to bet on and the most comfortable.  

A generation that is highly aware of the vast majority of TIs on the market and see TIs as a usable 

and valuable tool in their shopping experience constantly evaluate and compare TIs on the market 

(Parment, 2013). A negative perception of a TI could lead to that Millennials seeking new 

alternatives that will easier aid them in their shopping experience which in the end will affect the 

retail store loyalty (Murray et al., 2017). The high-tech generation, Millennials, want a smooth and 

comfortable shopping experience while using TIs to save time.  
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Brittney 23 - I would use Collect@Store because it is flexible, and I can avoid 
stand in line. I simply save time. 

Brittney would use the TI because its flexible and that she can simply save time. The quote above 

is also supported by Alexa who also believe TI can be used to save time. 

Alexa 24 - if it is a product that is usually not on the shelf, which you just have 
to pick up. That way you can save time.  

Alexa states that a TI solution is more suitable when buying a product that is not commonly found 

on the shelf in the store. Cameron on the other hand, believes TI is the most comfortable way to 

purchase a product because he is used to doing it.  

Cameron 26 - It is the most comfortable way of doing it (using Collect@Store), 
I am used to buying things at other places, so it is something that I am used to. 

Digital technology is arguably a Millennials’ second language (Elza, 2016) and if a company 

cannot provide a satisfying way to utilize this language, it can negatively affect the Millennial’s 

TI customer journey and decrease in their loyalty which eventually can lead to that they will move 

to shopping experiences that do satisfy this need. 

4.2.2 TRUSTING ENVIRONMENT 

Millennials are attracted to using seamless TIs that are easy to use and that fit their multi-tasking 

skills and technical preferences (McCambridge & Hartman, 2011). However, a company’s TI is 

useless if the Millennials do not experience trust while using it or towards the organization as a 

whole (Martínez & del Bosque, 2013). Trust can be gained through either company competence 

or company benevolence (Martínez & del Bosque, 2013). However, first it needs to be understood 

where Millennials put their trust and why, beginning by asking them if they trust an employee.  

Brittney 23 - Yes, I would say that I have always received a good response 
when I have visited Elgiganten. Even if they try sometimes to sell me some 

insurance or whatever, they are respectful when you decline their offer. They 
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are nice and effective. 
 

Alexa 24 - yeah yes, I would say so. In general, they are nice and fairly 
knowledgeable about the products. 

 
Cameron 26 - Yes, because over the years I have shopped there they have 

never disappointed me. They are nice and so. 

Their responses indicate that trust is not gained because of the competence the employee has, it is 

primarily gained because the personnel is believed to be kind and helpful. Meaning, the level of 

trust the Millennials put towards an electronic retail store when physically visiting the store, is not 

determined how competent the company is. Rather it is determined how benevolent they 

experience the company (Martínez & del Bosque, 2013). In contrast to when Millennials use TIs, 

responses indicate that their level of trust is determined on a company’s competence instead.   

Brittney 23 - I feel like Elgiganten is such a large company, especially in 
electronic retail and I feel like they don’t want to disappoint their customers. 

And then I think they put a lot of time and effort into security on the website so 
you can make your purchase as safe as possible. So, I feel I can trust them to 

one hundred percent. 

Brittney’s response highlights different components when referring to why she trusts TIs compared 

to when she was asked if she trusted an employee. For instance, Brittney believes that security and 

company size determines her level of trust when using TIs. Damian on the other hand puts his trust 

towards his ability to return a product if the website displays false information. 

Damian 26 - Yes, because I can return the product if they have written 
something wrong on their website. 

While Alexa’s trust is gained through how informative a TI is believed to be. 

Alexa 24 - Yes, I would say so, it usually says how many products they have in 
stock. But in general, it is usually good. 
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These findings shows that the Millennials build trust towards TI if they believe it is secure and 

informative. Which indicates that Millennials emphasize more with company competence when 

using TI than how benevolence it is (Martínez & del Bosque, 2013). Damian’s response also refers 

to that he feels more confident about making a purchase online because he knows it is easier to 

prove that the website is wrong.  

Damian 26 - Yes, but on the website is all the information I need to know about 
the product. And if that is not correct, then it is false advertising. It is difficult 

to argue that the employee has lied  

This is supported by Elza (2016) which refers to that Millennials are more comfortable using TI 

for communication and embraces technology into their lives. Fellesson and Salomonson (2016) 

also highlights that the general electronic retail customer is more involved and interactive while 

shopping. Taking Elza (2016) and Fellesson and Salomonson’s (2016) findings into consideration, 

it is not surprisingly that most of the Millennials trust TIs more than the employee as they are more 

comfortable using TIs.  

Brittney 23 - The website, I know what I have clicked on and approved … But I 
must still say that I trust my own actions. And I prefer to do it via a website. 

 
Alexa 24 - Yes, I would say the website. But it is hard, I mean, a salesman 
maybe knows all the info as well, but yeah, I would still say the website. 

 
Damian - The website for sure.  

To contextualize these quotes, the Millennials aim to seek what is most comfortable for them. In 

this case, they seem to have more trust towards TI than the employee. The reason to this is because 

the Millennials are described as technologically sophisticated and are used to interacting with 

digital technology at a high pace (McCambridge & Hartman, 2011).  Moreover, it could be 

understood that the Millennials commit their trust through passion and is more aware of an 

electronic retail stores transactional driven service rather than its relational driven service to build 

their trust (Yim et al., 2008). In regard to the conceptual model, these findings suggest that the 

Millennials are highly influenced by their technological trust towards a TI. As trust is arguably a 

critical variable for companies to manage in order to gain customer loyalty (Martínez & del 
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Bosque, 2013), the Millennials perception of TI in regards of trust will influence the whole 

customer journey and ultimately affect the retail store loyalty. Therefore, the TI needs have certain 

attributes to meet the Millennials expectations to gain their trust.  

Brittney 23 - It should be easy and accessible. You should be able to quickly 
find the information and what you are looking for. There should be no 

difficulties in searching the range for mobile phones for example. 
 

Alexa 24 - Yeah, I guess it should be easy for me to quickly sort different 
products. That is to say, I must be able to effectively filter between its products. 

Brittney’s and Alexa’s quotes indicates that the Millennials expect TI to work smoothly and fast 

in order to meet their expectations. Damian’s response is quite different but goes under the same 

scope as Brittney’s and Alexa’s response.  

Damian 26 - When you use the website, the most things you look for is different 
specifications on the products so you easily can compare them to one another. 

As well as compare the price to other websites.  

Damian’s quote indicates that TI’s also needs to have certain technical functions and supportive 

information to successfully meet his expectations. Meaning, the Millennials demand certain 

technical functionalities whilst using TIs to meet their high-level of technical knowledge as well 

as allowing them too smoothly and comfortably multi-task whilst using TIs (McCambridge & 

Hartman, 2011). Murray et al., (2017) argue that retail brand loyalty is accumulated through 

experience and how the customers view the brand. Meaning, if the Millennials experience that the 

TI is not meeting their expectations such as, fast, informative, and easy to use, it will most likely 

negatively affect their retail store loyalty as well.  

4.2.3 HUMAN INTERACTION 

Throughout the interview process, there was a disagreement between the Millennials, Cameron 

and Alexa held the opinion that human interaction takes precedence over TIs in facilitating a 

relationship with the retail store. This is what Cameron and Alexa, had to say about building a 

relationship with the retail store without employee interaction. 
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Cameron 26 – Like the human factor, when you lose this then you don’t know 
what you get…  

 
Alexa 24 – It would probably be quite difficult, the human interaction is 

important.  

Contrary to this, Brittney and Damian stated the following. 

Brittney 23 – I feel like I could create a bond with a company that only offers 
digital solutions, as long as they deliver what I want.  

