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Abstract 

 

ABSTRACT 
 
Well-designed Point-of-Purchase displays can boost sales for a product tremendously. There 
is theory behind what POP displays should look like and therefore we thought it would be 
interesting to explore the Swedish retail environment and to see how POP displays are 
designed to increase sales. Therefore the purpose of this thesis is to provide a better 
understanding on how POPs are used in a retail environment. In order to reach this purpose, 
two research questions asked about how the POP design and the in-store environment can be 
described. Based on these questions we conducted a literature review that lead to a conceptual 
framework, which in turn presented what we would collect our data on. A qualitative, case 
study methodology was used, where the data was collected through observation of POPs at 
two Swedish supermarkets. The findings indicate that it is important for the products to be 
shown clearly and in a stylish matter and that the design should be unified, with the right 
proportions and having a clear focal point. It was also found that the power aisle has a great 
affect on the perception of the store, as well as an affect on the price perception and the image 
of the store. 
 



Sammanfattning 

 

SAMMANFATTNING 
 
Väl utformade köpställen kan öka försäljningen av en produkt markant. Det finns teori bakom 
hur köpställen ska utformas och därför ansåg vi att det vore intressant att utforska den svenska 
butiksmiljön och att se hur köpställen är utformade för att öka försäljningen. Följaktligen är 
syftet för denna avhandling att tillhandahålla en bättre förståelse för hur köpställen används i 
en butiksmiljö. För att uppnå detta syfte har två forskningsfrågor om hur köpställen ska 
utformas och hur butiksmiljön kan beskrivas ställts. Baserat på dessa frågor har vi utfört en 
litteratur granskning som gav oss en begreppsmässig inramning, som i sin tur presenterade det 
vi samlade våra data kring. En kvalitativ, fallstudie metodik användes, där data samlades in 
genom observationer på två svenska stormarknader. Iakttagelserna visar att det är viktigt att 
produkterna är väl synliga och visas på ett stilfullt sätt samt att utformningen är enhetlig, med 
rätt proportioner och har en tydlig fokus. Vi fann även att huvudgången har en stor effekt på 
hur butiken uppfattas, såväl som påverkar prisuppfattningen och butikens image. 
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1 Introduction 
 
The first chapter will introduce the study and give a background to the thesis. This will 

eventually lead to the problem discussion, followed by the purpose and specific research 

questions.  

 

1.1 Background 

 
Consumers are showered with hundreds of messages every day, and each message is intended 
to inform, persuade or convince the customer to buy a service or product (Jansson, Bointon & 
Marlow, 2002). The visual stimulation and communication is considered to be important 
aspects of retailing, and it is further explained that there are numerous ways of displaying 
merchandise and communicate product and retailer brand, which may be a result of the 
various type of goods and services sold by retailers (Davies, Kerfoot & Ward, 2003). 
 
Retail marketing is a $17 billion industry, and its importance is steadily growing since new 
demands on store layout and design is rising (The Retail Marketing Industry, 2006), and for 
retailers, brand marketers, their ad agencies and producer/suppliers of point-of-purchase 
(POP) advertising displays retail marketing has come to play a crucial role in the overall 
marketing mix (Retail Marketing – Who makes it happen?, 2006). This strategic medium 
builds brands and stimulates impulse purchases, as well as the point-of-purchase (POP) 
signage and in-store media educates and draws attention to consumers about a product’s 
features (The Retail Marketing Industry, 2006). In-store impact can according to Kessler 
(2004) be used to maximize the effectiveness of the communicated message through the 
implementation of display and merchandising in the marketing mix. 
 
Levy and Weitz (2003) consider the fact that customers often stand close to these areas when 
waiting for the transactions to be completed, offers a valuable piece of real estate in the store 
(p.598). When standing in a long checkout line most people tend to get bored, and to make 
time pass they spend some extra time shopping (ibid). And since 73 percent of buying 
decisions are made in-store this opportunity is one to take advantage of (Gray, 2005). 
 
In order to make the best of every product displayed in the store it is important that the design 
of the rack is constructed in an, for the customer, appealing way. As stated by Levy and Weitz 
(2004); a good store design should be like a good story, and give rise to expectations as well 
as promises and to create the full experience the right light, motion and visuals are needed (op 
cit, p.587). The store layout is in need of differentiation since all customers do not shop under 
the same conditions, taking issues like time, gender and mobility under consideration is an 
important part of planning the store, but because of economic reasons retailers are most 
common to adopt a standardized approach to interior layouts and format designs (Newman & 
Foxall, 2003). 
 
