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Abstract  
The personnel in grocery retail stores are the link between the customer and the 
instore technology. During the 2000s the status of the personnel seemed to 

diminish. The shift has gone from the personnel resolving as the main provider, to 
the fact that technology has made a greater claim in the grocery retail industry and 

started to substitute the personnel. The purpose of this thesis is to explore how the 
technological developments within grocery retail have changed and affected how 
the personnel view their role instore. In order to examine how their roles have been 
affected through technology, semi-structured interviews with both frontline 
personnel and instore managers from dissimilar grocery retail stores was 

conducted. By including both perceptions, it contributed to a broader perspective 
as well as an in-depth understanding of the matter of subject. Finding reveal that 
customers are becoming more self-efficient and not co-dependent on the 
personnel. Therefor the frontline personnel have gained new roles in forms of 
adding the human touch to the service encounter. 
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1. Introduction 

 

Grocery retail stores are one of society’s keystone places where almost everyone is a customer. 

At the grocery store we come in contact with many people, but yet somehow the store seems 

quiet. A simple “Hello!” to the cashier is sometimes missed. Although there is little human 

interaction, the store still communicates: “ 3 for 2 - only for members!” “Shop with the self-

scanner and get discounts”, “10% off on your first pre-made grocery bag”. It is not only 

discounts that are displayed, but also encouragement to use the store's technological services 

when going shopping.  

   

The modern grocery store offers many effective technological services for comfortable 

shopping. For example, self-scanners, self- check out, weight scales that are easy to use, or 

phones and screens where you can call for help. This shows a strong self-service trend to the 

point where customers do not even have to go to the cash register, but can simply download 

applications for payment on the smartphone (Johansson, 2018). Amazon Go is a chain of 

unmanned grocery stores in the USA and England where the stores have fully automatic 

payment solutions, where customers can buy goods without paying at a staffed checkout 

(Grewal et al., 2017). One of Sweden's leading grocery store chain Coop has opened its first 

unmanned grocery retail store where customers are able to scan and buy groceries with their 

smartphones (Coop, 2022). With technology in mind, it is visible that the personnel are losing 

their traditional role. In fact, the personnel are the least important factor when it comes to store 

customer loyalty (Nielsen 2015). At the same time, Bäckström and Johansson (2017) claimed 

that traditional store aspects like personnel, and atmosphere are prioritized from a customer's 

point of view.  
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Figure 1.  
 
Unmanned grocery store 
 

 

Note. Gathered from Coops webpage (2021) 

  

The technological advancement has also made home delivery services smoother. During the 

Covid-19 pandemic, food orders increased with bicycle couriers, such as Foodora and Uber 

eats. In his book Cyckelbudet, Teglund (2021) described that customers treat people who work 

as bicycle couriers like robots. They are often ignored, meet customers in their underwear and 

are in general disrespected. One may ask whether technology makes the person behind it less 

important. Are grocery store personnel in this risk of such situations because of technology? 

What if the technology is the future of retail stores, which is and will force the staff role to 

change (Kinder & Lenhart, 2019). Many grocery store retail workers believe in a continuing 

technological increase and a decline in people working in stores. Kinder and Lenhart (2019) 

mentions that grocery store personnel stated that few or no people will work in frontline 

positions. They feel that the management is mostly focused on maximizing the organization's 

profit, which means replacing staff with technology (Kinder & Lenhart, 2019). Johansson 

(2018) on the other hand, mentions innovator's dilemma and it suggests that an organization 

that has dominated the market with one type of “technology” are not able to shift to newer 

technology in the future, because it is difficult for people to comprehend and absorb new things.  
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Piotrowicz and Cuthbertson (2014) state that many digital retailers complement their business 

with a physical store. Likewise, the physical stores are complemented with e-commerce. This 

is a way for retailers to stay competitive in a society where e-commerce has gained a foothold. 

And with this development, it has led to retailers having to adapt from the previous pattern of 

multichannel, which focuses on managing and optimizing the performance of each channel 

(offline and online), towards a new strategy called omnichannel. This improved channel enables 

customers to create a smooth and seamless customer experience with the help of digitization 

combined with the store environment itself, merging offline and online within a single 

transaction (Piotrowicz & Cuthbertson, 2014). However, when managers within the retail 

industry were asked which problem they struggled with the most, the answer was digitalization, 

and more specifically the collection of big data. It is all data that the store collects in their 

business, such as data from receipts, loyalty cards and suppliers (Nordfält, 2018). We believe 

that this radical change and effectivization within the grocery retail industry does not only affect 

customers, but also the personnel and management.  

 

1.1 Problematization 

When it comes to retail, it includes many different branches, but in this thesis retail focuses on 

physical grocery retail stores that offer a wider assortment of goods. The technology is 

continuing to re-shape the stores and it has led to significant changes in the retail landscape 

(Shankar et al, 2020). Furthermore, much of the new technology is powered by artificial 

Intelligence (AI) which is a big driver of the change. In coherence with Shankar et al. (2020) 

Johansson (2018) states that what we see as the ordinary store will change. And the biggest 

changes will happen within the grocery stores. One of many changes is that the stores have 

begun to look more like restaurants through their catering services. It is therefore relevant to 

question how the grocery retail personnel role will change. What do they think about their role 

in the near future? How will it be affected? What we know is that even though the technological 

implementation is strong within grocery retail, other retail sectors invest in the human 

interaction. Two examples are Apple's tech store that is combining their products with advanced 

service, which give the customer a unique experience, or how bookstores invite authors for a 

customer experience (Johansson, 2018). These examples show that retailers do not primarily 

want to make their customers do everything by themselves, as with the self- checkouts, but 

instead the personnel want to be there and assist them (Johansson, 2018).  
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According to Parasuraman et al. (1985) the delivering of service quality to the customer has 

many pitfalls, and they could be described as “gaps”. The gaps depend on the interactions 

between the managers and personnel, and will be further discussed in this thesis. Together the 

managers and frontline personnel create and deliver expectations to the customers 

(Parasuraman et al. 1985). How well they do this often depends on how comfortable the 

personnel are in their role.  

  

Many studies have been conducted on the customer perspective regarding technology within 

retail. Studies on customers' instore experience provide a wide range of consumer aspects 

regarding attitudes, involvement and experiences (Bäckström & Johansson, 2017). A holistic 

approach for customer instore experience involves the customer’s emotional, affective and 

cognitive responses to the retailer (Grewal et al., 2017). This experience is created with service 

interfaces, the retail atmosphere, the assortment and price. Grewal et al. (2017) state that 

elements outside the retailer’s control such as influence of others and purpose of shopping 

affects the customer experience as well. According to Bäckström and Johansson (2006) retailers 

point out that attention for instore experiences is the key to success. The market demands 

experience-orientation because the competition is increasing, but also because customers have 

become more focused on emotional sides of shopping (Bäckström & Johansson, 2006). Slåtten 

and Mehmetoglu (2011) explain how the customer perceives the personnel as both The Service 

and The Organization but also The Brand and Marketers.  

   

Even if the technological overtake within retail is strong it is still obvious that interaction 

between the customer and personnel are crucial for a good encounter (Bäckström & Johansson 

2006). The personnel behavior contributes to highly appreciated feelings for the customer such 

as being available or smiling. The customer experience is also related to the personnel 

knowledge and competence, such as the ability to provide relevant suggestions or being able to 

handle complaints (Bäckström & Johansson 2006). This is important because that is how the 

retailer makes themselves trustworthy for the customer, with honesty and transparency (Björn, 

2018).  
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When it comes to the local retailer's point of view regarding technology, it is important for 

them not to solely focus on transactions, such as self-service technologies mentioned in the 

introduction, but according to Björn (2018) they should reduce them. Björn (2018) found that 

payment services should focus on being delivered as smoothly as possible and available without 

hassle when customers want it, across all channels. Creating a positive instore experience can 

be a difficult task because of customers' new multi-layered demands (Björn, 2018). Many 

retailers are doing large efforts to remodel their store offering such as implementing new store 

concept and strategies, and ensuring good interaction the stores and other channels (Johansson, 

2017). Retailers are inundated with data and they have become better at organizing it, by 

improved access to computing power or analytical systems (Grewal et al., 2017). Grewal et al. 

(2017) continues that retailers with a combination between effective analytical systems and big 

data have the ability to solve many issues.  

  

Personnel engagement is crucial for predicting the success of the grocery retail store according 

to Slåtten and Mehmetoglu (2011). Because it makes the personnel feel absorbed in their job 

and brings up meaningfulness. Those retailers who have engaged personnel are able to also 

predict personnel productivity, turnover and financial performance. This indicates that 

engagement is an important factor. Slåtten and Mehmetoglu (2011) further explain that grocery 

retail personnel must play different roles, because they are serving different interests, such as 

both the managers and the customers. However, Slåtten and Mehmetoglu (2011) provide 

another aspect of having to serve multiple interests. They mention the positive aspects of such 

as status security and enrichment of personality. This is something that requires autonomy, 

which is consequently increasing personnel effort and overall satisfaction of the work role. 

Kinder and Lenharts (2019) made an investigation on grocery store personnel. In their study 

they show what happens when the personnel role and engagement is disturbed by technology. 

According to Kinder and Lenharts (2019) investigating the personnel within grocery retail in 

the US are pessimistic for the future, because they fear management sees them as a cost that 

they will cut through automation. Kinder and Lenhart's (2019) continues that nearly every 

grocery retail personnel predicted a significant increase in technology, and a decrease of 

personnel instores. This made them feel insecure and felt that technological change is directly 

toward them and that they lack power over their future. But personnel whose job relied on 

service skills were not as skeptical against the technological change. Many stated that 

employers are focused on maximizing profits and shareholder value. Kinder and Lenharts 
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(2019) found out that the personnel despised the self-checkout, because it eliminated jobs. If 

retailers can cut costs, they will (Kinder & Lenharts, 2019).  

Moström (2018) mentions that even though we know all the peculiarities and things the 

customers appreciate the technical services are prioritized in order to cut costs. However, it is 

not sustainable when the physical store faces increasing competition from e- commerce. 

Understanding customer behavior is the driving force for retail industries, and the ones who 

embarked on technical implementations to cut cost will in long-term find themselves in a costly 

experience. With this in mind, retailers and the personnel need to find a balance between the 

technological implementations and customer service, which leads to the personnel retaining 

their role (Moström, 2018).  

 
 

1.2 Research Purpose 

Our purpose with this thesis is to explore how the technological development within retail, with 

a focus on grocery retail, has changed and affected how store personnel view their role instores.  

 

1.3 Research question  

How has the technological development within grocery stores affected how the personnel 

perceived their role.  
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2. Theoretical framework 

 

This following section presents the chosen theoretical framework for this thesis. Our theoretical 

framework is developed to investigate our purpose with the thesis and discuss the subjects of 

digitalization, service quality, personnel role and the customer. And lastly, the section is 

concludes with a conceptual model that is based on our theoretical framework and describes 

how our theories are linked together. 

 

2.1 Digitalization  

Hagberg et al. (2016) found that the transformation towards digitalization as an on-going of 

abundant importance for the retail industry, and specifically our research area the grocery retial 

industry, because it both affects and is affected by this development (Hagberg et al., 2016). The 

technological development that has made an increasing progress in the grocery retail industry, 

it has enabled retailers to provide customers with various digital products and services that are 

adapted through the use of digital technologies. For example, scan-and-go, self-check-outs and 

mobile apps that allows customers to find information about the desired product and offerings 

(Grewal et al., 2017). These are just some of many implementations of digital services that 

allow the customer to determine their own shopping experience while still feeling connected to 

the retailers. These digital services allow retailers to interact with their customers by providing 

targeted information that allows customers to make better decisions, attract appropriate 

customers and offerings. This outcome would potentially create deeper customer engagement 

(Grewal et al., 2017).  