 
Damian 26 – Yeah that would work. Provided there is some sort of deal to be 

loyal like a loyalty club… 

 
This disagreement is not what was expected based on previous literature. Millennials were 

expected to have a stronger disregard to the human factor in the shopping experience, as Elza 

(2016) explains that Millennials are more comfortable interacting with people through technology, 

thus having two of the Millennial respondents say that they need employee interaction is 

surprising. However, there was an agreement that employee interaction was not necessary in 

completing the practical shopping experience, rather, a digital shopping experience was preferred 

but employee interaction was still sought after when visiting the physical store. This was partially 

expected as Millennials typically view technology as a more effective means of performing 

shopping (Kol & Lissitsa, 2016). This indicates that employee interaction should not be discounted 

from Millennials in their shopping experience, but as evidence and previous literature suggests, 

there are Millennials that do prefer not having an interaction. Perhaps an opt out from employee 

interaction in the instance of the purchase could be explored further.  

 

In the context of the respondents’ choice of whether or not they employ a companion on their 

customer journey the respondents were all in agreement.  

 Brittney 23 – Most of the time I do my shopping alone, it’s more efficient that 
way. 

 
Cameron 26 – It depends… I mean… if I need help carrying a big purchase. 
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Alexa 24 – No, I think I usually go (Shopping) by myself actually. 
 

Damian 26 – There is no reason for bringing anyone. 

None of the respondents expressed a desire to bring a friend or family member with them in the 

purchasing stage of the customer journey. Brittney and Cameron did express a tendency to ask 

friends about advice before a purchase if they felt that a friend would know more about a certain 

type of product. This indicates that Millennials typically do not receive heavy external touchpoints 

that could influence their opinions of the journey. As the external touchpoints are minimized the 

customer owned, partner owned, and store owned touchpoints way heavier and have a greater 

impact (Hamilton, et al., 2020). Evidence suggests that as Millennials typically prefer to not 

employ a companion one can surmise that Millennials are very confident and comfortable in their 

purchases (Hamilton, et al., 2020) and this environment of confidence and comfort facilitates a 

more effective implementation of TIs in shopping experiences.  

 

When the respondents were asked about their opinion on whether they prefer employee interaction 

or TIs the answers were rather split.  

Brittney 23 – I enjoy the greeting and the pleasant attitude, I’m not too fond of 
them pushing sales on me. 

Brittney explains that she embraces the employee interaction as it is a “pleasant” experience, which 

can be viewed as a subset of benevolence which is a crucial building block for trust and ultimately 

store loyalty (Martínez & del Bosque, 2013). This indicates that employee interaction does instill 

some level of trust in the Millennial shopper. However, this interaction is not of a practical nature, 

rather merely as an emotional tool. Alexa’s response supports this notion by explaining the 

following. 

Alexa 24 - Well it’s like 50%... maybe even more than 50% the reason why you 
would go to the physical store. So, I would say it is pretty important…No I 

prefer to do my shopping by myself, but I appreciate the kindness (of 
salesmen). 
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Just like Brittney, Alexa appreciates the general benevolence of the employee interaction, 

something that could lead to an increased level of trust. Yet again the interaction is not desired to 

be of a practical nature, merely a relational one. Cameron and Damian expressed a lower proclivity 

towards desiring employee interaction, but they too had similar responses. 

Damian 26 – Then it is pleasant if they are pleasant. 
 

Cameron 26 – As long as they are nice, I do not have a problem interacting 
with them. 

It is worth emphasizing yet again that the employee interaction these Millennials accept or yearn 

for are not for the practical purchases in shopping. Instead, these interactions are merely a 

cornerstone of benevolence and by extension trust. Because of this Grewal and Roggeveen’s 

(2020) notion of salesmen being replaced by TIs and employees merely being a facilitator of store-

customer relationships gains weight, at least in terms of the average Millennial shopper.  

4.2.4 RETAIL STORE LOYALTY 

Customer loyalty can be described as the willingness to spread positive words about a brand and 

recommend it to acquaintances. Moreover, customer loyalty is often measured how often and how 

much a customer spend on a specific brand or product (Iglesias et al., 2018). However, the concept 

of retail store loyalty has the same fundamental principle as customer loyalty but is measured and 

determined differently. Retail store loyalty is instead gained through experience, how customers 

view the brand (Murray et al., 2017) and retail store design (Binninger, 2008). When asking the 

Millennials if they see themselves as loyal towards Elgiganten, they answered quite differently. 

Damian and Alexa answered: 

Damian 26 -No 
 

Alexa 23 - No, I would not say that.  

Clearly, both Damian and Alexa do not believe they are loyal towards Elgiganten. Damian further 

explains his lack of loyalty. 
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Damian 26 - I have no obligation to just buy from them.   

Damian’s response indicates that he does not want to feel controlled over a company, and when 

he was asked if he feels loyal towards any store overall, he answered. 

Damian 26 - No, best service and best price, wins. 

To clarify, Damian seeks himself to those store that have the best service and prices and do not 

care about the brand. This shopping behavior is typical for a Millennial according to Scherer et al., 

(2019). Damian’s personal preferences are ‘price’ and ‘service quality’, those stores that can offer 

these preferences most suitably for Damian personal persona gain his loyalty. However, when 

Damian was asked how often he visit Elgiganten he answered: 

Damian 26 - Once a moth maybe on their website and once every third months 
in store.  

Arguably, Damian is visiting Elgiganten quite often, and he was further asked if he visit other 

electronic stores: 

Damian 26 - No  

Even if Damian visiting Elgiganten frequently and does not buy his electronic product elsewhere, 

he still does not consider himself as loyal. Alexa on the other hand, had another explanation as to 

why she does not consider herself loyal towards Elgiganten. When asking Alexa if she visits other 

electronic retail stores, she answered. 

Alexa 23 - Yes, I usually do.  

However, Alexa also visits Elgiganten rather frequently, even more frequently than Damian.  
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Alexa 23 - I would say approximately two times a month maybe.  

Damian’s and Alexa’s answers indicate that Millennial loyalty is not determined how frequently 

they visit or buy products at Elgiganten’s website or store. These findings are somewhat supported 

by Murray et al., (2017) who states that retail store loyalty is not determined how frequent or how 

much a customer spend, retail store loyalty is instead gained through experience and customers’ 

experience with a brand. However, Brittney and Cameron experienced Elgiganten differently, 

when they were asked if they were loyal towards Elgiganten they answered: 

Brittney 23 - Yes, I would say that. I have received good products from there 
and have always been treated very nicely and received the help I needed. 

 
Cameron 26 -Yes, I would say that. 

Both Cameron and Brittney see themselves as loyal towards Elgiganten and they also gave a 

unified answer when asked if they buy products from other electronic retail stores.  

Brittney 23 - No, I usually do not. 
 

Cameron 26 - No 

Brittney’s and Cameron’s loyalty could be explained by the fact that they exclusively shop at 

Elgiganten. However, so does Damian who does not believe he is loyal. Therefore, the connection 

between exclusivity and loyalty indicates to not be a valid variable that determines the Millennials 

retail store loyalty. The Millennials Brittney and Cameron that showed loyalty towards Elgiganten 

seems to attach greater value on employee interaction than Damian and Alexa. Brittney explains 

in the quote below how important employee interaction is for her when she is visiting the store.  

Brittney 23 - It is important. It is important that you are seen as a customer 
when you are entering the store.  
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Brittney believes it is important with employee interaction and that she is seen by the employees 

when she enters the store. Cameron has a similar experience when he describes how important 

employee interaction is. 

Cameron 26 - I would say like this, it is very important for larger purchase. 
Honesty and transparency, because it builds trust. 

While Damian, who do not feel loyal towards Elgiganten, experience employee interaction as far 

less important. 

Damian 26 - No I do not think so. Sure, if I ask something, it is important that 
they provide correct facts about the product. 

Damian´s quote above states that employee interaction is not important for him, and that 

information is more important. Alexa on the other hand, is more ambiguous in his answer.  