Derrick (2005) states that retailers often welcome brand assistance, and are pushing the brands 
toward more costly and permanent displays. It is said that digital ones will replace paper and 
cardboard-based display material, but the traditional displays are actually bigger than ever 
(ibid). POP material generates sales based on the key benefit to highlight the product or 
service that is to be purchased (Gray, 2005).  
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At the retail level the shoppers’ attention and the eventual purchase are met by a great 
challenge since the message of the brand must breakthrough huge masses of different 
information that are trying to reach the customer (Young, 2000). Furthermore, studies show 
that the customer is likely to ignore at least one-third of the brands on shelf and to increase the 
chance of customers noticing a specific brand or product POP displays can be used, this will 
help consumers to easily find, identify and make an informed purchase decision (ibid). The 
article POP sharpens its focus (2003) explains that in-store advertising is meant to reach 
consumers in the “moment of truth”, which is the point of purchase. This is also supported by 
Harrington (2002) who states that brands need to have POP where the customer is in the right 
mode to receive it, or else the message is likely to be ignored.  
 
A well-designed and clever POP merchandising programme is said to boost sales at levels of 
25 to 200 percent, and to achieve success the efforts between marketing, creative design, 
pricing, production and shipping need to be coordinated (Alexander, 2001). Maximum impact 
of the programme can only be accomplished with outside advertising, which will make the 
customers enter the store and then notice the in-store advertisement (ibid). 
 
Merchandisers who want to increase product sales often implement POP programmes, but 
since many retailers forbid freestanding floor displays because of the fear of cluttering up 
their floor space, placement for POP material is hard to find (Alexander, 2001). Results from 
a study conducted by Point-Of-Purchase Advertising Institute (POPAI) shows that the “clean 
floor” policy conducted by many retailers in fact hurt retail sales (ibid). 
 
The POP material preferably include material that provides the product’s key features, 
benefits and impact that it has, since customers react positively to this useful information 
(Alexander, 2001). Moreover, the message in the POP merchandising programme needs to be 
concise, though customers receiving too much information will simply ignore the message 
(ibid).  
 
The physical environment has the ability to influence customer and employee behaviour and 
is especially apparent for service businesses such as retail stores, further it is explained that 
this environment is full of cues that signals the firm’s capabilities and quality and be very 
significant  in communicating the firm’s image and purpose to its customers (Bitner, 1992).  
 
 

1.2 Problem Discussion 

 
Since most of the decisions are made in-store, brands want to get their message through, but 
retailers are not on the same page (Croft, 2005). They do not want brands to freely put out 
their POP material. Retailers say POP displays and other advertising makes their stores messy 
and confuses customers (ibid). Therefore stores now have guidelines to steer clear of visual 
clutters. Many stores have “clear floor” policy and it can restrict POP designers to create new 
and exciting display systems. To avoid the risk of potential barriers of POP displays, 
designers have to think of the store where the POP will be displayed. Therefore designers 
should make a visit to the store to further understand what barriers there might be to customer 
flow and practical siting (ibid). 
 
In a supermarket where the aisles are full of visual objects, it is not easy to make your product 
or brand to stand out (Broadhead, 2005). It is even harder when the retail space is small, with 
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often-irregular shape, bad lighting and lots of goods. That is why it is important to match the 
POP material to the space it will be shown. Even though size is important, so is the message, 
which may need to be different in smaller stores than larger stores and make it easier for the 
customer to locate the product, since customers in smaller stores are often in a hurry and need 
to find their purchase items quickly, leaving a smaller time-window to stimulate a purchase. 
The shopping mindset in a specific store should also be considered, since when people are in 
hurry and often shopping just for the dinner in a small store, POPs for example washing 
powder are most likely to fail, due to the fact that those kind of items are not considered from 
the beginning. (Broadhead, 2005)  
 
As to develop an attractive store layout there are many objectives to take into consideration, 
one central thing to concern is the trade-off between ease of finding merchandise and at the 
same time, provide a varied and interesting layout. This is mainly determined by the needs of 
the customers who are visiting the store (Newman & Foxall, 2003). Besides the area where 
most of the merchandise is displayed and stored, Levy and Weitz (2003) shows, that there are 
feature areas, which are designed to get the customers attention, and include end caps, 
promotional aisles, freestanding fixtures, windows, point-of-purchase and walls (op cit, 
p.595). Levy and Weitz (2003) further explains, helping people move through the store could 
be done by adding attractive design elements, but this may also cause confusion since too 
many racks and displays make the store look overcrowded.  
 