 

2.1.1 Multi- And Omnichannel 

Aliawadi and Farris (2017) found that multi- and omni-channel are terms used in conjunction 

with suppliers or retailers, regardless of industry, which is directly based on consumer sales 

through their channels, offline and online channels. The offline channel is affiliated with the 

physical store where the customers can see, look and feel the products, versus the online 

channel, which includes e-commerce. 
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Multichannel focuses on managing and optimizing the performance of each channel. It implies 

a division, for example between the physical store and online, which are both seen and 

maintained as two different channels (Ailawadi & Farris, 2017; Piotrowicz & Cuthbertson, 

2014). According to Ailawadi and Farris (2017) multichannel refers to coordination, evaluation, 

implementation and the design of the diverse channels that are being used which the operation 

team behind each channel acquires, retrains and improves.  

 

Piotrowicz and Cuthbertson (2014) in line with Nordfält (2018) found that there is a distinct 

difference between multichannel and omnichannel, which is also used and operationalized in 

grocery retail industry. What distinguishes the both channels is that omnichannel is an evolution 

of the traditional multichannel. This is a new strategy that compliments the previous pattern of 

separation between the physical store and online (Nordfält 2018; Piotrowicz & Cuthbertson, 

2014). The concept behind omnichannel is that the customers are able to move freely between 

online and physical stores, all within a single transaction process. It enables a smooth and 

seamless customer experience through the use of dissimilar technological services, such as 

mobile apps, tablets, while still remaining in the physical store (Piotrowicz & Cuthbertson, 

2014). Ailawadi and Farris (2017) found that the concept also acknowledges the inevitability 

of the need to adapt several channels that focus on integrating activities within and across 

channels to communicate customers shopping experience and behavior.  

 

2.1.2 Technological Implementations 

The shift towards technological implementations has become a game changer for the grocery 

retail industry. It has embraced a variety of technological implementations to engage and 

improve their service to customers, while simultaneously benefiting retailers, which ultimately 

enhance the business profitability by reducing their costs (Grewal et al., 2017; Renko & 

Druzijanic, 2014). Grewal et al. (2017) claims that this technological shift permits customers to 

make more informed decisions, acquire faster service, and gather targeted and beneficial offers. 

Renko and Druzijanic (2014) convey that, apart from the above mentioned, that is also entailed 

to influence the customers shopping experience by encouraging customers to perform service 

themselves. For example, scanning, weighing and packaging their own items, searching for 

items and information through smartphones. As new innovative technologies are constantly 

emerging, retailers are making consequential decisions about whether to implement new 

technologies or not. Not only from a company or customer perspective, which the existing 
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literature emphasizes, but also from the personnel perspective. Renko and Druzijanic (2014) 

enlightens the need for retailers to understand how these implementations can affect the 

personnel and in addition, how digitized service, such as self- service, scan-and-go, can 

negatively affect the personnel’s morale.  

 

Hagberg et al. (2016) in line with Renko and Druzijanic (2014) states that the implantation of 

technological services increases the opportunities for retailers to increase the offerings of 

services to customers during a store visit. Grewal et al. (2016) further found that services that 

have made a clear claim in the retail-grocery industry are mobile apps, and self-checkout 

technologies. Self-checkout technologies is a technique, which has been increasingly applied 

in the grocery retail industry, that assists customers to scan, bag and pay for their products by 

themselves without any interaction with the personnel. Grewal et al. (2016) continues that this 

allows customers to gain control over their own shopping experience. By companies 

implementing technological services, it does not only benefit the customers, but also the grocery 

retail industry, because it enables organizations to reduce labor costs due to fewer personnel 

being required.  

 

In addition to the aforementioned technological services, Renko and Druzijanic (2014) found 

additional services that are implemented within the grocery retail industry, such as scan- and 

go technologies. This service implementation allows customers to scan and bag their items as 

they shop by using a physical scanner. It simplifies the customer shopping experience by 

permitting the customer to shop freely while simultaneously being time efficient. Renko and 

Druzijanic (2014) highlights that it is also important for retailers to understand that the 

technological implementations should respond to both the personnel and customers’ needs and 

expectations.  

 

2.2 Gap model of service quality 

Parasuraman, Zeithaml and Berry (1985) created a model that identifies the gaps between 

customer expectation and the actual service provided at different stages of the service delivery. 

The model displays five gaps that can occur during service delivery. Gap three is connected to 

the actions of frontline personnel, and is therefore the most important aspect from a personnel 

point of view, which is also correlated to the purpose of this thesis.  
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Figure 2.  
 
Conceptual model of service quality 
 

 

 

 

 

                                     

Note. Parasuraman et al. (1985, p. 44). 

 

According to Parasuraman et al. (1985) the first gap (1) is between the manager expectation 

and the perception of customer expectation. In other words, this gap represents what the 

managers actually have in mind for the customers, and the potential risk that the product or 

service is something that customers do not want. The second gap (2) represents the manager's 

perception versus the retailer quality specifications, the management perceptions of consumer 

expectations and retailers ability to translate the perception into written instructions for the 

service or product.  

   

The third gap (3) presented by Parasuraman et al. (1985) explains the service specification 

versus the actual service delivery. This means that there has to be a connection between what 
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message the retailer is sending to its customers and what the retailer actually can deliver. The 

message creates customer expectations that have to be met and delivered, and the frontline 

personnel usually do this. There are many reasons for why this gap exists and might increase. 

For example the personnel could have role ambiguity or role conflict, but also lack knowledge 

of the service delivery. In addition, the retailer can also have an ineffective recruitment process 

or failure with supply and demand, which could lead to an increased gap.  

  
The fourth (4) gap is the retailer's service delivery and what the external communication 

actually communicates about the delivery. It represents what the retailer claims to do verses 

what they actually do. The fifth (5) and final gap by Parasuraman et al. (1985) explains what 

the retailer claim they will do, and it creates expectations among the customers as previously 

mentioned. The gap appears when the product or service is not perceived as the retailers 

expected. It is important to know that customer expectation decides the overall quality 

(Parasuraman et al., 1985).  

 

2.3 Personnel engagement 

Slåtten and Mehmetoglu (2011) discussed the concept of frontline personnel engagement, 

which is important when it comes to predicting the success of the retailer and the competitive 

advantage. Engagement is described as a positive, fulfilling and work-related state of mind that 

is characterized by vigor, dedication and absorption, which makes the personnel feel absorbed 

in their job. It also gives them energy, arouses enthusiasm and a sense of meaningfulness. 

Various studies have noticed that having engaged personnel is helpful when predicting 

personnel productivity, turnover and financial (Slåtten & Mehmetoglu, 2011). This is an 

indication that personnel engagement is important for business success.  

  

Role embracement means a lack of separation between the personnel and his or her role, and 

how strong the embracement is could be measured in the level of engagement with the role 

(Slåtten & Mehmetoglu, 2011). The engagement could be measured in three psychological 

conditions: Meaningfulness, Safety and Availability. These three conditions are consequently 

connected in the sense that if situations offer them meaningfulness, the personnel will feel 

engaged and when they feel psychological safety, they become more psychologically available. 

These psychological conditions often overlap with other constructs, such as organizational 

commitment, job involvement and flow.   
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2.3.1 The role of personnel   

Slåtten and Mehmetoglu (2011) mentioned that Personnel perceived role benefit is a construct 

within frontline service jobs and is also correlated to one of the service gaps previously 

mentioned by Parasuraman et. al. (1985). When personnel deal with service encounters they 

occupy what is called boundary-spanning roles. Personnel who inhabit boundary-spanning roles 

are the contact points that an organization has with its environment (Slåtten & Mehmetoglu, 

2011). It means that the personnel must serve the interest of both external interests (i.a the firm's 

customers) and internal interests (i.a the managers). This requires the personnel to play different 

roles, which calls for different behaviors that are expected from personnel in certain positions. 

If a personnel is not able to fulfill the expectation associated with different roles he or she will 

experience so called “role stress”. How the personnel experience their role will reflect on the 

service experience the customer perceives (Schneider & Bowen, 2018). Research on role stress 

has often emphasized on the negative effects (Schneider & Bowen, 2018).  

 

According to Slåtten and Mehmetoglu (2011) there are also some positive aspects with playing 

multiple roles such as bigger opportunity for professional visibility, career advancement, 

diversity, and excitement. Playing multiple roles can also be an element of a meaningful job. It 

is possible to categorize the multiple role benefits into four categories: role privileges, overall 

status security, enrichment of the personality and ego gratification, and resources for status 

enhancement. Both the perceived benefits of multiple roles and personnel engagements 

contribute to many positive and important aspects when it comes to satisfying the customer and 

consequently the success of the store.  

 

2.3.2 The technological impact on personnel role 

Bowen (2016) mentions that during the 2000s, the status of the personnel roles seemed to 

diminish, as the shift has gone from the personnel resolving as the main provider to a customers 

perspective on creating value and customer satisfaction. Thus, with the technological 

development, which has emerged within the physical stores, technology started to substitute the 

personnel. However, in contrast to Bowen (2016), the authors Schneider and Bowen (2018) 

found that the perception of the personnel is still that they have the potential to make new 

valuable, non-substitutable contributions to the customer service and experience (Schneider & 

Bowen, 2018).  
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Management should create, encourage and develop an understanding of the personnel’s roles 

in the organization. Thus, it is them who market the service, endorse the service operation and 

equate it by customers with the service itself. It is therefore important to create roles that are 

aligned with the personnel, as it is also them who act as representatives of the organization 

(Bowen, 2016; Korschuan et al., 2014). Bowen (2016) claim that it is appropriate to reflect and 

interpret the changing roles personnel have played and will in the future, as the service is 

evolving with the integration of new supplements. In addition to the more complex and evolving 

service contexts, it has essentially permitted personnel to fill four key roles as, innovators, 

differentiators, enablers and coordinators (Bowen, 2016). When frontline personnel gain these 

roles trough technology their previous roles such marketers does not disappear or lose value.  

 

Bowen (2016) described the role of an innovator as where technology is comprehended with 

the human capital (the personnel). With the rise of technology it has permitted human capital, 

which remains a non-substitutable source, be reinforced by technology (e.g technological 

implementations) as it can drive innovation forward and generate scale and customization. It 

creates conditions that allow the contact personnel to have close interactions with the customers 

during the service innovation process, which leads to the understanding of what should be done 

differently to improve service. Thus, it is important to keep in mind that the personnel, 

regardless of their roles, require the right training and conditions to succeed in their roles in 

order for the organization to stay competitive (Bowen, 2016).  

 

The Differentiator role means that personnel can help differentiate offerings to customers when 

offerings are becoming monotonous. This can be created through the organization by examining 

their customers to identify their needs and by authentic human interaction. Bowen (2016) found 

that a unique human approach, which is genuinely empathic, could transform the commercial 

interaction into a ‘’one-on-one’’ human relationship. Bowen (2016) explains the role of an 

enabler, as personnel who must enable customers and technology to perform their separate roles 

in the way service is expected and delivered. Hence, the personnel must increasingly influence 

and support customers, as their role in co-production and value creation has expanded. As 

previously mentioned, the increasing role of technology in the grocery retail industry has partly 

substituted the personnel at times. However, when it is used, they are set to fill a role of enabling 

the technology, because if customers do not comprehend with the instore technology, personnel 

must assist customers experiencing problems and enable a solution.  
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The last of the four roles that Bowen (2016) refers to is coordinator and that role includes the 

interdependent roles of personnel and customer in co-creations and how to manage the 

interdependencies involved. To be able to fulfill the coordinator role, the personnel need to 

possess collaboration competencies and the customers need to possess the ability of being 

effective resource integrators in order to generate co-creation (Bowen, 2016).  

 

2.4 The Customer 

The status enhancement of having to play multiple roles enhances the engagement in the work 

role (Slåtten & Mehmetoglu, 2011). This heterogeneity characterizes the challenges frontline 

personnel are facing. It means that no customer is alike and every customer has unique needs 

and demands. The personnel have to adapt their behavior judging by the perceptions from their 

position, and therefore their role is both demanding and requiring some autonomy from a 

personnel perspective. Slåtten and Mehmetoglu (2011) says that autonomy increases the 

willingness to dedicate effort and abilities to a work task, and therefore consequently the 

personnel will deliver better service to the customers. The frontline personnel are critical for 

the customer's experience, because they are The Service, The Organization and in the 

customer's eyes, they are also The Brand and The Marketers (Slåtten & Mehmetoglu, 2011). 