Alexa 24 - Hmm... yeah that is little bit hard to answer, or I don’t know... it 
depends, when you know exactly what you want, then you just go in and pick 

up the product, and I usually know what I want. 

Alexa does not explain whether employee interaction is important or not, but one could argue that 

her response indicates that employee interaction is believed to be unimportant. To sum up, the 

loyal Millennials, Brittney and Cameron, experience employee interaction as important and the 

un-loyal Millennials, Damian and Alexa, experience it as un-important. Furthermore, Murray et 

al., (2017) states that retail store loyalty is accumulated through experience which indicates that 

employee interaction when visiting a store plays an important role to gain the Millennials loyalty.   

4.3 BOOMERS 

Bommers are born between 1945-1965 and is a generation that is described as highly educated 

(Kol & Lissitsa, 2016). This pragmatic and technologically savvy generation values traveling 

abroad highly and is hopeful about the future (Kol & Lissitsa, 2016). Previous research show that 
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Boomers value products that affect their well-being and is less involved in products that influence 

their personal status (Parment, 2013). 

4.3.1 TECHNOLOGICAL ACCEPTANCE 

As previously mentioned, technological acceptance is one of the key pillars to feel more involved 

in modern society (Friemel, 2014). Delello and McWhorter (2015) argue that older adults seldom 

see personal benefits of using new digital technologies. Therefore, in this sub-chapter we present 

the findings on how Boomers’ technological acceptance is perceived by analyzing their answers 

from the interviews based on the TAM (Scherer et al., 2019). Some literature argues that Boomers 

are technologically savvy (Kol & Lissitsa, 2016) and to determine our respondent’s technological 

savviness we need to first understand how they believe their level of technological knowledge is 

by asking them just that.  

Chandler 58 – It’s mediocre, perhaps slightly above average. Or yeah, 
sometimes you can feel a little out of space when you talk to younger people 

who show technology that you have not heard about. 

Chandler believes his technological knowledge is a little bit above average, but he still seems to 

experience some difficulties in understanding new technologies which is typical for a Boomer 

(Lissitsa & Laor, 2021). Duncan explains his technological knowledge as: 

Duncan 61 - I would say my technological knowledge is pretty high… I am not, 
I am no programmer, but I think it is pretty high. 

Agatha states that she has a high technological knowledge for her age.  

Agatha 58 - For my age it is pretty high.  

Lissitsa and Laor (2021) explains that Boomers are admittedly becoming more integrated with 

technology but still show indications of having more difficulties using it as compared to younger 

generations. Agatha seems to be aware of this when she states that her technological knowledge is 

high for her age, which could indicate that she has a lower level of technological knowledge when 
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compared to people of younger age. Both Agatha and Duncan’s quotes go under the same theme 

as Chandlers which indicates that they also believe their technological knowledge is above 

average. Bertha on the other hand believes her technological knowledge is mediocre.  

Bertha 59 - It is not great, mediocre I would say. 

According to Friemel (2014), seniors above the age of 65 years is typicalyl an age segment that 

experiences the digital divide. As none of the Boomers were above the age of 65 years and consider 

themselves as knowledgeable about technology, the digital divide has less of an effect on these 

respondents. Meaning, the likelihood of using the internet or digital technology increases (Friemel, 

2014). During the interview, they were asked what their impression was of the website while they 

were actively using it. Chandler, who believed himself to be above average on the technological 

knowledge spectrum answered:  

Chandler 58 - To be honest, I think it is pretty messy. These boxes feel a bit 
outdated. I have seen websites that are much nicer than this. I feel like it could 

have been done a little bit differently.  

Duncan answered similarly to Chandler when he explained how he experiences the website.  

Duncan 61 - Yeah it is pretty standard, like all the other websites, it is messy.  

Admittedly, Duncan experiences the website as standard, and Chandler experienced it as outdated. 

Still, both believed the website was messy. Agatha and Bertha had a more positive attitude toward 

the website. 

Agatha 58 - Yeah, it looks nice and clean.  
 

Bertha 59 - Yes, I think it is pretty clear. 

Even if the Boomers had different perceptions of the website, they all gave a unified answer 

regarding whether or not they found it easy to use. 
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Chandler 58 - Yes, yes, it is not like you get stuck. But my tip would be to skip 
all unnecessary images that just take up room.  

 
Duncan 61 - Yes, I think I would find what I am searching for. 

 
Agatha 58 - Yes, I would not have any problem with this. 

 
Bertha 59 - Yes, let’s see here. If I'm going to have a small case like this for my 

phone. Mobile phone case and case. Mm yes, I think so.  

Even if some of the Boomers experienced some disturbances on their first impression while using 

the website, such as ‘messy’, they all believed it was easy to use. This indicates that the Boomers’ 

chance of using TIs will increase as they perceived it easy to use (Demoulin & Djelassi, 2016). To 

further explore their technological knowledge and capture data for the second variable in the TAM 

(perceived usefulness), the Boomers were asked to make a faux purchase on Elgiganten’s website 

by using the Collect@Store function on the nearest location, in this case Elgiganten Kristianstad. 

Chandler was the only one who excelled at this task without any complications and when he was 

asked if the function Collect@Store was something he would use when buying a product at 

Elgiganten he responded. 

Chandler 58 - Yes, I think I have used it before, it is definitely a feature that is 
good, so yes, I will probably use it. 

Both Bertha and Agatha experienced some difficulties whilst using the Collect@Store function. 

Bertha for example was uncertain how to go forward when she had found airpods that she was 

asked to buy.  

Bertha 59 - Yes then we take them, and you said, hmm what should I do now? 

By asking the interviewer what to do next could mean two things. Firstly, it could indicate that she 

misunderstood the assignment. Secondly, it could mean that she has difficulties using TIs. When 

Bertha was asked if it was easy to use a TI to perform a purchase she responded. 
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Bertha 59 - Yes, I think so. 

Even if Bertha experienced some difficulties whilst using the Collect@Store function she still 

believed it was easy. Furthermore, she also explained that she would use this function in the future 

when buying certain items.  

Bertha 59 - Yes, I actually think I have used this before because it is easy to 
click, and it depends on what product I am looking for. Some products maybe 
you want to see and feel but if it is just a pair of headphones… yeah it merely 

depends on what product it is.  

When Agatha had performed the Collect@Store she had mistakenly delivered the airpods to the 

wrong store, meaning, she had not chosen Elgiganten Kristianstad. To which she responded:  

Agatha 58 - Well I did not think of that! Oops. 

Agatha further explained that she would still use the Collect@Store function even if she mistakenly 

bought the airpods in the wrong store.  

Agatha 58 - I would use the Collect@Store, I have done this before (used 
similar TI solutions), and Collect@Store seems great! 

The findings shows that both Agatha and Bertha have difficulties of using TI, but it still seems to 

not influence their attitude towards it. Agatha and Bertha’s behavior is supported by Lissitsa and 

Laor’s (2021) findings that describe Boomers as optimistic and self-confident. Duncan also had 

difficulties whilst using the Collect@Store function, he also bought them in the wrong store. But 

he answered contrarily to Berta and Agatha whether Collect@Store is something he would use in 

the future.  

Duncan 61 - No, not really. It's nothing for me. Took a little too long and it 
also went wrong, then I might as well just go to the store so it will be right. 
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Duncan also explains that he had never used a function as Collect@Store previously.  

Duncan 61 - No… but I think I can figure out what it is.  