According to Skaredoff (2004) the company and brand image are reflected by the in-store 
displays and therefore they should be attractive by regulations and rules, concerning store 
layout, to avoid costly mistakes when using POP displays. A reputable supplier should be 
consulted and by integrating merchandising in the initial marketing plan and allowing 5-10 
per cent of the product wholesale costs for merchandising better results can be reached (ibid). 
 
A study made by Davies and Hart (1996) examines the two most essential techniques for 
supermarkets, layout and product category location. It is said to be three focal options 
available to retailers when it comes to store layout: the grid, free flow and boutique (ibid). The 
grid offers management a possibility to utilize space effectively and gain maximum exposure 
to merchandise by steering customers trough the whole store (ibid). The free flow according 
to Davies and Hart, instead, promotes an unstructured traffic flow by arranging fixtures in 
more irregular patterns. The boutique layout separates the store into speciality shops, which 
are distinguished by flooring, fixturing or displays (ibid).  
 
The majority of grocery, frozen food and dry goods are displayed in a grid layout, but the 
study made by Davies and Hart (1996) shows that many customers may find this type of 
layout inconvenient and boring. Moreover, when the average shopping visit could cover the 
complete shopping area the mixing in high demand items have been successful in pulling 
customers through the store, but in large stores this results in time-poor shoppers ignoring 
much of the in-store environment (ibid). When the most advantageous store layout are 
determined according to size, location of store and typical length of visit, more logical 
locations and adjacencies of both food and non-food items can be further refined (Davies & 
Hart, 1996).  
 
According to Areni et al (1999) there is little known as to why POP displays are successful. 
Some people digest environmental stimuli better than others and as a result retailers need to 
make the in-store environment as digestible as possible (Davies, Kerfoot & Ward, 2003). 
Jansson et al (2002) have found that aesthetics of a POP display affect the customer in 
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different ways, which plays a role in the attractiveness of a POP display. Three factors have 
been identified to attract people, which are clarity, mystery and legibility, with the first two 
with reasonable internal validity.  POP displays that attract the most have a combined value of 
clarity and mystery as seen in figure 1.1. Clarity is the more important factor in the 
illustration, since if the display is unclear then it will be more difficult to understand. But high 
degree mystery is still required to capture the attention and interest of people in POP displays 
in a busy retail environment. Mystery might draw people to further explore the product in 
question and also to motivate them to process the information displayed. (Jansson et al, 2002) 

 
 
 
 
 
 
 
 
 
 
 
 
 

 

Figure 1.1: Attraction 

Source: Jansson, Bointon & Marlow, 2002, p.150 

 

To get the most positive aesthetic response among consumers, Jansson et al (2003) have 
studied peoples’ preferences in design, since decisions that consumers make are not always 
based on logical choices in an in-store environment. Therefore the design features or the 
interaction between the consumer and the POP may trigger off emotions and memories, which 
on the other hand might affect the consumers’ choice (Costley and Brucks, 1992).  
 
The Choice of the right POP display gives opportunities to build volume sales, enhance 
product launches, reposition product lines, target new audiences, promote new uses for 
product and support sales promotions (Skaredoff, 2004). 
 

1.3 Purpose and Research Questions 

 
Based on the problem discussion the following purpose and research questions can be stated.  
 
The purpose of this thesis is to provide a better understanding on how POPs are used in a 
retail environment.  
 
RQ1: How can the POP design be described? 
RQ2: How can the in-store environment be described? 
 

Attraction 

Mystery 

Clarity 
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2 Literature Review 
We outlined the research area in the previous chapter, which led to a purpose for this study 

and finally we found two research questions. In this chapter we will review previous studies 

related to our research questions. 

 

2.1 POPs in retail environment  

 
In this section we will discuss theories behind POPs in retail environment 
 

2.1.1 Design of POPs 

 
The Point-of-Purchase Advertising Institute (POPAI) has defined POP as “any form of 
advertising within a retail environment that is designed to influence the consumer to purchase 
a product or service”. Further, Alexander (2001) states that POP merchandising is used to 
draw attention to a product or a service, and may be a display, graphics, objects or all of these 
and it ultimately brings value to the shopping experience. 
 