Many customers' store experiences are created through interactions (Bäckström & Johansson, 

2006). The authors Bäckström and Johansson (2006) further explain that it is often very subtle 

actions that contribute to positive feelings for the customer, such as a smile or good wishes, or 

being available. These are examples of how consumer expectation can be met by the personnel. 

Prasuraman et al. (1985) agrees on how important the delivering of expectations is for both the 

retailer and customer.  

  

In contrast to the importance of personnel services, it is important to mention that in the modern 

customer's everyday life the retail shopping experience is often highly influenced by self-

service technologies. They provide retail service with new ways to engage and empower 

customers while simultaneously saving cost (Sharma et al., 2020). Self-service 

technology includes self-service checkout machines, handheld self-scanning devices, mobile 

wallets and automated social presence through robots (Sharma et al., 2020).  
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2.5 Conceptual model with personnel focus 

The aim of this thesis is to explore how the technological development within grocery retail has 

changed and affected how the personnel view on their role instore. Therefore, to conceptualize, 

increase understanding and further analyze our collected information, a conceptual model was 

constructed.  

 

The conceptual model presented below is a modification of Parasuraman et al’s. (1985) 

conceptual model of service quality in comparison to retailers’ expectation. Parasuraman et al. 

(1985) model is based on that the customer either perceives or expects service in a certain way. 

It also displays gap five from parasuraman et al’s, (1985), which appears if the consumer's 

perceived service does not meet the expected service. In the center of the model, a line is 

illustrated. It represents the separation of the customer point of view from the grocery store 

personnel view. But, even if they are separated they are also connected through the 

implemented   digitalization   such   as   self-service   technology    and    different    multi– and 

omnichannels. Therefore, in the middle left side, digitalization is illustrated. In other words, the 

two viewpoints have interaction with digitalization in common. The bottom middle part of the 

model presents the service delivery which, like Parasuraman et al. (1985), represents the grocery 

store's capacity to serve the customer. Internal communication, at middle right, stands for the 

communication between the personnel and store managers. Gap four appears when the internal 

communication is inadequate for a good service delivery.  

  

Gap three at the bottom center, is as Parasuraman et al. (1985) explained it, the message the 

grocery store sends out to its customers and what they actually can deliver, that is service 

delivery. If the personnel do not know what tools to use service design and standards or have 

the knowledge to help the customer, the gap appears. This indicates that personnel have a key 

role for consumer experience. In order for the personnel to deliver adequate service, they have 

to be comfortable in their role. A second indicator for good service delivery is that the personnel 

fulfill their role of being service providers and marketers store personnel role, at the middle 

left. Furthermore, a new perspective of the personnel role, which also affects the 

service delivery, is the four additional roles new personnel roles presented by (Bowen, 2016). 

These roles have appeared due to the technological progression within grocery retail. In other 

words, the present technology forces the personnel to interact in new ways. The new roles add 
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value for both the personnel and the customer, while simultaneously connecting the technology 

with human touch (Bowen, 2016).  

 

 
Figure 3. 
 
Conceptual model with personnel focus 
 

 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Note. Developed from Parasuraman et al. (1985) conceptual model of service quality, combined with 

Bowen (2016) four key roles. 
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3. Methodology 

 

The following section presents the research methodology of this thesis. The section begins with 

a presentation of the theoretical methodology, which includes, research philosophy and 

research design. Secondly, the empirical methodology of this thesis is presented and that 

includes the research design and strategy, data collection in form of semi-structured interviews, 

interview guides and participant selections. Lastly, the section is concluded with an analysis of 

the data collected and the trustworthiness of this thesis.  

 

3.1 Research philosophy 

According to Bell et al. (2019) research philosophy refers to a description, which portrays 

human assumptions and how the researchers view the world. The authors state three main 

epistemological philosophies: positivism, realism and interpretivism. Bell et al. (2019) states 

that these assumptions and viewings will affect the choice of research methods and strategies, 

and therefore it implies considering the most appropriate philosophy that will permeate 

throughout the research. Positivism relies on the application of methods of the natural sciences 

to the research view of reality and human behavior, social science, through observation. As 

reality exists objectively, it is an appropriate way of assembling data as it allows the researchers 

to observe phenomena directly and provides an explanation of human behaviors (Bell et al., 

2019). Realism is similar to positivism, as both philosophies undertake that natural science and 

the social science methods, and explanations should be intertwined when developing 

knowledge. However, realism insists that there is an external reality based on assumption that 

influences human perception, which separates it from the description.  

 

The last research philosophy is interpretivism and according to Bell et al. (2019) interpretivism 

advocates that the social science, human and their behavior, differ from the natural science. 

Hence, interpretivism underlines that reality is constructed and influenced by human actions 

and to understand human behavior rather than existing objectively and externally. The purpose 

is for researchers to understand human behavior (Bell et al., 2019).  
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The purpose with this thesis is to explore how the technological development within retail, with 

a focus on grocery retail, has changed and affected how store personnel view their role instore, 

in both negative and positive effects. Thus, our aspiration is to understand how the personnel 

perceive technological development and how social behaviors influence them through a 

qualitative method. We find that an interpretivism research philosophy is relevant to interpret 

for this thesis.  

 

3.2 Research approach 

Lind (2019) found that there are different approaches when conducting a research thesis, and 

these approaches narrate how to use and involve the theoretical-and empirical material in the 

research. The author states three forms of research approaches: deduction, inductive and 

abductive. According to Bell et al. (2019) a deductive approach is the most coherent view of 

the connection between the theory and the research and is a transcript from existing theory and 

knowledge from literature, which then forms the basis for the choice of data collection. Bell et 

al. (2019) continues with the description of the induction approach, which can be interpreted as 

the opposite to deductive, thus the empirical data material forms the basis for the theoretical 

framework used in the research. The intention is to develop theoretical concepts and models 

based on empirical material. The last and final approach is abductive, which can be interpreted 

as a mix of both inductive and deductive. Lind (2019) explains that abductive approach as where 

theory is used and integrated in the work with the empirical part of the research. The purpose 

may be to identify and develop theoretical concepts that capture and illuminate the investigating 

phenomena (Lind 2019) 

  

We found that an abductive approach is the most suitable for this thesis. Because the field of 

perception of the personnel considering technological development is relatively unexplored and 

is derived from a gap in previous literature, we used the theoretical framework as a starting 

point for our research. Thus, empirical data were collected through semi-structured interviews, 

which is correlated with the theoretical framework. It enabled us to find new unexplored 

findings and find out the opinions of grocery store personnel.  
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3.3 Research design and strategy 

According to Bell et al. (2019) the research design aims to provide a context of the theoretical- 

and empirical framework of the research. The choice of research design reflects upon decisions, 

through a range of dimensions, of the research process and it also derives from the objectives 

of the research question and the purpose. Our research philosophy was interpretivism, it means 

that our aspiration is to understanding human behavior. We found that an exploratory research 

design was suitable for this thesis. An exploratory research design aims to explore and create a 

better understanding and since the purpose is also to explore how the technological 

development has changed and affected how the personnel view their role instore, we found this 

design suitable (Bell et al., 2019). Denscombe (2016) explains that it also enables to discovers 

information and enables researchers to go in-depth and provide new insights (Denscombe, 

2016). Applying an exploratory research design allowed us to work with our theoretical 

framework parallel with collected data to obtain a wider perspective, in order to explore and 

answer our research question. What thoughts the frontline personnel have about their role 

require an exploratory strategy because their thoughts are not known. Furthermore, opinions 

and thoughts that were expressed during the interviews shaped what information we found more 

or less important.  

  

Research strategy is described by the authors Bell et al. (2019) as quantitative or qualitative 

methods, which functions as the purpose to how the research is conducted. A quantitative 

research method is based on the collection of numeric data versus qualitative research, which 

is constructed on the collection of data that compares words and images (Bell et al., 2019; 

Denscombe, 2016). We chose to conduct a qualitative research strategy, thus our purpose is to 

explore how the technological development of the grocery retail industry has affected how the 

store personnel view their role instore, in terms of negative and positive affect. Understand the 

personnel behaviors and customer interactions and the technological service implementations 

are important. In addition to the personnel perspective, which is our main objective. We also 

want to understand how the technological development is perceived from a management point 

of view. A qualitative method is also used in coherence with an interpretivism and abductive 

approach as it scrutinizes and provides with knowledge, which amplifies the choice of method.  
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3.4 Data collection 

As this thesis is based on exploring and understanding the store personnel and their role within 

the grocery retail industry, we find it suitable to use a qualitative method strategy in the form 

of semi- structured interviews, hence it aligns with both our research purpose and research 

question. This will contribute to in-depth understanding from the perspective of the frontline 

personnel along with the management, as minor studies have been conducted regarding the 

subject. Coherent with research strategy is the data collection, which can either be gathered 

through primary- or secondary data. Bell et al. (2019) explains that primary data refers to the 

collection of new data derived from the researchers method and secondary data derives from 

collection of other researchers data in the use of one's research (Bell et al., 2019). This thesis 

will consist of primary data, based on information collected from the conducted semi- structured 

interviews.  

 

3.4.1 Semi-structured Interviews 

Bell et al. (2019) found that qualitative interviewing varies in the approach taken by the 

interviewers. Lind (2019) and Denscombe (2016) elaborates that the approach of the interviews 

is conducted through the basis of a pre-designed interview guide, as it is necessary to give the 

interview a structure in order to generate relevance for the research information (Denscombe, 

2016; Lind, 2019). In order to know how the store personnel view their role, we chose to 

conduct semi-structured interviews. It allowed us to gain in-depth understanding and get a grip 

of their perceptions.  

  

Semi-structured interview is an interview approach that is conducted through an interview 

guide, which allows the interviewer to be flexible regarding the interview order and subjects. 

This enables that interviewee to elaborate one’s ideas and develop in-depth discussion about 

the matter of subject. Furthermore, the answers are open, which can lead to supplementary 

questions (Denscombe, 2016). In relation to the context of understanding and exploring the 

frontline personnel roles, it allows us to conduct interview guides, based on our theoretical 

framework and our conceptual model (Figure 3). Hence, the opportunity to perceive new 

findings and concepts that can further elaborate our research. 
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We conducted a total of seven semi-structured interviews, which were based on our constructed 

interview guides. Five semi-structured interviews with frontline personnel and two with instore 

managers and all the interviews were conducted online. We chose to conduct all interviews 

online since our respondents work in different stores but also in different cities, and were 

therefore the most convenient option. The conduct of online interviews can either be conducted 

through synchronous or asynchronous. Bell et al. (2019) explains that in synchronous online 

interviewing the communication takes place in real time and the respondents answer the 

questions immediately. However, in asynchronous online interviewing the questions are sent to 

the respondent by e-mail, and they respond to them over a period (Bell et al., 2019). The 

interviews with the frontline personnel were conducted synchronously through the platform 

Zoom Communication and the interviews with the instore managers were conducted 

asynchronous through e-mail.   

 

3.4.2 Semi-structured interview guides 

The interview guides used in this thesis formed the basis for the primary collected empirical 

data, which was conducted through semi-structured interviews. The interview guides were 

based on the conceptual model (Figure 3) and consisted of questions along with follow-up 

questions, which are grounded from the four components that are presented in the model. 

Follow-up question allowed the respondents to simplify and elaborate their answers. This 

approach can lead to new perspectives and insights throughout the interviews (Bell et al., 2019). 

The questions were developed in order to answer our research question. Therefore, two 

interview guides were compiled that are adapted to the employment position of our respondents. 

The first interview guide (Appendix 1) is intended to the respondents who work as frontline 

personnel and the second interview guide (Appendix 2) is intended to the respondents who work 

as instore managers. Both interview guides were preceded by introductory questions that 

describe the respondent's age, position, and type of employment.  

  

The first part of the interview guides consists of questions addressing the first component in the 

conceptual model, digitalization. Our respondents were asked questions regarding the 

implemented technology in their stores. Their opinion about the technology, what it has 

contributed to, how it has affected their roles and if it has contributed to gaining new roles. The 

second part addresses the area of personnel roles. Our respondents were asked questions about 

their roles, how they feel that it has changed due to technology, personality traits that they 
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possess in order to succeed in their role and overall questions that contribute to a better insight 

about how our respondents perceive their roles. 