Delello and McWhorter (2015) states that a common barrier for older adults is self-efficiency and 

that they seldom see the personal benefit of using new digital technology. These findings correlate 

with the answers from the Boomers. Both Agatha and Bertha explained that they have or thought 

they had used the function Collect@Store before. Therefore, even though they exhibited difficulty 

completing the purchase, they had a positive attitude towards it because it was not experienced as 

‘new technology’. Whilst Duncan experienced the Collect@Store function for the first time which 

could explain why he does not see the personal benefit of using it and that he believes it would not 

fulfill his perceived self-efficiency. In other words, Duncan does not experience Collect@Store as 

a function that will aid him in his task whilst Agatha, Bertha and Chandler do. These findings 

indicates that Boomers need to either have some previous experience of a TI or not experience any 

complication whilst using it for the first time to fulfill the second variable in the TAM which is 

perceived usefulness (Scherer et al., 2019). To further understand the Boomers’ attitudes towards 

technology, whether they are positive or negative towards TI solutions (Scherer et al., 2019). They 

were asked how they would perform a purchase at Elgiganten if they knew exactly what they 

wanted. The Boomers Agatha, Bertha and Chandler all chose TI.  

Agatha 58 - I would choose Collect@Store because I have sometimes gone to 
the store and asked for a product that says it is in stock but when I have 

arrived it turned out that they didn’t have it in stock. 

Agatha would choose Collect@Store as a suitable solution if she knew exactly what she wanted. 

Bertha 59 - I would probably choose the drive-in function. Because then I 
don’t have to go into the store and look.  

Bertha would instead choose the drive-in function and Chandler would perform the purchase 

through a TI solution but would most likely go into the store and interact with the personnel 

anyway. 
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Chandler 58 - The biggest chance is that I take Collect@Store, I think so. But 
it may be that I still have to come in to ask something else as well. You know, 

go inside the store… that way of shopping is… that’s just the way it is. 

Agatha, Bertha, and Chandler’s quotes above indicate a rather positive attitude towards TIs. 

However, in Chandler’s case, he states that he would use TIs in the purchasing stage of the 

customer journey but would still prefer to interact with an employee. Agatha, Bertha, and 

Chandler’s show an appreciation of a more nuanced customer journey that involves TIs to 

complete (Tueanrat, et al., 2021). Duncan on the other hand did not agree with the other Boomers.  

  Duncan 61 - No. I had probably gone into the store I. I think it's fun to talk to 
people. So, I am usually annoying and ask questions to those who work there. 

Even tough in some cases when the Boomers had a positive attitude towards TIs, they still seem 

to desire face-to-face communication. These findings are supported by Elza (2016) who states that 

Boomers’ characteristics and their difficulties in using TIs makes them more open to in-person 

answers than digital ones. The Boomers that still seem to desire face-to-face communication over 

digital ones can be explained by that they struggle to learn the new language of TIs making it hard 

for some of them to adapt to the digital age (Elza, 2016).  

4.3.2 TRUSTING ENVIRONMENT 

As previously stated, company trust is made up of two building blocks, competence, and 

benevolence (Martínez & del Bosque, 2013). When it comes to creating a trusting environment for 

Boomer shoppers one can surmise that employee competence is the main contributor for instilling 

trust. This can be seen by the responses from all four Boomer respondents when they were asked 

whether or not they trust an employee at Elgiganten. 

Agatha 58 – (I do not trust them because) they lack knowledge and a lot of the 
time when I need help, they pretend to not notice me. 

 
Duncan 61 – (I trust them because) in my experience they have always been 

knowledgeable. And that is most important. 
 

Bertha 59 – (I partly trust them because) you assume that they know and can 
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and have an education and know what they are talking about. 
 

Chandler 58 – (I generally trust them because) they are skilled at what they do. 

All four respondents indicated that the reason they trust, or distrust an employee at Elgiganten, is 

their perception of the competences that the employees possess. As employees are an essential part 

of the interaction between company and customer, the competence an employee exhibits directly 

reflects the company’s perceived competence (Martínez & del Bosque, 2013). Interestingly this is 

different from what the Millennial respondents indicated from their interviews, for them trust was 

built from the benevolence of the employees rather than the competence of them. Further the 

expectations a customer has need to be met in order for trust to be built (Iglesias et al., 2018). 

Bertha explains the following when asked what her expectations are when entering the store.  

Bertha 59 - I probably want someone to come up and ask me if I need help and 
like, sort of a little bit some happy person that comes and meets one and a little 

positive and… and asks how they can be of service or something like that. 

Bertha’s answer indicates that she expects a positive and helpful employee. Duncan similarly 

explained the following. 

Duncan 61 – I have expectations that there will be a large supply and, as said, 
that the employees are competent and … well… nice. 

Again, the expectations are that the employees exhibit some sort of positive personality trait. This 

could be understood as that Boomers take the benevolence of the employees for granted, it is 

something that they expect. That is not to say that the employee benevolence is not important to 

Boomers but rather that perhaps they are programmed to expect it (Elza, 2016). When analyzed 

from a customer journey standpoint, these expectations exist on the purchasing stage not due to 

the touchpoints derived from the company but rather what they are used to. This is what Duncan 

had to say when he was asked about what would happen if Elgiganten employees stopped meeting 

his expectations and instead acted unprofessionally. 
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Duncan 61 – I would stop shopping there, period. 
 

Interviewer – Why? 
 

Duncan 61 – I wouldn’t have any trust towards them anymore 

This is a clear statement providing evidence that when Boomer expectations are not satisfied and 

are instead directly opposed by the opposite of what was expected, trust is lost. Interestingly 

however, all Boomers explained that they trust Elgiganten’s website. 

Bertha 59 – Yes, it is after all someone who hast built it. 
 

Duncan 61 – Yes… until… you can say this. Until I have a reason not to, then I 
will.  

 
Agatha 58 – Yes, I have never had any problems the few times I have been on 

there. 
 

Chandler 58 – Yes, it usually says the correct things, I have never had any 
difficulties so. 

All Boomers indicated that they have a level of trust towards the website. This indicates that initial 

trust of TIs in electronic retail stores is positive regardless of if you are a Boomer or a Millennial. 

When queried on what their expectations are of the website the respondents were once again in 

agreement with one another. They explain that their primary expectations are that the website is 

quick and easy to use. 

Duncan 61 – Yes, that is that it has to be easily navigated. 
 

Agatha 58 – That it is easy and fast. 
 

Bertha 59 - Yes, clear, and good prices. 
 

Chandler 58 – It should be easy to use. 

These expectations seem to be met as all Boomer respondents seemed to perceive Elgiganten’s 

website as easy to use. Indicating that Boomers can indeed build trust through a TI shopping 
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solution provided that it is easy and quick to use. However, unlike the Millennials, the Boomer’s 

responses indicate that there is a clear preference toward human interaction in the practical 

shopping experience.   

4.3.3 HUMAN INTERACTION 

According to the responses there is a clear agreement between Boomers, a store-customer 

relationship cannot be facilitated without employee interaction. They all responded as such when 

asked if they would be able to build up loyalty towards Elgiganten in the absence of employees.  

Duncan 61 – No, definitely not. That’s the only reason I would stay… If I liked 
the employees. 

 
Agatha 58 – No, no, then it wouldn’t matter, then I could just go to any store. 

 
Bertha 59 -  No… human contact… without it, there is nothing to go there for. 

 
Chandler 58 – No, then it is actually  just a website. 

It is self-evident here that Boomers feel that they require employee interaction in order to build a 

relationship with the store. This is not surprising as it is supported by previous research that 

explains that Boomers have a strong preference towards human interaction in a customer context 

(Elza, 2016). Further, this supports the notion that Boomers require a personal touch in order to 

feel an emotional response from the company as a whole (Elza, 2016). As previously established 

Boomers judge their level of company trust based on how competent they perceive the company 

to be, whilst they expect and take the benevolence of the company for granted. In order for this 

trust to be facilitated Boomers must be satisfied with the benevolence and competences they 

expect. As Boomers require human interaction to build a relationship it becomes difficult to 

imagine a world where Boomers are satisfied with a more TI integrated shopping experience.  

 

In regard to the customer journey, three of the respondents said that they normally employ a friend 

or family member in the search and decision making before a purchase. The other respondent said 

that he does this stage on his own normally. Duncan said the following when asked if he employs 

a family member or friend in this process.  
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Duncan 61 – Yes, I do (because) I have more trust towards them than anyone 
else. 