A first thing to consider is to draw attention to the POP in order to give rise to increased sales, 
this could be done through using light and motion to make the customer notice the display. 
Further, it is of use to give the display an aesthetically pleasing design, which provides no use 
of over-sizing it since it will be noticed on other bases. The design of the POP display should 
be customized and contain special features, this in order to maximize the brand-specific 
graphics and colours and brand awareness. It is also important that the displayed products are 
highly visible from all angles and distances. (Skaredoff, 2004)  
 
The POP sales message should be quickly and effectively transmitted, preferably in bold 
graphics and attractive design. This successful merchandising strengthens the advertising and 
marketing messages, including brand benefits, packaging design, and unique selling 
propositions. It is not only the visual design of the POP that should be concerned, the display 
have to be controlled for safety issues as well. It has to be consumer friendly, understandable, 
and effective and hold no defects. (Skaredoff, 2004)  
 
Creating a display that is easy to set up, will improve the chance of it being used. Since many 
stores have decreased the number of employees, the assembling of POP displays will not 
receive that much attention or time. A display that can adapt to specific conditions through 
multi-functions offers an even larger chance of being used in the actual store environment. 
(Skaredoff, 2004) 
 
There are lots of different design principles or characteristics that might be relevant to POPs 
(Bloch, 1995). Jansson et al (2003) have shown three design attributes believed to be of 
importance in any kind of design. Those three attributes are unity, proportion and focal point 
(i.e. point of emphasis) (ibid).  
 
Unity is characterized by a design of different elements that are in harmony together. This 
means that the image as whole must be more paramount than the different parts of the image 
in the viewers’ eyes. (Jansson et al, 2003)   
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Proportion is characterized as the relationship between the horizontal and vertical dimension. 
The ideal proportion, which can be described as the most pleasing for the human eye, has 
been looked into by renaissance architects and the one of the best known is the “golden 
section” as seen in figure 2.1. (Jansson et al, 2003) 
 
 
  
 
 
  
 
  

 
 

 

 

 

Figure 2.1:  Golden Section 

Adapted from: http://en.wikipedia.org/wiki/Golden_ratio 

 
 
A line is divided into two segments A and B. The entire line (C) is to the A segment as A is to 
the B segment (Wikipedia, 2006) 
 
The focal point attracts attention to the most important areas of the design and constrains the 
rest of the design. The point is to make the viewer to put his or hers attention to that specific 
design and a longer time than any other. This is important in the consumption world we are 
living in.  In retail environment, a header with the logo or name of the company or product is 
the focal point to attract people. (Jansson et al, 2003) 
 
In a study by Jansson et al (2003), they found that all of these factors are important when 
assessing the attractiveness of a POP. The average importance varies as proportion was found 
to be the most important factor in two of the POPs as the third POPs most important factor 
was unity before proportion. When looking overall at the results, it can be seen that 
preferences in the three factors were the same, except in proportion where the golden section 
was most popular in two cases and least popular in one case. Otherwise the test group 
preferred a small focal point compared to large and no focal point and unity compared to 
disunity. What was interesting was that women rated unity as the most important factor 
followed by proportion and focal point. Should be mentioned that the scores were very close 
together. Men on the other hand rated proportion as the most important factor followed by 
focal point and unity with greater differences in scores (ibid). There were no differences in the 
factor levels. 
 
As explained in the last chapter, a POP display should also be clear and have mystery in it. 
Clarity is explained as related to symmetries, repeated elements and unifying textures in a 
scene (Jansson et al, 2002). The two elements create four segments by the orthogonal 
relationship between the two dimensions, which can be seen in the figure 2.1. Enchanting is 
the most attractive design while sombrous is the least attractive as seen in table 2.1 (ibid). 
 

  

http://en.wikipedia.org/wiki/Golden_ratio
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Table 2.1  Four types of POPs  

 

Clarity without mystery 
Peripheral processing 
Elementary 

Clarity with mystery 
Central processing 
Enchanting 

Neither clarity not mystery 
Peripheral processing 
Sombrous 

Mystery without clarity 
Central processing 
Deceptive 

 

Adapted from: Jansson, Bointon & Marlow, 2002, p.150 

 

 
Clarity means that the information that is in the scene can be divided into smaller pieces, 
which further helps to understand and comprehend. The element of mystery gives the person 
more information the deeper the person goes into to the scene, as the information is not 
explicit. Mystery is defined as “a scene that contains hidden information so that one is drawn 

into the scene to try to find this information”. (Jansson et al, 2002, p.146) 
  

2.1.2 POP Displays and Product Organisation 

 
Areni et al (1999) have been studying the effects of POP displays on product organisation and 
within-category brand sales in wine sales. They had three different stores where they had 
displays in one of two store locations. The first one was a special treatment, where they 
presented wines from a certain area exclusively in special displays, highlighting the origin of 
the wines. The second one was normal treatment, where the wines were organized by variety 
with other wines, domestic and imported brands. For the last store they had a combined 
treatment, which meant that they presented the two displays in two locations in-store.  
 