 

The third area addressed in the interview guides is service delivery. Here, questions were asked 

about our respondents' perception of how service deliveries have changed. However, the 

questions varied between the first and second interview guides. The frontline personnel were 

asked questions about how they perceive the service delivery towards the customers have 

changed and in what aspects. And the instore managers were asked questions regarding their 

perception of the frontline personnel’s productivity and service delivery and how frequent the 

instore technology is used by customers. The last area addressed is internal communication. 

We asked our respondents questions regarding involvement in decision- making processes as 

well as training and support. The questions were formulated in different ways so they became 

applicable to both parties. This contributes to the comprehension of how the internal 

communication between frontline personnel and management functions. In addition to the 

questions related to the conceptual model, we completed our interview guides with finishing 

questions. These two concluding questions concern our respondents' outtake on how they view 

technology in the future in the aspect of their roles and work tasks.   

 

3.4.3 Participant selection 

Using purposive or subjective sampling chose the selected participants. The purposive sampling 

is relevant when the study is relatively small, and when it is not possible to include a selection 

that is big enough to be representative (Denscombe, 2016). We specifically searched for 

personnel and instore managers that worked in larger grocery stores, so called “grocery retail” 

where more than food is sold. After collecting knowledge about the research field we were able 

to select individuals based on their experience and positions, so that we could collect relevant 

information that could give us inclusive information. Our frontline personnel participants were 

relatively young, between 19 and 28 years old, while instore managers were 29 respectively 43 

years old. Young people within grocery retail are very common, in fact they stand for one 

quarter of all personnel (Axfood, 2020). It is also very common for grocery store personnel to 

have another side job beside working in grocery store and that was the case with our frontline 

personnel participants, which all work part-time (Handelsrådet, 2016).  
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In order to know how personnel truly perceive their role we selected participants from multiple 

stores to include different organizational cultures, and to avoid influence from colleagues and 

leadership, since we interviewed both frontline personnel and instore managers (Table 1). The 

participants worked in different Hemköp and Ica Maxi stores, and one worked at Coop. These 

three stores are part of bigger concerns, which together stands for 90% of Sweden's retail 

grocery store sales (Axfood, 2020). Which store the participants work for is of less importance, 

because it is their role in the store that provides the relevance and value of their opinion. We 

choose to gather insight from instore managers, because they work closely with the frontline 

personnel, and they have often similar tasks. This provided us with an additional perspective to 

compare with the frontline personnel’s perspective. The interviews with the instore managers 

were conducted by e-mail correspondence, due to lack of time from the managers side. We e-

mailed them our questions and they answered them all. They responded with thorough 

explanations when we asked them to evolve an answer. One manager explained how she 

preferred to answer through text, because it allowed her to think more clearly and answer in 

detail. Our first frontline personnel interview was found through personal connections. Further, 

we asked her if she knew more personnel that were willing to participate in an interview. She 

referred to her colleagues, which then further referred to their own connections.  

 
 
Table 1. 
Presentation of participants 

Interview Experience Age Employment position Store Type of employment 

1 3 years 19 Frontline personnel Hemköp Part-time 

2 2 years 28 Frontline personnel Ica Maxi Part-time 

3 1 year 20 Frontline personnel Hemköp Part-time 

4 1 year 25 Frontline personnel Ica Maxi Part-time 

5 7 months 19 Frontline personnel Hemköp Part-time 

6 4 years 29 Instore manager Coop Full-time 

7 35 years 58 Instore manager Ica Maxi Full-time 

 
 

3.5 Analysis of data collection 

Rennstam and Wästerfors (2015) describes qualitative analysis as striving to explain detailed 

descriptions that add a new explanations, rather than superficial descriptions that line up things 
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we already know. Our research purpose require such strategy because we want to reach the 

personnel's feelings. Our interview questions were shaped to find out what practices are used 

in the grocery stores and how technology impact and change their work life.  All interviews 

were recorded and later transcribed through speech to text tool provided by Microsoft Word. 

Our interviews were held in Swedish, because it was the native language of our respondents. 

After the interviews, we translated them to English to easier apply the answers to our work. We 

transcribed a total of 42 pages that we later color-coded. Color-coding the transcription 

facilitates the work of finding what is relevant. The coding became simplified because we 

shaped our questions based on the main components from our conceptual model. By doing so 

we reduced our data in a relevant and effective way. Transcriptions that did not fit into our 

theoretical framework could easier be identified and removed. Data analysis is fundamentally 

about data reduction to make it comprehensive (Bell et al., 2019). This simplifies the process 

of discovering findings and arguments that make the thesis relevant. We coded based on the 

four components from our conceptual model, which are digitalization, personnel role, 

service delivery and internal communication. By sorting the answers out by the main pillars of 

our conceptual model, we could find what was relevant or not. 

 

3.6 Trustworthiness 

In order for a qualitative study to be evaluated accordingly, assessing different criteria is 

required. Bell et al. (2019) proposes trustworthiness as a criterion of evaluating qualitative 

studies, and it is described by four different criteria of trustworthiness. The four criteria are 

credibility, transferability, dependability and confirmability. The first criterion is credibility 

and referees to ensure that the researchers results are conveyed properly and that the results are 

credible and acceptable to others. The choice of using semi-structured interviews as our 

empirical data allowed us to use open-ending and follow-up questions with our participants, 

which entails for them to elaborate and disclose underlying opinions that creates credibility. In 

addition, the selected participants added credibility to the results due to their knowledge and 

experience about the research area. Transferability describes the possibility that the researcher's 

results can be applicable and generalized to other contexts. Bell et al. (2019) continues that it 

can provide other researchers with empirical material within the same context, but also for a 

broader context. In order to explore how the technological development has changed and 

affected the store personnel this study can only be conducted within the grocery store context. 
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It is not possible to pertain this study outside of the studied area due to how specific the research 

question is and the complexity of the study.  

 

Dependability refers to the likeliness of the results being recreated at other times. This indicates 

transparency when transcribing, keeping recordings, data collections and other material 

connected to the research, hence if other peers want to review or reuse the assembled material 

(Bell et al., 2019). As of this thesis, all of the transcriptions, audio recordings, interview-guides 

and additional gathered data collections are maintained and stored in an accessible way. The 

last criteria by Bell et al. (2019) is confirmability, which explains that the research has been 

conducted objectively, which means that no personal values or opinions has influenced the 

research or the findings. We as researchers endeavored to be objective, open minded and 

transparent during the interviews, as we did not want to influence the empirical material with 

our own opinions. This also correlates to the transcription, where we found it important to 

transcribe everything that was said during the interview to avoid being biased and leading to 

confusion.  
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4. Findings and analysis 

 

This following chapter presents the main findings and analysis from the conducted semi-

structured interviews. The chapter is divided into subheadings that represent each component 

of the conceptual model with focus on Digitalization, Personnel role, Service delivery and 

Internal communication, which is presented in chapter 2.5. In addition to the latter, 

discussions about the personnel and instore managers’ perception of their role in the future is 

lastly presented.  
 

4.1 Digitalization      

The personnel role has changed due to service marketing theory shifting from a provider to a 

customer value creation perspective, which can open an opportunity for digitalization to spread 

(Bowen, 2016). Technological development has enabled retailers to provide customers with 

various digital products and services that are adapted by digital technologies (Grewal et al., 

2017). Some of our frontline respondents were present while new technology was being 

implemented in the store. Two of our frontline personnel respondents described how this new 

technology simplified their daily work, such as screens at the checkout where the customer can 

see the price on every item before they get the receipt. By implanting digital technologies, it 

increases the opportunities for retailers to increase the offerings to customers during a store visit 

(Renko & Druzijanic, 2014). As for the customers, an additional screen for the personnel where 

they can search for items faster instead of browsing in a physical folder was also implemented. 

This made them feel less stressed and more effective, but it also eliminated reasons to 

communicate with the customer. Technology is eliminating communication, while in 

contradiction, being the reason to connect. Digitalization also eliminates spontaneous 

interactions and replaces them with solely practical conversations.  

  

Self- scanning checkout reduced the personnel workload and reduced contact occasions with 

customers. But even if the contact became less frequent, the frontline personnel felt that the  

contact became deeper when helping at the self-checkout, because they solved more complex 

problems and held longer conversations.  
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As an example, customers often got their grocery bags controlled by the frontline personnel, 

which many times led to negative reactions, but more advanced interactions. Respondent 1, 

frontline personnel, emphasized that the self- scanning checkout did not feel as personal:  

 

 

…when you work at the checkout you see the customers' faces. You have 

customers on an ongoing basis and you will recognize regulars. We recognize 

faces. You say hello and talk a little with every single customer. When you are 

self-scanning then we do not talk to them unless they need help. It will not be as 

personal then. – Respondent 1, frontline personnel 

 

 

When respondents were asked if they feel like there are fewer customer encounters because of 

technology, two out of five frontline personnel responded that the technology did not lead to 

fewer accounts. The other three emphasized that the interactions were shorter and referred to 

the self-scanning registers. But none of our respondents reacted negatively to the technology 

regarding customers becoming more self-sufficient. Renko and Druzijanic (2014) have 

explained the need for retailers to understand how these implementations can affect the 

personnel and in addition, how digitized service can negatively affect the personnel’s moral. 

Some respondents thought it was boring, but others found it relaxing because it leads to less 

work. What every respondent had in common was that the technology worked smoothly, but 

with one exception. The pricing of goods was made through a hand computer. The system often 

hassled, which nobody knew why and therefore had accepted even if it brought irritation. This 

forced the personnel to cooperate more for the customer to be satisfied. If customers do not 

comprehend with the instore technology, personnel must assist customers experiencing 

problems and enable a solution (Bowen, 2016).  

 

For the instore managers the new technology lead to work such as maintenance of the internal 

price system, and keeping track of right codes for the customers' self-scanners. An instore 

manager described the shift:  
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…new technology is great because we can spend more time making the 

experience out in the store much better with the time we save on not having too 

much staff at the checkout… We can focus on picking goods, staffing the self-

scanning cash registers, helping other customers with purchases and finding 

the right goods. It has thus created more job opportunities for employees. -

Respondent 6, instore manager 
 

 

Instore manager respondent 7, explained that technology has made him more mobile and has 

enabled more flexible working tools in the store and in the business. This means that technology 

enables the personnel to have more diverse work. In addition, our second instore manager 

supports this statement. She mentioned that:  

 

 

I have become more mobile in my own way of working. I can work more flexibly 

without being physically present in the store. – Respondent 6, instore manager 

 

 

But two frontline personnel did not agree. One said that she had more freedom when she was 

assigned to the ordinary check-outs. Because, when there were no customers, she could go away 

and do other things. This is not the case with self-checkout, because they cannot be unattended 

for safety reasons. Every frontline personnel said they had sufficient training on how to use the 

implemented technology, and said it was easy and that anybody can understand it no matter 

their age. However, if they had learned one system it is difficult to learn a new one in case of 

change or update.  

  

It is remarkable for retailers to understand that the technological implementation should respond 

to both the personnel and customers’ needs and expectations (Renko & Druzijanic, 2014). And 

in regards to our respondents, the frontline personnel were for the most part satisfied with the 

technological implementations and did not complain about it, which indicates that technology 

is adequate. The technology is naturally occurring in the grocery store and enables the store to 

run efficiently. To want less of it would mean more work for the individual.  
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4.2 Personnel role 

In the conceptual model (Figure 3) the store personnel role is directly connected with the 

quality of delivering services, and service delivery represents the grocery store's capacity to 

serve the customer (Parasuraman et al. 1985). In order to give good customer service the 

personnel have to be comfortable in their role (Slåtten & Mehmetoglu, 2011). They mention 

that when the personnel are engaged, the success and competitiveness grows. One way for the 

grocery retail store to do so is to make their personnel feel connected to their job, which they 

can be if offered meaningfulness, safety and availability (Slåtten & Mehmetoglu, 2011). This 

is one of many reasons the management should create, encourage and develop an understanding 

of the personnel’s roles in the organization (Bowen, 2016).  