This indicates that trust can be of high importance in the pre-purchase stage of the customer 

journey for certain Boomers. As established above Boomers do have an initial trust towards TIs 

which means one could argue that a more TI integrated customer journey in the pre-purchase stage 

is not a detrimental choice. By attempting to reach the Boomer early on through TI such as getting 

them onto the website would enable more company-controlled touchpoints, minimizing the effect 

of the uncontrolled touchpoints (Lemon & Verhoef, 2016). One could make the argument that the 

degree of trust is of importance here, however this would need further investigation.  

 

In the purchasing stage, two of the respondents expressed that they often bring a friend or family 

member into the store when they make a purchase. This is what Duncan and Bertha had to say 

when asked if they employ a friend or family member in the purchasing stage of the customer 

journey. 

Duncan 61 – Yes, I usually bring someone that is knowledgeable so that they 
can ask the right questions if there is something I am unsure about. 

 
Bertha 59 – Depends on what it is I am shopping. If it is something little or a 

larger thing, it depends… I usually bring someone because you want to have a 
little support, and they maybe also can ask questions that I don’t think of. 

Both respondents had very similar reasoning about why they employ a companion on the 

purchasing stage of the journey, namely that they feel unsure about a purchase and are perhaps not 

confident enough with technology to make the purchase (Elza, 2016). Agatha and Chandler had a 

different opinion on this. 

Agatha 58 – I can go by myself. It doesn’t matter, I can bring one and I can go 
by myself. It doesn’t make a difference to me. 

 
Chandler 58 – No … I often feel quite confident to take in the information on 

my own, and I don’t want to burden anyone else either. 
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Here the respondents exhibit a greater self confidence in the purchasing stage than the other two. 

This could potentially be explained by the general observations made about Boomers, that they 

are often times a very self-confident generation in general (Lissitsa & Laor, 2021). The unsureness 

about technology could be explained by the experienced lag in technology (Kol & Lissitsa, 2016). 

This is relevant as it shows that Boomers have a tendency to bring companions on the purchasing 

stage of the journey as was expected (Hamilton, et al., 2020). This means that company controlled 

touchpoints are less efficient in the purchasing stage as companions can be more critical and exert 

their influence on the customer (Hamilton, et al., 2020).  

 

When it comes to which the Boomer customer prefers, the responses indicate that Boomers have 

a preference towards human interaction. Duncan had this to say when he was describing himself 

as old fashioned.  

Duncan 61 - (For example) I prefer to order McDonalds from the cashier over 
the machine, it is not everyone who does that. 

The respondents generally made similar statements, indicating that Boomers have a stronger 

preference toward a physical shopping experience where they are able to interact with an 

employee. Even to the extent that it is the reason they choose to go to the store, they generally see 

TI integrated shopping as online shopping or e-commerce. They saw it more as a black and white 

scenario, either you do your shopping online and stay at home or you go to the store and buy it 

from people. They did not see a need nor an appreciation for the lines to be blurred. This was 

somewhat an expected result as Elza (2016) explains that Boomers tend to prefer face-to-face 

interaction as opposed to technological means.  

4.3.4 RETAIL STORE LOYALTY 

As previously established, retail store loyalty is acquired from how customers view the brand, 

retail store design and through experience (Murray et al., 2017) whilst customer loyalty is 

measured how frequently the customer purchases products from a specific brand (Iglesia et al., 

2018). The Boomers had different beliefs on how they perceived their loyalty towards Elgiganten. 
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Duncan 61 - Yes, but I would probably say that. Not enough that I'm not 
looking for a good deal though! 

 
Bertha 59 - Yes, partly. But yes, quite loyal.  

Both Duncan and Bertha believe they are to some extent loyal towards Elgiganten whilst Chandler 

and Agatha did not experience any loyalty at all when asked the same question. 

Chandler 58 - No, no. Not that I am exclusively buying electronic products 
from them, we are not married in any way. 

 
Agatha 58 - No. 

Even though the Boomers have different levels of loyalty, they all answered similarly when asked 

if they bought products from other electronic retail stores.  

Duncan 61 - Yes, but it is mainly Elgiganten, but it happens that I buy things 
from other electronic stores as well. 

 
Bertha 59 - Yes 

 
Chandler 58 - It happens, but anyways. 

 
Agatha 58 - Yes, even others. 

Regardless of Bertha’s and Duncan’s loyalty towards Elgiganten they still purchase products from 

other electronic retail stores. Therefore, this indicates that their loyalty is attained from previous 

experiences when visiting Elgiganten and how they view the brand (Murray et al., 2017). It is not 

determined by how often they buy products there or how much they spend (Iglesias et al., 2018). 

Moreover, Bertha and Duncan’s retail store loyalty indicates that they have had previous positive 

experiences when visiting Elgiganten which can explain why they answered the following when 

they were asked if they trust the employees.  

Duncan 61 - Yes, absolutely! Yes, in my experience they have always been 
knowledgeable. And that's the most important thing. 
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Bertha 59 - Yes, I do. 

On the other hand, Chandler and Agatha also purchase products elsewhere and do not believe they 

are loyal towards Elgiganten. Their responses indicate that they have had a less positive experience 

before. Their level of loyalty can be explained by the answerers they gave when asked if they 

trusted the employees.  

Chandler 58 - hmm partly. It is more in general you know? 
 

Agatha 58 - No I would not say I do. 

Both Chandler and Agatha explain that they do not trust the employee or at the least not to the 

same degree as Bertha and Duncan does. Their responses can be an explanation as to why they do 

not see themselves as loyal towards Elgiganten. However, all the boomers agreed when asked how 

important they believed staff encounters were when visiting the store. 

Duncan 61 - Extremely important. 
 

Bertha 59 - Yes, that’s important. 
 

Chandler 58 - Yes, you want it to be simple. 
 

Agatha - Yes, it is important. 

These findings indicate that Boomers are generally more commitment driven when purchasing a 

product and values relational services, such as staff and customer encounters more than 

transactionally driven services (Yim et al., 2008). Therefore, this can explain why Chandler and 

Agatha do not see themselves as loyal due to lack of trust towards the employee which negatively 

affect their perceptions of the store’s relational service.    
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5. DISCUSSION  

 
The following chapter discuss the analyzed data and the findings presented in the previous 
chapter. The discussion is based on the previously presented conceptual framework and aims to 
clarify Boomers and Millennials TI customer journey. 

5.1 MILLENNIALS VS BOOMERS - TECHNOLOGICAL ACCEPTANCE 

The findings from the analysis show how Boomers and Millennials correspond and accept the 

three variables in the TAM. Namely, perceived ease of use, perceived usefulness, and attitude 

towards technology (Davis, 1989). Both Boomers and Millennials experience TIs as easy to use. 

However, evidence shows that even though Boomers perceived it as easy, it could still be noted 

that they had some difficulties whilst using a TI compared to Millennials which strengthen the 

study by Lissitsa and Laor (2021) which states that Boomers are becoming more integrated in the 

digital technology but still lags compared to Millennials. Even though most Boomers have a higher 

degree of failure in performing TI purchases, they still seem to experience the TI as ‘easy to use’. 

Millennials had no difficulties completing a purchase using TIs but showed to be less tolerant 

towards it when things happened out of their control. These findings indicates that Boomers have 

a higher tolerance towards TIs compared to Millennials who strives to be in control whilst using 

it. This could be explained as Boomers experience TIs as a tool that guides them whilst Millennials 

experience themselves as the mind that guides the TI. Thus, perceived usefulness, refers to whether 

or not the two generational segments believe TIs will aid them in a task. Millennials found TIs to 

be a necessary tool to use in various tasks during their shopping journey. However, for Boomers 

certain criteria needs to be fulfilled to perceive TIs as useful. Such as previous experience using 

TIs and not experience any complication whilst using it for the first time. Furthermore, evidence 

suggest that both Millennials and Boomers have a general positive attitude towards TIs. The aspect 

of different characteristics that distinguish their attitudes also needs to be considered. Millennials 

have higher expectations whilst using TIs which makes them more likely to seek other alternatives. 