The results showed that the sales were the highest when having a normal display, then the 
combined and lastly the special display. The interesting thing in all this was that competing 
brands from other regions grew in sales. According to Areni et al (1999) this might have 
happened because when displaying a wine from a certain region that is considered less 
appealing, it creates awareness of the attribute of region, and therefore boosting up sales for 
wines from regions considered more appealing. The special displays did that consumers 
started comparing different alternatives based on region, which was not the first thing in the 
consumers minds before. And as the wines that were on display were in the stage of inept set 
as a region, the sales decreased.  
 
To further investigate this, Areni et al (1999) did a laboratory research using 96 people. By 
this test he confirmed his field studies, as the purchase likelihood decreased for the brand that 
was less appealing when the products where organized by region in opposite to colour.  
 
In general, POP displays alter the organisation of products in-store and by that they change 
the importance of attributes when consumers make purchasing decisions. Previous studies 
have shown that in-store promotion can make a consumer to switch brands and therefore 
increase sales for the promoted brand. What Areni et al (1999) have shown is that POP 
displays can encourage brand-switching patterns that differ from the general result, since they 
are based on changes in the importance of an attribute. 
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2.2 In-store environment 

 
In the retail setting lots of cues can be found, messages and suggestions that communicate to 
the customer, further these signs can be the base when customers determine their image about 
a store (Burns & Smith, 1996). The communicated cues may be deliberately designed by the 
retailer to improve and control the development of the store’s image, or indirectly by affecting 
consumers’ deduction of product or service quality (ibid).  
 
The section of the store where most of the communicated cues can be found is often the 
power aisle, a single central aisle characterized by mass displays of relatively large quantities 
of a relatively small number of Stock-Keeping Units (SKU) of staples or well-accepted 
products. The products displayed in this area are usually identified by significant cost savings, 
from regular prices or from the prices of competitors, and through exposing the power aisle a 
low price image can be achieved for the retail store. (Burns & Smith, 1996) 
 
A study made by Burns and Smith (1996) explores the power aisle in a warehouse grocery 
retail setting and how this area affects consumers’ image of the products displayed here. 
Hence, the aim of the power aisle is to aid the creating of the store’s image. Further, the 
competitive advantage of a warehouse grocery store compared to conventional supermarkets 
is primary its lower prices, and this will be the main issue to communicate to the customers, 
and build the store’s image on. To convey this image the overall store environment need to be 
structured on this basis, not just the power aisle even though this is the area where it can be 
done with the smallest resources (ibid). 
 
Burns and Smith (1996) examine the differences in price images resulting from different 
power aisle merchandising strategies. The data collected where gathered via in-store customer 
contact from two comparable outlets of a major warehouse grocery store, these stores were 
chosen because of their degree of similarity, and the advertising and power aisle were as close 
to identical (ibid).  
 
When comparing the customers’ opinion regarding the price perceptions in the two stores, no 
significant differences of the items in the power aisle were noted (Burns & Smith, 1996). 
Hence, after the use of a merchandising plan (meaning an increased number of SKUs) in one 
of the stores power aisle a significant difference could be seen. The price perceptions of the 
products in this store were notably higher than those of the other store. This further supports 
the hypothesis, a power aisle including a smaller number of SKUs and in that order greater 
quantity of each item will convey a lower price image than a power aisle comprised of a larger 
number of SKUs and a consequently smaller quantity of each item (ibid). 
 
The result of this study shows that the consumers’ perception of the prices of the products 
displayed in the power aisle of a warehouse grocery store are affected by the merchandising 
policies used in the power aisle. Moreover, the customers’ encoding of price information is 
much affected by the environmental cues that are presented in association with the product in 
question. (Burns & Smith, 1996) 
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2.3.1 In-store aesthetics 

 
The store image is affecting the store atmosphere, which also is affected by the merchandise 
quality as well as lighting, music, and other atmospheric features that serve a social identity 
function (Schlosser, 1998). What is seen or heard from outside the store, is what the 
consumers base their first impression on, this can be arrangement of space, the colour scheme, 
and the displays (ibid).  
 
A study made by Schlosser (1998) examines if an aesthetically pleasing atmosphere positively 
affect quality perceptions of social identity products but not utilitarian products. Those 
participating in the study where asked in which store they would buy items for special 
occasions, and correspondingly in which store they would buy everyday items.  
 