 

The four roles according to Bowen (2016) decide how service is delivered, experienced and 

perceived. Further, it is the personnel who market the service, endorse the service operation, 

and it is therefore important for the personnel to possess roles that are aligned with the work 

tasks (Bowen, 2016). The first role, one or multiple personnel needs to occupy, is the role of an 

Innovator. Innovators spend time with the customer, which leads to the understanding of what 

should be done differently to improve service. In order to do so, they have to have training and 

work in conditions that allow change (Bowen, 2016). Every respondent answered that they 

receive plenty of training. Some also added that if they wanted to work and know more about 

other parts of the grocery store, such as the bistro or the postal service they could. However, 

one respondent did not have the same flexibility. She explained that her manager knew she was 

loyal as a cashier, and would often call her in for extra work only to be at the checkout.  

 

The customer experience is also related to the personnel knowledge and competence 

(Bäckström & Johansson 2006). The implemented technology was easy to learn, which enables 

the personnel to faster feel comfortable in their role and help customers. When asked what type 

of skills are important to possess for a frontline personnel the respondents answered: to be 

quick, solution oriented, be patience, like to help people, cooperate well, be a team player and 

to be tough in order to handle criticism from customers. An innovation in the sense of 

technology, that improved the customer experience while simultaneously benefitting the 

personnel, was the screen at the checkout that showed the prices of items. This enables 

the customer to get an overview of their purchase while simultaneously facilitating the cashier's 

work.  
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The next role is Differentiator. Someone who possesses this role is identifying (differentiating) 

various customers to deliver good personal service (Bowen, 2016). It is important that the 

personnel are confident in their workplace, as it is them who act as representatives of the 

organization when dealing with customers (Bowen, 2016; Korschuan et al., 2014). 

Differentiators are essential when it comes to service delivery. Most of the interactions occur 

during the checkout and it is there our respondents shape their service approach to different 

customers. One of the frontline personnel mentions that she shapes her attitude depending on 

the impression she gets from the customer. For example, if the customer gets stuck in a self-

scanning control she tries to joke it away. Frontline personnel respondents 1 and 2 stated that 

they are more patient with older people and that they prefer chatting with them, as well as with 

the regular customers. In addition to the frontline personnel, one of the instore managers, 

respondent 6, sees unsatisfied customers as an opportunity to deliver extra service quality and 

thereby shows signs of a differentiator: 

 

  

One of the best things is when the customer is stressed by a red screen at the 

self-check-out, but you get there quickly, everything goes smoothly, you 

exchange a few words and the customer gets an even better experience than they 

expected when they entered the store. – Respondent 6, instore manager 

 

      

The role of an Enabler is characterized by acting as the intermediary between the customer and 

technology. The technology has partly substituted the personnel and given them the task to 

instead be the middle hand. This role appeared automatically among our respondents because 

technology is an essential part of their work and it is their main working tool. It is important to 

mention that retailers do not primarily want to make their customers do everything by 

themselves, but instead the personnel want to be there and assist them (Johansson, 2018).  

 

One of the frontline personnel mentioned the “mobile terminals'’ they carry around in the 

workplace. This tool enables him to search up i.a. the prize and stock status, so when a customer 

needs help he can provide it fast. Two of the respondents, one frontline personnel and instore 

manager, elaborated that the new technology has meant that they have become more mobile 
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and use more flexible work tools in the store, which also increases productivity. In contrast, one 

frontline personnel respondent had a different take on the technology and mentioned:  

 

 

…I get there and do what the customer cannot, and what the machines need me 

to confirm so I become like a controller, so to speak. At the same time, I act as 

an intermediary between the customer and the machine - Respondent 3, 

frontline personnel 

 

 

The fourth and last role is the Coordinator. What makes someone a coordinator is decided by 

his or her collaborative competencies (Bowen, 2016). Multiple of our respondents mentioned 

that collaborative skills are a must. When asked if they ever do more than they need to, all of 

our respondents said yes. One frontline personnel respondent explained that the store personnel 

depend on each other, and explained that she had knowledge on multiple work areas, which 

made her help her colleagues even if she was not assigned to the tasks. It made her embody the 

coordinator role. This made her sometimes run from one place to another just to make the store 

go smoothly. Other respondents said they worked longer than they needed because they did not 

want to leave their colleagues with extra work the day after. Some respondents said that they 

have stopped or reduced how much they help their colleague because they think it is the 

manager’s job to handle such things. Collaboration can also happen between customer and 

personnel:  

 

 

With the weight scale, for example, it is very nice and flexible that customers 

can weigh their goods themselves. It facilitates my work at the checkout. It goes 

much faster both for me and for the customers, which results in fewer queues. 

So I think the technology is positive there. - Respondent 3, frontline personnel 
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The technological shift permits customers to make more informed decisions, acquire faster 

service. It is also entailed to influence the customers shopping experience by encouraging 

customers to perform service themselves, for example, scanning, weighing and packaging their 

own items (Grewal et al., 2017; Renko & Druzijanic, 2014).  

 

4.2.1 Role benefits 

The four roles previously mentioned are essential for good customer satisfaction and good 

service delivery. But they do not touch upon how personnel perceive their own role. To not be 

able to finish all the tasks within the assigned time means disappointment from the managers 

and stress for the personnel that might fail to deliver their full customer service potential. Slåtten 

and Mehmetoglu (2011) label this as “role stress”; the personnel serve interest for both 

managers and customers and therefore have to inhibit more than one role. When asked if the 

personnel ever feel helpful one of the frontline personnel answered:  

 

 

I think I feel helpful all the time, you get a lot of questions constantly. It can be 

small questions, big questions and I sort of feel that it is my duty to help 

customers. – Respondent 4, frontline personnel 

 

 

This comment suggests that the frontline personnel, respondent 4, has taken on her role and 

does not disassociate with it. The respondent did also take own initiatives to learn i.a. about the 

package service system that few people cared enough to learn about. This led her to inhibit 

many different skills around the store and made her feel valuable. This could suggest that she 

felt the positive aspects of owning and feeling secure in the role, which could possibly lead to 

what Slåtten and Mehmetoglu (2011) mention as: role privileges, overall status security, 

enrichment of the personality and ego gratification, but also a resource for status enhancement. 

This role embracement means that there is a lack of separation between the person and the role.  

  

In contrast to frontline personnel respondent 4, respondent 1 who is another frontline personnel, 

mentioned a situation when her workplace opened self-scanning checkouts for the first time. 

That made her disassociate with her role, as she got a new task, which was helping people pack 
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their groceries. She claims that she was okay with helping older people pack their goods, but 

not other customers who did not appreciate it. Her experience was rather the opposite of ego 

gratification or a privilege and the task was therefore not met by any engagement. She 

elaborates that:  

 

 

We needed to help customers pack the goods. We helped them, pack the goods 

in their bags and it felt a bit derogatory, do not know how to explain it. 

- Respondent 1, frontline personnel 

 

 

Service delivery is of importance, but it has to be directed to what the customer actually wants 

or could expect to be able to fulfill the customers’ expectations.  

 

4.3 Service delivery 

In the conceptual model (Figure 2), service delivery represents the grocery store’s capacity to 

serve the customers. Parasuraman et al. (1985) illuminates service delivery, gap three, as the 

message that the grocery store sends out to its customer and what they actually can deliver. If 

the personnel do not know how to convey the message to their customers, due to lack of 

knowledge, insufficient resources or engagement, this gap can appear. The personnel play a key 

role in the aspect of providing customers with adequate service, and to fulfill this they have to 

be comfortable in their role as service providers (Parasuraman et al., 1985). In the conceptual 

model we also present gap five, which represents the disconnection between what customers 

expect and what they actually perceive when they are in the store. What they actually perceive 

is in the personnel’s control and therefore important in the context of service delivery. 

 

As the purpose of this thesis is to explore how technological development in grocery retail has 

changed and affected how the personnel view their role instore, we have to incorporate the 

technological aspect aligned with the personnel regarding service delivery (Grewal et al. (2016). 

Thus, our respondents’ work is allied with the implemented technology instore. The 

technological aspect has enabled the customers to become more self-sufficient as they can 

determine their own shopping experience, due to the instore technology (Grewal et al., 2016). 
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It has also enabled the customers to not be as codependent on the personnel, as the customers 

can move more freely between the technological services and physical store, all within a single 

transaction process (Piotrowicz & Cuthbertson, 2014). This result in a smooth and seamless 

customer experience:  

                                                             

 

They are more independent and take care of themselves…the customer is given 

the opportunity to largely plan how long the visit to the store will take… 

 - Respondent 6, instore manager 

  

…I think it is good that customers can choose how they want to shop. Is it easier 

for them to go to a physical checkout or customers feel the alternative that you 

want to scan five items and thus go faster, great that they have such an 

alternative… - Respondent 5, frontline personnel 

 

…it goes much faster both for me and for the customers, so it leads to fewer 

queues… - Respondent 3, frontline personnel 

 

  

Our respondents had a positive outtake on the matter of technology enabling customers to 

become more and more independent as the technology kept advancing in the stores. This 

enables the customers to gain control over their own shopping experience (Grewal et al., 2016). 

This does not only benefit the customers, but also the personnel. Some of our respondents, who 

started working in a grocery store before self-service technologies were implemented, explained 

that the transition towards working with technological services simplified their work. Few of 

our respondents explained how it also entailed learning new tasks and the ability to be more 

flexible in their work. They could focus on being more around the store, stocking shelves and 

helping customers, as they did not have to be positioned at a cash register to the same extent, 

due to the increase of technological services. It also led to the acquisition of work tasks for the 

personnel, as they need to staff the self-scanning registers to help customers with miscellaneous 

matters, which was both seen as positive and negative from our respondents. 
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Regarding the matter of technological implemented service, we asked our respondents if they 

felt that the instore technology had led to fewer customer encounters in the aspect of service 

provider. We received different views on the issue, but most of our respondents agreed that it 

had led to fewer service encounters, due to the fact the customers have become more self- 

efficient with technology (Renko & Druzijanic, 2014). And during the discussion with some of 

our respondents, it also emerged that it made them feel like they were in the background or not 

seen by their customer:  

  

 

…there are more customers who just go in and out without being seen, greeted 

or met. Or even ask for help. If it were not for the self-scanning registers, I 

would have had to deal with them. – Respondent 3, frontline personnel 
 

When you work at the physical register, you see the customers' face. You say 

hello and talk a little with every customer…I can definitely say that you 

encounter much less with customers when you are at the self-scanning register. 

You do not feel as needed. You're just standing there… - Respondent 1, frontline 

personnel 

   

People look at one, nod to one in the self-scanning register still, so I can not 

agree… the customer service is still the same, I do not think it has gotten worse 

or better… - Respondent 2, frontline personnel 

 

 

The respondents implied that the service encounters had decreased due to the technological 

services, and that the only encounter they had with customers in their stores was when they 

needed help with the technology. It insinuates that they are not providing their customers 

with the service they initially did before the technology, and are now only providing them with 

help. For example like one frontline respondent stated: 

 

 

The only time you communicate with a customer is when they do not really know 

how to do it or how it works. Or if they want to delete something that they 
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happened to scan, when there is an age limit on something and when 

reconciling. We have to remove it, they can not do it themselves…  

- Respondent 1, frontline personnel  

 

  

The respondents continued with that the encounter with customers was not always pleasant. 

Many customers could get frustrated, angry, confused when they had got controlled of their 

items or checked for ID. For the personnel to proceed with these routine checks are beyond 

their hand, however, customers could still get agitated as they choose the technological service 

because it was more convenient. So, when we discussed this further with our respondents, we 

asked them how they perform towards a customer/customers who shows her/his dissatisfaction, 

so that it leads to good service delivery. We received the following responses:  

 

 

…I always try to be nice to the customer and explain what has happened. They 

have not done anything wrong right away, but they can be perceived as a bit 

upset, but often very confused and then I just try to come in and explain what 

has occurred.... Because, I’m the bridge between man and machine to the 

customers. I function as a social tool… - Respondent 3, frontline personnel 

  

When they get their items controlled, it is always a negative response. But I try 

to solve it in the best possible way… - Respondent 2, frontline personnel 

 

 

Even if the technological overtake within retail is strong it is still obvious that interaction 

between the customer and personnel are crucial for a good encounter (Bäckström & Johansson 

2006). Our respondents indicated that they always did their utmost to help and enable a solution 

for customers in the best way (Bowen, 2016). Although most customer service was perceived 

as negative, they tried to make sure that the customer understood the reason for the problem so 

that they could leave the store with a positive experience. This shows that our respondents were 

engaged in their work and having engaged personnel is helpful when predicting personnel 

productivity and turnover, as in this matter, satisfied customers through service delivery. 
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Moreover, the frontline personnel are critical for the customer's experience because they are 

The Service (Slåtten & Mehmetoglu, 2011).  