The effect of not meeting the expectations will ultimately decrease their retail store loyalty. Whilst 

Boomers tend to not have such high expectations, instead desire to engage more in face-to-face 

communication. Evidence suggests that Boomers attitude towards TI have a lower chance to affect 

their retail store loyalty.   
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5.2 MILLENNIALS VS BOOMERS – TRUSTING ENVIRONMENT 

Through the analysis it was made clear that Boomers and Millennials do not differ when it comes 

to initial trust of TIs. Both generations had a decisive level of trust when it comes to approaching 

a TI customer journey. The perceived company competence is the foundation of trust towards the 

company’s TIs regardless of being a Boomer or a Millennial. However, when it comes to employee 

interaction, trust is built up differently between Boomers and Millennials. Boomers trust 

employees if they are perceived as competent whilst Millennials trust employees if they are 

perceived to be benevolent. Thus, in the purchasing stage, trust can only be influenced by the 

company through having an employee facilitate it. Millennials do not care as much about the 

competence of the employees as their technological understandings are generally high. Boomers 

on the other hand do not view benevolence as unimportant, rather the opposite, it is something that 

is taken for granted, it is expected. When the expectations of competence are not met, retail store 

loyalty is decreased in the post-purchase stage of the journey. Since Millennials have rather low 

expectations on the competence they are not as easy to disappoint. Thus, in the case of a more 

integrated TI customer journey, evidence suggests that the manner in which TIs are implemented 

does differ whether you are a Millennial or a Boomer for building trust. Millennials are more 

affected by TI failure than Boomers, Millennial trust is decreased if the TI encounter is perceived 

as incompetent. However, in the case of employee interaction on this journey the difference in 

generational belonging does becomes a more prominent determining factor.  

5.3 MILLENNIALS VS BOOMERS – HUMAN INTERACTION 

In regard to human interaction Boomers and Millennials differ in many ways. Through analysis it 

was made clear that Boomers cannot build a retail store relationship without human interaction. 

Contrarily, Millennials did show a possibility to build a retail store relationship without human 

interaction, however, they did indicate that employee interaction can perpetrate a stronger loyalty 

provided that the employee is not a disturbance in the practical shopping processes. Further, the 

analysis shows that Boomers have a stronger preference toward human interaction in the practical 

processes of the journey, such as learning more about a product and the purchase encounter. 

Millennials instead prefer TIs in the practical processes of the journey. The implication of this is 

that customer preferences are shifting, employee interaction should turn less into an active 

practical process and more into a relational one. Beyond this Boomers showed indications of 

employing a companion in the pre- purchase and purchase stage of the customer journey whilst 
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Millennials typically refrain from this. The manner in which customers perform their shopping is 

changing. Because Millennials abstain from companions, companies are able to direct more 

controlled touchpoints to younger customer segments allowing for more influence on creating 

retail store loyalty.  

5.4 MILLENNIALS VS BOOMERS – RETAIL STORE LOYALTY 

The general retail store loyalty exhibited by Boomers and Millennials also differ in some regards. 

Foremost the analysis indicates that Boomers are more commitment driven when shopping and 

value personal experiences higher. Millennials instead are less commitment driven, perhaps 

because the uniqueness of shopping is lost without employee interaction, most TI experiences are 

streamlined and similar, which makes them more transactionally driven. Further, the Millennials 

that appreciate an employee encounter in the customer journey also have a higher degree of drive 

towards commitment. Thusly, in order to retain and attain customer retail store loyalty companies 

should lay a reasonable focus on training staff and employees in acting benevolently towards the 

customer. This should be done as Boomer loyalty is to a large extent negatively affected by not 

having their expectations of benevolent employees met. Further it should be done, as Millennial 

trust and consequently retail store loyalty is to a large extent influenced positively by benevolent 

employee interaction.  

5.5 CONCEPTUAL MODEL REVISITED 

With the discussion of the different investigatory elements of the study, a clearer and more accurate 

overview of the research scope can be visualized by revisiting the conceptual model (see figure 1) 

introduced in chapter two. The reworked model can be seen below (see figure 2), the model 

attempts to explain the different ways in which the elements Technological Acceptance, Human 

Interaction, and Trusting Environment influence Retail Store Loyalty on a TI customer journey. 

In the revisited conceptual model, the different categories have stemmed out from the elements 

and become more elaborated upon to explain where and how they influence Retail Store Loyalty 

in a TI customer journey. In the revisited model the dotted lines represent some influence on Retail 

Store Loyalty and full drawn lines represent a strong or prominent influence on Retail Store 

Loyalty.  
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Figure 2 – Conceptual Model Revisited 

 

As deduced in the discussion Millennials have higher standards than that of Boomers towards TIs 

in their shopping experiences, this is visualized in the boxes stemming off of Technological 

Acceptance. If a Millennial is unsatisfied with the standards of the TI throughout the customer 

journey, a frustration will be exhibited which in turn decreases Retail store loyalty. Boomers on 

the other hand, have rather low standards and are therefore not as easy to disappoint. Further, when 

the TI does not fulfil the Boomer’s standards, they become somewhat disappointed, but they do 

not display a strong dismay with the situation, indicating only a small influence on Retail Store 

Loyalty. Therefore, there is a dotted line between the “Boomer TI customer journey” and “Low 

standards of TI” in the revisited conceptual model. Furthermore, when Millennials are not given 

the capability to perform purchases with a TI, they display anger and disappointment toward the 

company, influencing Retail Store Loyalty negatively. Boomers do not judge the capability of the 

TIs as harshly, rather their abilities of performing TI shopping hinder them which is strengthen by 
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Elza’s study (2016) about the communication gap between different generations. When these 

abilities fail, Boomers exhibit a small degree of irritation, but it is not as prominent as Millennials. 

Thus, this too is represented by a dotted line for Boomers.  

 

As visualized in the revisited conceptual model, Millennials prefer a TI customer journey whilst 

Boomers prefer a traditional employee encounter. These preferences follow through all the stages 

in their customer journey and is therefore pointing at the arrow beginning the journey. Therefore, 

when Millennials are offered a TI customer journey they are satisfied and appreciate the solution 

offered increasing Retail Store Loyalty. Whilst Boomers can also appreciate a TI solution, they 

prefer human interaction (Wu, et al., 2021), and when this is not satisfied, they lose commitment 

to the store, directly impacting Retail Store Loyalty. Further as Boomers are keen on employing 

companions in the pre-purchase and purchase stages of their customer journeys, there is a 

possibility of this being an influence on Retail Store Loyalty. This would need more investigation 

to be understood fully. As such the influence the category of companion employment is 

represented with a dotted line in the revisited conceptual model as it may or may not influence the 

Boomer customer’s Retail Store Loyalty. Furthermore, Millennials appreciate a relational function 

of employees in the purchasing stage of the customer journey. When employees treat a Millennial 

customer with respect, kindness, and helpfulness their proclivity to become more attached to the 

store increases as does Retail Store Loyalty.  

 

The element of Trusting Environment was unsurprisingly the main influence of Retail Store 

Loyalty. Unsurprising as trust is a decisive element of Retail Store Loyalty, if the customer does 

not trust the company, they will not be loyal, but if they trust them there is a higher chance of 

loyalty. By satisfying the customer expectations trust can be facilitated (Martínez & del Bosque, 

2013). Boomers have the expectation that employees will act benevolently to them in the 

purchasing stage, thus if this is not satisfied Boomer Retail Loyalty will go down. Millennials 

instead have the expectation that the TI will satisfy their high standards in both the pre-purchase 

and purchase stages, again if these expectations are not met Retail Store Loyalty is lost. The only 

manner in which both Millennials and Boomers were likeminded was in the case of being 

influenced by their impression of TI company competence in the pre-purchase and purchase stages. 