  

4.4 Internal communication 

Internal communication stands for the communication between the personnel and store 

managers. This is related to Parasuraman et al. (1985) gap four, which appears when the internal 

communication is inadequate for a good service delivery. Gap three can also be correlated to 

the matter of internal communication, as this is aligned with the service delivery. If the 

personnel do not know what tools to use, or how to acquire knowledge to help customers, the 

gap appears (Parasuraman et al., 1985). Slåtten and Mehmetoglu (2011) mention that autonomy 

increases the willingness to dedicate effort and abilities to a work task, and therefore 

consequently the personnel will deliver better service to the customers. Thus, it is important to 

keep in mind that the personnel, regardless of their roles, require the right training and 

conditions to succeed in their roles in order to deliver good service to customers (Bowen, 2016). 

Moreover, this enables the personnel in coherence with the management to eliminate the 

possibility that gap three and four arise. 

 

When our respondents were asked questions about the internal communication in their stores, 

for example, what they thought about the communication with their instore managers and if that 

was something that impacted their engagement in their work, we received similar responses 

from the frontline personnel. The five frontline personnel all stated that they believed they had 

good communication with their managers and that the managers possessed good 

communications skills. They continued with that all communication with the managers only 

concerned the work shift and they were very factual, straightforward and clear with their 

messages. However, all of them agreed that even though they felt they had good communication 

with their managers, it did not in fact lead to feeling more involved or engaged in the work. The 

frontline respondents didn’t feel that their managers were committed enough, or felt appreciated 

by them, regardless of their hard work. As one frontline personnel elaborated, ‘’why should we 

do it when they do not care about us?’'. Three other respondents stated that:  

 

 

 

 



Grgic & Redae 
 

 
 

38 

 

…he is very factual and clear. He is very clear about what he needs from me, 

but he never makes any demands either. He is very understandable…- 

Respondent 3, frontline personnel 

  

The communication is very good. It is an open dialogue, we can ask questions 

so that it is usually very smooth… - Respondent 4, frontline personnel 

  

…the instore managers are communicative, but not so committed if you say so. 

I really think more people would be happy about it, and it would make them 

want to try more at work if the managers showed it to them. I experience no 

appreciation… - Respondent 1, frontline personnel 

 

  

Although our respondents did not feel that their manager's communicative ability persuaded 

them to become even more engaged, the five frontline personnel were still very pleased with 

their roles and thrive with the management.  

  

We followed up with an additional question concerning internal communication, but in the 

aspect of whether they felt involved in the decision-making in their store. And during the 

discussion, it was discovered that the frontline respondents did not feel involved regarding the 

decision-making in the store. This aspect concerns the technological implementations in the 

store. We can also add that our respondents are part-time workers, and they felt that this was a 

contributing factor. As they only worked certain days and hours, this indicated that the 

managers did not value their opinions as much in contrast to the full-time personnel, who had 

worked there for a longer time. They believed that the full-time personnel have the opportunity 

to develop better contact with managers than they can. Few of the respondents also intended 

that, even if they had the opportunity to be involved in the decision-making instore, they did 

not want to. This can be illustrated in parallel with the aforementioned, as the communication 

with managers only concerned the day-to-day operations:  

 

 

 



Grgic & Redae 
 

 
 

39 

 

Those who have worked there for a long time do not think they feel that way, 

because they have a different relationship with the manager, but I would say 

that I, as a part-time employee, feel less involved… – Respondent 3, frontline 

personnel  

  

I'm part-time so if you have any suggestions I think I have to be good enough 

for them to take that into account… - Respondent 2, frontline personnel 

 

 

During the discussions, we got the sense that respondents wanted the managers to have an open 

dialogue with them, as the service is evolving with the integration of new supplements, 

technological implementations, and it is them who will perform the service (Bowen, 2016). 

Several of our respondents indicated that they felt that the implementation was acquired in focus 

on the customers by providing them with better and more accessible service, rather than having 

the personnel in focus in coherence with the customers. And according to Slåtten and 

Mehmetoglu (2011) Personnel engagement is crucial for predicting the success of the grocery 

retail store. Because it makes the personnel feel absorbed in their job and it brings up 

meaningfulness. Those retailers who have engaged personnel are able to also predict personnel 

productivity, turnover and financial performance (Slåtten & Mehmetoglu, 2011). And in 

contrast to the frontline personnel, an instore manager responded that:  

 

 

We try to involve all employees as much as possible and often have 

reconciliations with all staff, both central directives but also locally as 

everyone's views are important and necessary to constantly develop and 

improve so in the end the customer gets the absolute best experience. – 

Respondent 6, instore manager 

 

 

Regarding the aspect of having the right conditions, such as training and support, to provide 

customers with good service experience, all of our respondents agreed to that matter. It is 

important to keep in mind that the personnel, regardless of their roles, require the right training 
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and conditions to succeed in their roles in order to provide good service and for the organization 

to stay competitive (Bowen, 2016). The five frontline personnel stated that they received 

training and support regarding the instore technology, and they all had a positive attitude 

towards it. Some of them also intended that they also learned it better when used in connection 

with helping customers, ‘’learning by doing’’, as one frontline personnel explained. We asked 

the same question to our instore managers and they both agreed that they provide all of their 

personnel with the conditions to learn the implemented technology. We received the following 

responses from our respondents regarding the aspect of training and support: 

 

 

…when I started, I received training and then you had to go alongside a staff 

that showed and taught me. - Respondent 4, frontline personnel 

  

The employees receive the information and support from each immediate 

manager, and that they get access to training via the ICA school and via an 

external educator. – Respondent 7, instore manager 

  

 We try to involve them, support them and give them the support they need to be 

able to perform their tasks.... There are also mandatory trainings that the 

employee does through our training portal to maximize the service... – 

Respondent 6, instore manager 

 

 

The frontline personnel continued to explain that they also were given the opportunity to receive 

training regarding other working areas if they wanted to, but it was not mandatory. Moreover, 

some of our respondents chose to carry out further training, in order to broaden their work areas 

in the store. One frontline personnel, answered the following:  

 

 

…I wanted to learn, so I asked if I could learn about the post office and the 

colonial. You do not have to know everything, but I wanted to learn so I asked 

a leader and she taught me. I have the right conditions to work in different areas 

of the store… - Respondent 1, frontline personnel 
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What emerged from the discussions is that the frontline personnel are willing to learn and that 

the management provides them with the right tools, such as training and support, to fulfill their 

aspirations. This also indicates that the frontline personnel can deliver the message the store 

communicates as they acquire knowledge in order to provide customers with good service 

(Parasuraman et al., 1985).  

 

4.5 The future of grocery retail  

Kinder and Lenharts (2019) claim that jobs will partly disappear in the future due to 

technological development and emphasize that nearly many grocery retail personnel predicted 

a significant increase in technology, and a decrease of personnel in stores. This makes them feel 

insecure and feel that technological service is directly against them and that they feel uncertain 

of their future (Kinder & Lenharts, 2019). We asked our respondents about their outtake on 

how they view technology in the future, in the aspect of their roles and work tasks. For example, 

if they believe that their work tasks could be automated and if there is a possible risk that job 

may be lost due to technological development. In the aspect of automated work tasks we wanted 

to get their opinions, as the grocery retail industry embraces the concept of unmanned stores. 

One company that has embraced the concept is Coop. Coop has opened its first unmanned 

grocery retail store where customers are able to scan and buy groceries with their smartphones 

(Coop, 2022). One of the instore managers indicated that:  

 

 

….We at Coop have already opened an unmanned store in Sweden. We believe 

that unmanned stores will certainly continue to be established over the years… 

- Respondent 6, instore manager 
 

 

Our second instore manager respondent mentioned that unmanned stores will continue to 

expand, but in places where ordinary stores have difficulty establishing and being profitable. 

When we asked our respondents about their perception of whether jobs will disappear due to 

technology, we received a fairly similar answer from our respondents. The frontline personnel 
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are critical for the customer's experience because they are The Service, The Organization and 

in the customer's eyes, The Brand and The Marketers (Slåtten & Mehmetoglu, 2011). Our 

respondents intended that they did not believe that jobs would disappear, as customers are in 

need of the service encounter. In addition, the personnel are of value for the organization. 

Schneider and Bowen (2018) found that the personnel are a non-substitutable source and that 

they have the potential to make valuable contributions to the customer service and experience. 

Some of our respondents clarified that they still believe in the human encounter, that it is 

important for the customers, as well as for the personnel. The instore managers elaborated that: 

 

 

…I do not think that technology will replace "human capital’’, because I still 

believe that personal contact is important and that is what customers want. - 

Respondent 6, instore manager 

  

I do not believe that technology will affect jobs, I still believe in the personal 

meeting between the customer and the personnel… - Respondent 7, instore 

manager 
 

 

In coherence with the instore managers, the frontline personnel responded that they do not 

believe that their jobs will disappear in the near future. But, they instead believe that their work 

tasks will be different and more digitized.  
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5. Conclusions 

 

This final chapter presents a summary of the thesis, followed by the conclusion of the main 

findings of how the technological development within grocery stores has affected how the 

personnel perceived their role.  Thereafter, possible contributions are presented, a critical 

review and suggestions of future research. 

 

5.1 Summary of thesis 

This thesis explored how the technological development within grocery retail has affected and 

changed how instore personnel view their role. The modern grocery store offers many effective 

technological solutions for comfortable shopping. The technology already starts at the 

customer's home through discount offers in their smartphone app or on their member card, 

which will lead them to the physical store. The research has been supported by the conceptual 

model, which was developed for in depth understanding. The model is based on previous 

research, including Parasuraman et.al (1985) as a starting point. The main components from the 

conceptional model are digitalization, personnel role, service delivery and internal 

communication. To further support these components, we conducted a qualitative empirical 

data collection through semi-structured interviews, which included both frontline personnel and 

instore managers’ perspective. Through the empirical and theoretical framework, we found that 

service meetings have become of negative character since customer service delivery often is 

associated with technological pitfalls. The frontline personnel have become like controllers and 

less of cashiers. Furthermore, the personnel have gained a role of adding a human touch to the 

service encounters. Lastly the technology has enabled the frontline personnel to gain new roles 

and work tasks.  

 
 

5.2 Conclusion 

Technological implementations have become a natural part of the modern grocery store. It is 

there to assist the customer throughout the shopping process. Most of the implemented 
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technology services are located at the checkout. It is there the interaction between the 

customers, frontline personnel and technology occurs. This is also the meeting point where the 

frontline personnel deliver the customer service and where the customer needs the most help. 

The ordinary checkout, where the cashier assists the customer and scans their items, has not 

changed much. However, there have been simplifications for the sake of efficiency such as 

implementation of two screens. One for the cashier to find grocery codes instead of scrolling in 

a folder, and one for the customer where the grocery prices appear so they do not have to ask. 

At ordinary checkouts the personnel recognize the regulars, which makes them feel connected 

to their job. But these checkouts have partly closed down in favor of the self- checkout. This 

allows the customers to gain control over their own shopping experience.   

  

Our respondents gave insights on how they perceive their role as frontline personnel regarding 

the digitized services. Based on the gaps illustrated in the conceptual model we draw two 

conclusions. Firstly, to perform good service delivery that is up to the customers’ expectations 

(gap 3) the personnel must be comfortable in their role as service providers. They become this 

by an environment that provides meaningfulness, safety and availability (Slåtten & 

Mehmetoglu, 2011). Secondly, the instore managers explained that they do not have to be 

physically present as much due to the technological tools. This also means that it has become 

extra important for the instore managers to be involved in personnel job satisfaction. This refers 

back to the internal communication (Gap 4) in the conceptual model. Gap 5 represents the 

disconnection between what customers expect and what they actually perceive when they are 

in the store. What they perceive is in the frontline personnel’s control, such as assistance and 

therefore important in the context of service delivery. 

 

Grewal et al., (2017) mentioned how a holistic approach where the personnel, the physical store, 

the grocery range and prices work together to create good service interfaces. This means that 

by combining good price, store atmosphere and technology that is supported with the help of 

the personnel, create the modern retail grocery store. Our findings show that changes that take 

place in grocery retail usually revolve around the customer and not so much about the personnel. 

How their role changes depends on what changes have been made for the customer. Therefore, 

personnel do not have much power over their roles. Focus on improvements for the customer 

has become more important than improvements for the personnel. The management chose to 

focus much greater on the customer, and the personnel is there to support it. This creates 

effectivization, which the modern store is characterized by. Björn (2018) mentioned that 
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customer demands has grown which pressures both technology and personnel. But demands 

made by the personnel do not seem to change in same proportions. On one hand it is important 

to keep in mind that grocery store personnel are young, and one fourth of the grocery store 

personnel in Sweden work part time (Axfood, 2020). This may lower their tendency, 

willingness or power to influence. On the other hand the lack of power over their role may not 

be a problem as long as their expectations are satisfied.  

 

Slåtten and Mehmetoglu (2011) mentions that personnel engagement is crucial for predicting 

the success of the grocery retail store and our findings suggest that the personnel were generally 

pleased with their job. The authors also mentions how personnel serv different interests, that of 

both customers and managers, which was noticeable through the interviews. When the 

personnel reached a level of security and autonomy in their work, Slåtten and Mehmetoglu 

(2011) suggests that it increases their status security, which is consequently increasing 

personnel effort and overall satisfaction of the work role, which further corresponds with our 

findings. Furthermore, it was clear that if costumers where satisfied with their experience the 

personnel became happy as well. This suggest that our respondents where engaged in their 

work, which is of high importance for feeling meaningfulness. 

 

Altogether the respondents showed the new role of the frontline personnel, and it is to add the 

human touch. We can conclude that the frontline personnel are there to assist the customer and 

create a positive shopping experience. They do this by using their service skills. This 

corresponds with Johansson (2018) that mentions personnel as being a helping hand, instead of 

leaving the customer and technology by themselves, which is unwanted. Unfortunately, we 

found out that, for the frontline personnel, the service meeting often becomes of negative 

character as it happens in regard to hassle with the technology, such as with the scanners, 

payment or random controls of the customers bag at the self-checkout. The respondents 

revealed that this made them feel like controllers instead of cashiers. Additionally, the regular 

customers are not as easy to spot anymore, and the frontline personnel feel like they become 

quiet observers ready to help. While technology provides situations for the frontline personnel 

and customers to communicate it also separates them through customer independence, this 

means that managers need to have knowledge about how to create positive interactions.  

 

Instore managers´ role has also changed. They keep track of the technology in order for tools 

to function accordingly in the store. Their roles have changed in the aspect of them becoming 
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more mobile and flexible, as well as the frontline personnel. The technology has made the 

personnel more flexible in the way of enabling them to move around the store and take on new 

tasks. A final conclusion is that digitalization in the grocery stores has given the personnel new 

roles: Enablers, coordinators, innovators and differentiators. These roles are concretized in the 

grocery store by, the personnel being the customers’ assistant, collaborating with their 

colleagues in new ways, becoming the technical expert in the store and delivering customer 

service in purpose of bringing human interactions.  

 

5.3 Contribution 

Previous studies exploring the matter of technological development in the grocery retail 

industry have been examined from the customer’s perspective. Not many studies have been 

conducted from the frontline personnel perspective, which is why our research is insightful. 

Technology development within grocery retail has not stagnated yet and therefore it is 

important to be up to date with the people that surround it. Initially, it was discussed how the 

frontline personnel roles would be affected in the near term and in the future in view of the 

technological development that is emerging in the grocery retail industry. Their presence 

seemed to become of less importance because of technology. We, through our respondents, 

contribute to the perception of how frontline personnel perceive their roles and how technology 

has enabled them to acquire new roles. The roles our respondents could be identified with were, 

innovators, differentiators, enablers and coordinators. These are roles that have arisen through 

technological development and can be applicable to personnel working in the grocery retail 

industry. Additionally, with the conduction of this thesis, we also aim to highlight the 

importance of human interactions in a time where technology often has the attention.   

 

5.4 Critical review  

This thesis provides some valuable findings, but it has some limitations, which must be 

considered. The empirical data of this thesis was collected through semi-structured interviews 

consisting of participants from dissimilar grocery retail chains. The frontline personnel 

involvement and their decision-making on their workplace have to be viewed critically. As our 

participants were mainly part-time personnel it could be seen as a limitation of the research, 

because it did not implicate the perceptions of full-time personnel. Personnel that work full time 
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may be more engaged but also more invested emotionally. It is therefore difficult to examine 

how involved full-time personnel are.  

 

Another aspect we discovered from the collected empirical data is that our frontline personnel 

were relatively young and did not have many years of experience in the workplace. This could 

also be correlated to the aspect of technology, as personnel who have worked for a longer time 

can elaborate their experience and perception of how their roles have changed during the 

technological transitions. A further limitation associated with the research method is the sample 

size. Our thesis consist of a total of seven semi-structured interviews, five with frontline 

personnel and two with instore managers. Our collected empirical data may be seen as a 

limitation, due to the fact that our sample size is small and limited, which can affect the research 

credibility and the results.  

5.5 Suggestions for future research  

There is still a need for future research in the field of technological development from a frontline 

perspective, and one area that was noticed was service delivery. We discovered through our 

empirical data collection that the service delivery is partly diminishing due to the 

implementation of technological services in the grocery stores. The customers are becoming 

more self-efficient and this leads to fewer encounters with the frontline personnel, and a 

suggestion for future research would be to examine how grocery retail managers handle the 

service delivery between the frontline personnel and customers. Another suggestion for future 

research would be to investigate whether the grocery retail industry will achieve technological 

saturation. Is all technology needed and relevant? Furthermore, our empirical finding showed 

that more and more technological services are being implemented over time. So, given how the 

technology is advancing, how will the future grocery retail store be designed so that the meeting 

between customer and personnel does not lose its quality.  
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Appendix 1 - Interview guide: Frontline personnel 

QUESTIONS ARTICLE MODEL CONCEPT 

Introductory questions: How long have you 
worked in the company? Do you have full-time or 
part-time employment? 

Do you have previous experience in the grocery-
retail industry prior to your employment. If yes; 
what type of experience and where? And is it 
something that you could implement to your 
current workplace? 

  

1. Can you please describe your current role in 
the company? 

Slåtten, T., & Mehmetoglu, 
M. (2011) 

Personnel role 

2. What is your perception about the 
technological implementations  within your 
company? For example, Scan-and-go, self-
checkout  

Grewal, D., Roggeveen, A. 
L., & Nordfält, J. (2017) 
 
Hagberg, J., Sundstrom, 
M., & Egels-Zandén, N. 
(2016) 
 
Renko, S., & Druzijanic, M. 
(2014) 

Digitalization 

3. Do you feel that your role has changed due to 
the instore technology? And in what way? 
(Positive and negative aspects) 

Slåtten, T., & Mehmetoglu, 
M. (2011) 
 
Grewal, D., Roggeveen, A. 
L., & Nordfält, J. (2017) 
 
Hagberg, J., Sundstrom, 
M., & Egels-Zandén, N. 
(2016) 
 
Renko, S., & Druzijanic, M. 
(2014) 

Personnel role 
Digitalization   

4. Has the technical development made it 
possible for you to gain a new role? If yes: what 
role?  

Slåtten, T., & Mehmetoglu, 
M. (2011) 
 
Bowen, D. E. (2016) 
 
Grewal, D., Roggeveen, A. 
L., & Nordfält, J. (2017) 
 
Hagberg, J., Sundstrom, 
M., & Egels-Zandén, N. 
(2016) 
 
Renko, S., & Druzijanic, M. 
(2014) 

Personnel role 
Digitalization  

5. Do you ever feel helpful? If yes, then when? If 
not, why? 

Slåtten, T., & Mehmetoglu, 
M. (2011) 
 
Bowen, D. E. (2016) 

Personnel role  
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6. Do you ever do more than you need to? Slåtten, T., & Mehmetoglu, 
M. (2011) 
 
Bowen, D. E. (2016) 

Personnel role  

7. Which personality traits do you find yourself to 
have that could be beneficial for your current 
role? 

Slåtten, T., & Mehmetoglu, 
M. (2011) 
 
Bowen, D. E. (2016) 

Personnel role  

8. How important is it for you to have the 
freedom to try something new or the ability to be 
flexible in your role?  

Slåtten, T., & Mehmetoglu, 
M. (2011) 
 
Bowen, D. E. (2016) 

Personnel role 

9. Is there anything about the technology in the 
store that you think is less good in the aspect of 
your roles? 

Slåtten, T., & Mehmetoglu, 
M. (2011) 
 
Grewal, D., Roggeveen, A. 
L., & Nordfält, J. (2017) 
 
Hagberg, J., Sundstrom, 
M., & Egels-Zandén, N. 
(2016) 
 
Renko, S., & Druzijanic, M. 
(2014) 

Digitalization  
Personnel role 

10. What is your attitude towards the 
technological implementations within your 
store? Do you feel that it has contributed to 
changes?   

Grewal, D., Roggeveen, A. 
L., & Nordfält, J. (2017) 
 
Hagberg, J., Sundstrom, 
M., & Egels-Zandén, N. 
(2016) 
 
Renko, S., & Druzijanic, M. 
(2014) 
 
Parasuraman, A., Zeithaml, 
V. A., & Berry, L. L. (1985). 

Digitalization 
Service delivery   

11. With the technology implemented in your 
store, do you feel that it has led to fewer 
customer encounters?  

Grewal, D., Roggeveen, A. 
L., & Nordfält, J. (2017) 
 
Hagberg, J., Sundstrom, 
M., & Egels-Zandén, N. 
(2016) 
 
Renko, S., & Druzijanic, M. 
(2014) 
 
Parasuraman, A., Zeithaml, 
V. A., & Berry, L. L. (1985).  

Digitalization 
Service delivery 

12. Do you feel that technology has facilitated 
your work in the store? - Follow up with leading 
questions  

Slåtten, T., & Mehmetoglu, 
M. (2011) 
 
Parasuraman, A., Zeithaml, 
V. A., & Berry, L. L. (1985). 

Service delivery  
Personnel role 
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13. Please describe your communication with 
your store manger and is this something that 
your feel impacts your engagement in your work? 

Parasuraman, A., Zeithaml, 
V. A., & Berry, L. L. (1985). 

Internal 
communication  

14. Do you feel that you are involved in the 
decision making in the store? If yes: Do you feel 
that you are heard if you make any comments or 
suggestions?   

Parasuraman, A., Zeithaml, 
V. A., & Berry, L. L. (1985). 

Internal 
communication  

15.Do you feel that you have the right conditions 
(such as training, support) to be able to give 
customers a good service experience? In what 
way? 

Parasuraman, A., Zeithaml, 
V. A., & Berry, L. L. (1985). 

Internal 
communication  

Finishing questions: How do you see the 
development of technology in the future? Do you 
think your job can be automated in the future? 
(e.g. unmanned shops, robots) 

Do you feel that there is a risk that jobs may be 
lost due to technological development? 
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Appendix 2 - interview guide: Instore manager 
QUESTIONS ARTICLE MODEL CONCEPT 

Introductory questions: How long have you worked 
in the company? Do you have full-time or part-time 
employment? 

Do you have previous experience in the grocery-retail 
industry prior to your employment. If yes; what type of 
experience and where? And is it something that you 
could implement to your current workplace? 

  

1. Can you describe your current role in the company? Slåtten, T., & 
Mehmetoglu, M. 
(2011) 

Personnel role 

2. What is your perception about the technological 
implementations within your company? For example, 
Scan-and-go, self-checkout  

Grewal, D., 
Roggeveen, A. L., & 
Nordfält, J. (2017) 
 
Hagberg, J., 
Sundstrom, M., & 
Egels-Zandén, N. 
(2016) 
 
Renko, S., & 
Druzijanic, M. (2014) 

Digitalization  

3. What is your attitude towards the technological 
implementations within your store? Do you feel that it 
has contributed to any types of changes? 