Meaning, how the perception of company competence is based on the TI performance.  A 
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satisfactory performance will increase the perception of company competence while a less than 

satisfactory performance will decrease the perception of company competence. The increase or 

decrease in perception of company competence will in turn impact the customer’s level of trust, 

ultimately influencing Retail Store Loyalty (Martínez & del Bosque, 2013). Finally, in the 

purchase and post-purchase stages Boomers evaluate their trust based on the employee’s 

competence whilst Millennials evaluate their trust on how benevolent the employees act. These 

evaluations of trust will then either increase or decrease Retail Store Loyalty depending on whether 

or not the customer has been satisfied with the level of competence or benevolence they seek.  
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6. CONCLUSION 

 
The following chapter summarizes the paper, offers a conclusion to the research, and attempts to 

answer the research question. Further, the chapter presents the practical implications of the 

findings and the theoretical contributions therein. Finally, the chapter explores a critical review 

of the study and suggests areas of further research pertaining to the field.  

6.1 SUMMARY  

Technology is a collective concept for things that we are dependent on to get on with our lives 

(Roser & Ritchie, 2022). Not surprisingly, technology is also a valuable concept for companies to 

comprehend and utilize, not only for the necessity of keeping its business up and running, but also 

to attract and keep loyal customers (Osawa, 2013). There are countless studies to be found 

regarding the concept of loyalty and technology. However, a gap was still located in this saturated 

research field which this study aimed to fulfill. Further, because of the Covid-19 pandemic 

contactless shopping solutions in the form of TIs are becoming more prominent. Therefore, the 

aim of this research was to explore how the two generations Millennials and Boomers usage of TIs 

in electronic retail influence their loyalty to the retail store. Hence this study uses a qualitative 

methodology with a deductive approach using 8 stimuli semi-structured interviews. The interviews 

allowed for capturing in-depth data in how Millennials and Boomers experience TIs in a retail 

store constellation and how it influences their loyalty. The key theories that were used to 

conceptualize the data was the customer journey, retail store loyalty, customer loyalty, 

technological acceptance model, generational cohorts, and the digital divide.  

6.2 CONCLUSION 

The aim of this study was to investigate how TIs in electronic retail impact the customer’s retail 

store loyalty and how the generations Boomers and Millennials are differentiated in this regard. 

Based on the discussion above one can conclude that Boomers and Millennials have different 

expectations whilst using TIs in an electronic retail setting. With the use of the TAM (Davis, 1989) 

it was inferred that Millennials have higher expectations on the design and functionality of TIs 

than Boomers do. Because of these high expectations, Millennials are more prone to explore 

alternative stores that best fit their distinct expectations. Whilst Boomers have low expectations 
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on the design and performance of TIs, they are less susceptible to this. Millennials are therefore 

harder than Boomers to attain and retain as loyal retail store customers on a TI customer journey. 

One can also draw the conclusion that Boomers and Millennials build trust in different manners 

when it comes to employee interaction. Whilst both generations build retail store loyalty through 

employee interaction, using Martínez and del Bosque’s (2013) pillars of trust it was found that 

Boomers build their trust through employee competence, whereas Millennials build trust through 

employee benevolence. Ergo, in order to attain loyal Boomer customers a competent employee 

force is necessary while attaining loyal Millennial customers a benevolent employee force is 

necessary. Finally, it can be surmised that Wu et al’s. (2021) findings regarding Boomers 

preferring employee interaction and Millennials preferring TI solutions is indeed the case. Whilst 

Boomers can appreciate a TI journey they become frustrated without the option of employee 

interaction. Millennials have a higher preference towards TI solutions but are delighted when met 

with kindness and helpfulness from employees. 

6.3 PRACTICAL IMPLICATIONS 

Based on the above there are certain practical insights that could aid retail store managers in their 

pursuit of attaining loyal retail store customers. Firstly, as Millennials have high standards of TIs 

understanding how to meet these standards becomes paramount. Further, whilst designing the TI 

it would be prudent to ensure that it is “Boomer proof”, that Boomers are able to use it without 

fumbling. Secondly, shifting and training employees to be more relationship oriented towards 

younger generations would open up for a greater commitment from Millennials. Moving away 

from the traditional salesman to a relational entity seems to be the way forward as the Boomer 

customer segment slowly shifts out. During this transition it is still important to satisfy Boomers 

with a high degree of competence from the employees. Finally, both Millennials’ and Boomers’ 

retail store loyalty is impacted by the performance of the TI in regard to how competent they view 

the company. Thusly, it is of importance regardless of generational belonging to ensure that the 

implemented TI runs smoothly and quickly.  

6.4 THEORETICAL CONTRIBUTION 

The paper contributes to the theoretical landscape in a few ways. Most prominently, the findings 

build upon generational study research by explaining how Boomers and Millennials approach a TI 

customer journey and how it influences their retail store loyalty respectively. Further, the findings 
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expand upon Martínez and del Bosque’s (2013) study by delving deeper into how Boomers and 

Millennials generate trust on a TI customer journey. Furthermore, the paper verifies the findings 

of Wu et al. (2021), that Boomers have a preference toward employee interaction and Millennials 

have a preference toward TI solutions. Moreover, the research about technologial acceptance first 

introduced by Davis (1989) has been implemented into a TI shopping solution in which little prior 

research has explored, not least on a generational belonging level. The theroetical contributions 

ultimately stem from the research question that has up untill now not been explored. The findings 

propose an understanding of how a TI customer journey in a swedish electronic retail store 

influences the customer’s retail store loyalty and how this can differ dependent on generational 

belonging. 

6.5 CRITICAL REVIEW AND FURTHER RESEARCH 

In hindsight, had there been more time and resources, further interviews would be held in order to 

saturate the research fully. Whilst the interviews garnered arguably enough insights to understand 

the research field adequately there is still more that could be explored. Further research could for 

example delve further into the aspect of bringing a companion on the customer journey as the 

research found that Boomers are more likely to employ companions, the reason for this and what 

effect these companions have could be elaborated upon. Furthermore, further research could verify 

and test the findings of this paper by approaching the research from a more quantitative 

perspective. Beyond this, as this paper focused on the Swedish electronic retail customer exploring 

or examining electronic retail store customers with different nationalities could produce other 

findings, such as cultural factors influencing the TI customer journey. Additionally further 

research could explore TI customer journeys with different generational segments or different 

sectors such as fast-food restaurants or banking, as this could lead to more generalizable results 

and a grander overview.  
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73 

Appendix B - Interview Guide, Electronic retail customers (English version) 

1. Background Questions 

a. When were you born? 

b. What is you highest level of education? 

c. How often do visit Elgiganten? 

d. Do you shop at other electronic stores?  

e. Do you feel loyal to Elgiganten? 

f. How would you say your technological savviness is? 

g. Do you trust technology?  

i. Why? 

h. Have you used Elgiganten’s website to make purchases before? 

i. Do you know what Elgiganten’s Collect@Store is? 

i. Have you ever used Elgiganten’s Collect@Store? 

j. Do you know what Elgiganten’s Drive-in is?  

i. Have you ever used Elgiganten’s Drive-in? 

2. Technological Acceptance 

Give iPad or computer with Elgiganten’s website homepage loaded 

a. What is your general opinion of the website? 

b. Do you find it easy to use? 

c. Is the website a useful tool for you in your shopping experience? 

d. Could you try to order a pair of air pods with Collect@Store function? 

i. Was this easy to do? 

ii. Is Collect@Store something you would use? 