Grewal, D., 
Roggeveen, A. L., & 
Nordfält, J. (2017) 
 
Hagberg, J., 
Sundstrom, M., & 
Egels-Zandén, N. 
(2016) 
 
Renko, S., & 
Druzijanic, M. (2014) 

Digitalization 

4. Do you feel that your role has changed due to the 
instore technology? And in what way? (Positive and 
negative aspects)  
 

Slåtten, T., & 
Mehmetoglu, M. 
(2011) 
 
Grewal, D., 
Roggeveen, A. L., & 
Nordfält, J. (2017) 
 
Hagberg, J., 
Sundstrom, M., & 
Egels-Zandén, N. 
(2016) 
 
Renko, S., & 
Druzijanic, M. (2014) 

Personnel role 
Digitalization 
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5. Has the technical development made it possible for 
you to gain a new role? If yes: what role? 
  

Slåtten, T., & 
Mehmetoglu, M. 
(2011) 
 
Bowen, D. E. (2016) 
 
Grewal, D., 
Roggeveen, A. L., & 
Nordfält, J. (2017) 
 
Hagberg, J., 
Sundstrom, M., & 
Egels-Zandén, N. 
(2016) 
 
Renko, S., & 
Druzijanic, M. (2014) 

Personnel role 
Digitalization  

6. Have you had to distribute / communicate the 
personnels work roles in a different way due to the 
technology instore? 

Slåtten, T., & 
Mehmetoglu, M. 
(2011) 
 
Bowen, D. E. (2016) 

Personnel role 

7. Do you ever feel helpful? If yes, then when? If not, 
why? 

Slåtten, T., & 
Mehmetoglu, M. 
(2011) 
 
Bowen, D. E. (2016) 

Personnel role  

8. Do you ever do more than you need to? Slåtten, T., & 
Mehmetoglu, M. 
(2011) 
 
Bowen, D. E. (2016) 

Personnel role  

9. Which personality traits do you find yourself to have 
that could be beneficial for your current role? 

Slåtten, T., & 
Mehmetoglu, M. 
(2011) 
 
Bowen, D. E. (2016) 

Personnel role  

10. Are the personnel involved in the decisions making 
regarding the store? 

Parasuraman, A., 
Zeithaml, V. A., & 
Berry, L. L. (1985). 

Internal 
communication  

11. Are the personnel provided with the right conditions 
(such as training, support) to be able to give customers a 
good service experience? If yes; Can you please 
elaborate? 

Parasuraman, A., 
Zeithaml, V. A., & 
Berry, L. L. (1985). 

Internal 
communication 

12. By applying technological solutions in the store, do 
you think it has led to increased productivity among 
employees? 

Parasuraman, A., 
Zeithaml, V. A., & 
Berry, L. L. (1985). 
 
Renko, S., & 
Druzijanic, M. (2014) 
 
Sharma, P., Ueno, A., 
& Kingshott, R. (2020) 

Service delivery  
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13. What is your approximate perception of how many 
customers choose to use the implemented service 
technologies instore? 

Parasuraman, A., 
Zeithaml, V. A., & 
Berry, L. L. (1985). 
 
Grewal, D., 
Roggeveen, A. L., & 
Nordfält, J. (2017) 
 
Renko, S., & 
Druzijanic, M. (2014)  

Service delivery  

Finishing questions: How do you see the development 
of technology in the future? Do you think your job can be 
automated in the future? (e.g. unmanned shops, robots) 

Do you feel that there is a risk that jobs may be lost due 
to technological development? 
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Appendix 3 -  Literature review 

AUTHOR TITLE JOURNAL 
THEORETICAL 

APPROACH MAIN FINDINGS 
Ailawadi, K. 
L., & Farris, P. 
W. (2017) 

Managing Multi- 
and Omni-
Channel 
Distribution 

Journal of 
Retailing 

literature study 
approach 

The main findings are 
that multichannel 
refers to coordination, 
evaluation, 
implementation and 
design of channels. An 
operation team behind 
each channel acquires, 
retrains and improves 
the multichannel 

Bowen, D. E. 
(2016) 

The changing role 
of employees in 
service theory and 
practice: An 
interdisciplinary 
view 

Human 
Resource 
Management 
Review 

Interdisciplinary 
approach 

The main findings in 
this article is that the 
author identified four 
‘’roles’’ that the 
personnel will fill due 
to the growing 
technological 
development in the 
retail industry. The 
roles that were 
identified is; 
innovators, 
differentiators, 
enablers and 
coordinators. However, 
the author aims for the 
personnel to still fulfill 
their roles of being 
service providers, 
market the service and 
be acquainted by the 
customer with the 
service itself along with 
their additional roles.  

Bäckström, 
K., & 
Johansson, U. 
(2006) 

Creating and 
consuming 
experiences in 
retail store 
environments: 
Comparing 
retailer and 
consumer 
perspectives 

Journal of 
Retailing and 
Consumer 
Services 

Qualitative case 
study approach of the 
seven retail firms, 
seven qualitative 
semi-structured 
interviews with 
managers from each 
of the case firms and 
a content data 
analysis (pilot study) 
to gather data on 
customers experience 

Bäckström and 
Johansson mainly offer 
insights about 
customer store 
experience. The 
customer experience is 
the key to success and 
that the market 
(customers) demands 
experience-orientated 
stores. When it comes 
to grocery stores the 
personnel then 
becomes extra 
important because they 
are usually the ones 
that create feelings for 
the customers. 

Bäckström, 
K., & 

An exploration of 
consumers’ 
experiences in 

The 
International 
Review of Retail, 

Consist of two 
qualitative methods. 
Content data analysis 

Main findings are that 
costumers prefer 
traditional store aspects 
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Johansson, U. 
(2017) 

physical stores: 
comparing 
consumers’ and 
retailers’ 
perspectives in 
past and present 
time 

Distribution and 
Consumer 
Research 

to gather data about 
written descriptions 
of customers own 
instore experiences 
and a consumer 
panel about customer 
experience 

such as personnel and 
atmosphere 

Grewal, D., 
Roggeveen, A. 
L., & Nordfält, 
J. (2017) 

The Future of 
Retailing 

Journal of 
Retailing 

Literature approach The main findings are 
retail- grocery industry 
have advanced 
technologically and it 
has become a game 
changer for the 
retailers. They can 
communicate with 
their customers in 
more ways and that 
customer have greater 
power of their 
experience in the 
grocery store. 

Hagberg, J., 
Sundstrom, 
M., & Egels-
Zandén, N. 
(2016) 

The digitalization 
of retailing: an 
exploratory 
framework 

International 
Journal of Retail 
& Distribution  

Exploratory research 
approach 

The findings of this 
study is about the 
increasing importance 
of digitalization and 
how it influences four 
elements (exchange, 
actors, offering and 
settings) of the retailer-
consumer interface. 
The author describes 
and exemplifies how 
digitalization has 
transformed each of 
these elements.  

Kinder, M., & 
Lenhart, A. 
(2019) 

Worker Voices: 
Technology and 
the Future for 
Workers.  

 
Qualitative method 
conducted through 
interviews 

Many grocery store 
retail personnel believe 
in a technological 
increase and a decline 
in people working 
instores. They feel like 
the management is 
mostly focused on 
maximizing the 
organization's profit, 
which means replacing 
staff with technology. 
Personnel felt like they 
lack power over their 
future. But personnel 
whose job relied on 
service skills are not 
worried about the 
future. 

Parasuraman, 
A., Zeithaml, 
V. A., & Berry, 
L. L. (1985). 

A Conceptual 
Model of Service 
Quality and Its 
Implications for 
Future Research 

Journal of 
Marketing 

An exploratory 
qualitative study 
approach to 
investigate the 
concept of service 

The main findings are 
the five gaps that can 
be summarized into- 
Gap 1: Difference 
between consumer 
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quality. Focus group 
interviews with 
consumers and in-
depth interviews with 
executives 

expectations and 
management 
perceptions of 
consumer expectations. 
Gap 2: Difference 
between management 
perceptions of 
consumer expectations 
and service quality 
specifications. Gap 3: 
Difference between 
service quality 
specifications and the 
service actually 
delivered. Gap 4: 
Difference between 
service delivery and 
what is communicated 
about the service to 
consumers. Gap 5: 
Difference between 
service expectation and 
perceived service 
quality 

Piotrowicz, 
W., & 
Cuthbertson, 
R. (2014) 

Introduction to 
the Special Issue 
Information 
Technology in 
Retail: Toward 
Omnichannel 
Retailing 

International 
Journal of 
Electronic 
Commerce 

Qualitative focus 
group approach  

The main findings in 
the article is to 
understand the role of 
information technology 
in retailing. How the 
increase of new 
technologies such as 
smart mobile devices 
and social networks 
and the growing 
importance of instore 
technological solutions 
has created new 
opportunities and 
challenges for retailers. 
And how the line 
between online and 
offline (physical 
channels) is becoming 
more and more 
blurred, which has 
generated a new 
channel interaction to 
emerge, omnichannel.  

Renko, S., & 
Druzijanic, M. 
(2014) 

Perceived 
usefulness of 
innovative 
technology in 
retailing: 
Consumers׳ and 
retailers׳ point of 
view 

Journal of 
Retailing and 
Consumer 
Services 

Consist of a 
quantitative and a 
qualitative approach. 
The first approach is 
a quantitative study 
conducted through a 
questionnaire to 
customers regarding 
their understanding 
of the innovative 
store technology. The 
second qualitative 

Implemented 
technology engage and 
improve service to 
customers, while 
simultaneously 
benefiting retailers by 
cutting costs. Grocery 
instore technology 
simplifies the customer 
shopping experience by 
permitting the customer 
to shop freely while 
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study was conducted 
through in-depth 
interviews with 18 
grocery retailing 
managers. 

simultaneously being 
time efficient. Such 
changes are can 
negatively affect the 
personnel’s moral. 

Sharma, P., 
Ueno, A., & 
Kingshott, R. 
(2020) 

Self-service 
technology in 
supermarkets – 
Do frontline staff 
still matter?  

Journal of 
Retailing and 
Consumer 
Services 

Consist of two 
quantitative study 
approaches. The first 
approach was with 
retail shoppers in UK 
and conducted 
through a structured 
questionnaire and 
the second approach 
was with members of 
a consumer panel in 
Australia and 
conducted through 
an online survey 
based on a structured 
questionnaire 

The main findings are 
the modern customer's 
everyday life the retail 
shopping experience is 
often highly influenced 
by self-service 
technologies. 
Technology such as self-
service checkout 
machines, handheld 
self-scanning devices, 
mobile wallets provide 
retail service with new 
ways to engage. 
empower customers 
while simultaneously 
saving costs 

Slåtten, T., & 
Mehmetoglu, 
M. (2011) 

Antecedents and 
effects of engaged 
frontline 
employees 

Managing 
Service Quality 

Quantitative study 
approaches 
conducted through 
structured 
questionnaire with 
279 frontline 
personnel 
participants 

Main findings include 
the importance of 
personnel engagement 
which is characterized 
by vigor, dedication and 
absorption. Findings 
also include role 
embracement means a 
lack of separation 
between the role. This 
can be measured in 
Meaningfulness, Safety 
and Availability. The 
personnel’s perceived 
role benefit is also 
important because it 
enhances the status 
security, , enrichment of 
the personality and 
offers resources for 
status enhancement. 

Johansson, U. 
(2018) 

Digitalisering i 
handeln: 
Mobiltelefonen 
och den fysiska 
butiken. 

Centrum för 
handelsforskning 
vid Lunds 
universitet   

An anthology that 
consists of qualitative 
approaches. 

Main finding are that 
there is a strong self-
service trend because of 
the technology. But 
simultaneously 
Johansson mentions 
Innovator's dilemma 
and it suggests that an 
organization that has 
dominated the market 
with one type of 
“technology” will have it 
difficult to switch newer 
in the future. Among 
retailers, grocery stores 
face one of the biggest 
changes when it comes 
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to technology 
implementation and re 
design. 

 