Take away iPad 

e. If you need/want to know more about a product, how would you go about finding 

this? 

f. Think of a scenario where you need to buy a product at Elgiganten, you have 

checked on its website and you know the product is in store and you also know 

exactly what product you want. Would you in this case: 

i. Go inside the store, search (ask for where it is) and go through the checkout.  

ii. Use the Collect@Store (Minimized contact) option to just pick it up and go 

through the checkout. 
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iii. Buy the product in advance and let the employees deliver it directly to your 

car? (Drive-in & contactless) 

g. If your product was defective, would you appreciate a digital solution where you 

perform the complaint via a technological interface 

 

3. Trusting environment & (Loyalty???)  

a. Would you say you trust an employee at Elgiganten? 

i. Why? 

b. Would you say you trust Elgiganten’s website? 

i. Why? 

c. Which would you say you trust more? 

i. Why? 

d. What are your expectations when visiting Elgiganten’s store? 

e. What are your expectations when visiting Elgiganten’s website? 

f. Would you say you have different expectations when visiting the store than 

online? 

i. Why? 

g. Would you say Elgiganten as a company acts in kindly towards its customers? 

i. Why? 

h. Do you experience employees at Elgiganten as kind-hearted? 

i. Do you have the same experience when visiting its website? 

i. Imagine you are buying a speaker you’ve read about it on Elgiganten’s website, on 

the website it says that the wireless signal is effective up to 10 meters, which makes 

you hesitant to buy the product. So, you decide to ask an employee about the 

wireless signal range and the employee says it is effective up to 20 meters, and that 

the website information is wrong. Who do you trust more? (There is no 

manufacturing information to find)  

 

j. Another scenario: you go to Elgiganten and talk to a salesman who tells you that a 

tv has a built-in apple tv. When you get home, you realize that there is no apple tv 

built in the tv. How does this impact your view of the store? 
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k. If we take the same scenario as before, however you never talked to a sales 

representative you got the information from the website, how would this impact 

your view of the store?  

l. What would you say is more important, that the information on the website is 

accurate or that the employee give accurate information? 

i. Why?  

 

4. Human Interaction 

a. What would it take for you to build a customer-store relationship with 

Elgiganten? 

b. How important is employee interaction when you shop at Elgiganten? 

i. Why? 

c. Do you often employ a friend or family member when you research about a 

product? 

i. Why? 

d. Do you often employ a friend or family member when you go shopping at 

Elgiganten? 

i. Why? 

e. Do you often employ a friend or family member to evaluate a product you have 

purchased? 

i. Why? 

f.  Do you prefer interacting with employees when making a purchase, or do you 

prefer digital shopping solutions? 

i. Why? 

g. Do you prefer asking an employee about a product or do you prefer to find the 

information yourself? 

i. Why? 

h. Do you think you can create a bond with Elgiganten without employee 

interaction?  

i. Why? 
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Appendix C - Interview Guide Translated, Electronic Retail Customers 

(Swedish Version) 

 

1. Bakgrundsfrågor 

a. När föddes du? 

b. Vilken är din högsta utbildningsnivå? 

c. Hur ofta besöker du Elgiganten? 

d. Handlar du i andra elektronikaffärer? 

e. Känner du dig lojal mot Elgiganten? 

f. Hur skulle du säga att din tekniska kunskap är? 

g. Litar du på tekniken? 

i. Varför? 

h. Har du använt Elgigantens hemsida för köp tidigare? 

i. Vet du vad Elgigantens Collect@Store är? 

i. Har du någonsin använt Elgigantens Collect@Store? 

j. Vet du vad Elgigantens Drive-in är? 

i. Har du någonsin använt Elgigantens Drive-in? 

2. Teknologisk acceptans 

Ge iPad eller dator med Elgigantens hemsida laddad 

a. Vad är din allmänna åsikt om webbplatsen? 

b. Tycker du att det är lätt att använda? 

c. Är webbplatsen ett användbart verktyg för dig i din shoppingupplevelse? 

d. Skulle du kunna prova att beställa ett par air pods med Collect@Store-funktion? 

i. Var detta lätt att göra? 

ii. Är Collect@Store något du skulle använda? 

Ta bort iPad 

e. Om du behöver/vill veta mer om en produkt, hur skulle du gå till väga för att hitta 

 denna? 

f. Tänk på ett scenario där du behöver köpa en produkt på Elgiganten, du har kollat på dess 

hemsida och du vet att produkten finns i butik och du vet också exakt  vilken produkt 

du vill ha. Skulle du i detta fall: 

i. Gå in i butiken, sök (fråga var den finns) och gå igenom kassan. 
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ii. Använd alternativet Collect@Store (Minimerad kontakt) för att bara hämta det 

 och gå igenom kassan. 

iii. Köpa produkten i förväg och låta de anställda leverera den direkt till din bil? 

 (Drive-in och kontaktlös) 

g. Om din produkt var defekt, skulle du uppskatta en digital lösning där du utför 

 reklamationen via ett tekniskt gränssnitt 

 

3. Förtroendefull miljö  

a. Skulle du säga att du litar på en anställd på Elgiganten? 

i. Varför? 

b. Skulle du säga att du litar på Elgiganten’s hemsida? 

i. Varför? 

c. Vilken skulle du säga att du litar mest på? 

i. Varför? 

d. Vad har du för förväntningar när du besöker Elgigantens butik? 

e. Vilka förväntningar har du när du besöker Elgigantens hemsida? 

f. Skulle du säga att du har andra förväntningar när du besöker butiken än på nätet? 

i. Varför? 

g. Skulle du säga att Elgiganten som företag agerar vänligt mot sina kunder? 

i. Varför? 

h. Upplever du anställda på Elgiganten som godhjärtade? 

i. Har du samma upplevelse när du besöker dess webbplats? 

i. Tänk dig att du köper en högtalare du har läst om den på Elgigantens hemsida, på 

hemsidan står det att den trådlösa signalen är effektiv upp till 10 meter, vilket gör att du är 

tveksam till att köpa produkten. Så du bestämmer dig för att fråga en anställd om den 

trådlösa signalens räckvidd och den anställde säger att den är effektiv upp till 20 meter och 

att webbplatsinformationen är felaktig. Vem litar du mest på? (Det finns ingen 

tillverkningsinformation att hitta) 

 

j. Ett annat scenario: du går till Elgiganten och pratar med en säljare som berättar att en tv 

 har en inbyggd apple tv. När du kommer hem inser du att det inte finns någon apple tv 

 inbyggd i tv:n. Hur påverkar detta din syn på butiken? 
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k. Om vi tar samma scenario som tidigare, men du har aldrig pratat med en säljare, du 

 fick informationen från webbplatsen, hur skulle detta påverka din syn på butiken? 

 

l. Vad skulle du säga är viktigare, att informationen på webbplatsen är korrekt eller att 

 medarbetaren ger korrekt information? 

i. Varför? 

 

4. Mänsklig interaktion 

a. Vad skulle det krävas för att du skulle bygga en kund-butik relation med Elgiganten? 

b. Hur viktigt är medarbetarnas interaktion när du handlar på Elgiganten? 

i. Varför? 

c. Anställer/frågar du ofta en vän eller familjemedlem när du söker efter en produkt? 

i. Varför? 

d. Anställer/frågar du ofta en vän eller familjemedlem när du handlar på Elgiganten? 

i. Varför? 

e. Anlitar/frågar du ofta en vän eller familjemedlem för att utvärdera en produkt du har 

köpt? 

i. Varför? 

f. Föredrar du att interagera med anställda när du gör ett köp, eller föredrar du digitala 

shoppinglösningar? 

i. Varför? 

g. Föredrar du att fråga en anställd om en produkt eller föredrar du att hitta informationen 

själv? 

i. Varför? 

h. Tror du att du kan skapa ett band med Elgiganten utan medarbetarinteraktion? 

i. Varför? 
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Appendix D - Collect@Store 

 
 

Note: Screenshot captured from Elgigantens website. Red square and circle show where the 

respondents need to click in order to go confirm a Collect@Store purchase.  
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Appendix E - Interview Questions Explained 
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Note: Created by authors to give an overview of the justification for interview questions 