The study made by Schlosser (1998) compared stores which differed only by atmosphere, one 
had soft lighting, classical music, hardwood floors, and wide aisles, and this store was referred 
to as having prestige conditions. The other store had fluorescent lighting, Top-40 music, 
linoleum floors and narrow aisles and was this referred to as discount conditions. The 
comparison was done in order to observe how atmosphere might influence purchase 
intentions.  
 
The results of the study confirms that store atmosphere influences perceptions of the social 
identity products, but has little impact on perceptions of the utilitarian products. This further 
suggests, that store atmosphere acted as a social identity product appeal, and influencing 
perceptions of social identity products alone. Utilitarian product concerns were not addressed 
by store atmosphere, and therefore had little impact on quality perceptions of this type of 
items. (Schlosser, 1998) 
 
The participants in the prestige condition perceived the store to have a more favourable social 
image than did those in the discount condition. Moreover, the intention to buy items for 
special occasions was greater for those in the prestige condition, whereas the intention to buy 
everyday items was greater for those in the discount than prestige condition. (Schlosser, 1998) 
 
Quality perceptions of utilitarian merchandise, everyday items, and store atmosphere 
significantly contributed to patronage intentions. Hence, other factors than store atmosphere 
may affect purchase intentions for everyday items. Further, the store atmosphere 
communicates social identity rather than utilitarian product information, thereby influencing 
quality perception of the social identity rather than utilitarian merchandise. (Schlosser, 1998) 
 
In line with previous studies the findings of Schlosser’s (1998) study shows that a more 
prestigious atmosphere is unlikely to change perceptions of all store merchandise. However, a 
prestige environment did not lead to favourable evaluations of all products, only the social 
identity products (Schlosser, 1998).   
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2.3 Conceptual framework 

 
Miles and Huberman (1994, p.18) say that “a conceptual framework explains, either 

graphically or in narrative form, the main things to be studied.” To be able to answer our 
research questions that were presented in chapter one, we will explain what we will collect 
our data on. We will use studies that are relevant to our research questions. First we will 
discuss conceptualisation for our first research question, which is about the POP design and 
then move on the to the seconds research question where we will discuss the retail 
environment.  
 

2.3.1 Conceptual Framework: POPs in retail environment 

 
We will rely on Jansson et al’s (2003) study, because this study is fairly new and it has been 
referred in other academic studies. We will also rely on Skaredoff’s (2004) article, because 
she bases her facts on the president of Display Technologies, Richard Jay’s knowledge, who 
we assume has a deep understanding of the POP industry since Display Technologies have 
been in business for 40 years.  
 
Skaredoff (2004) writes about things that affect the perception of the POP which are: 
 

• Lighting 
• Motion 
• Customizing 
• Special features 
• Visibility 
• Message 
• Design 

 
Jansson et al (2003) go deeper into what makes a POP display attractive. They discuss the 
effects of unity, focal point and proportion.  
 

• Unity: Different elements in the image must be in harmony and more paramount than 
the individual parts of the image. 

 
• Proportion: The relationship between the horizontal and vertical dimension, where the 

“golden section” has been considered as the most pleasing for the human eye.  
 

• Focal Point: Attracts to the most important areas of the design and constraints the rest 
of the design. The idea is to make the viewer to look at the design more than other 
designs. 

 

2.3.2 Conceptual Framework: In-store environment 

 
We will rely on Burns and Smith’s (1996) research on power aisles and the consumer’s image 
of the store for this research question, moreover we believe that this study is the most 
extensive we found in the area, and that it is still relevant. This study focuses on the section of 
a store where most cues are communicated to the customers, the power aisle. Further, this 
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specific area of the store is explored, and the affect on product image on the items displayed 
in this area is examined. 
 
We will look at the power aisle and collect data on these following things: 
 

• Look at the amount of SKU’s on the power aisle to determine the image the store 
wants to display. 

• Look at the quantities of the SKU’s on the power aisle to compare the price perception 
of the two supermarkets. 

 

2.3.3 Frame of Reference 

 
In the figure below (2.2) a summarizing table can be seen for the two research questions, this 
will give an overview of the conceptual framework constructed and make the studies chosen 
more clearly stated. 
 

 

Research question 1 Research question 2 

Figure 2.2: Frame of reference 

Rely on Skaredoff (2004) study 

of things that affect the 

perception of the POP: 
 

• Lighting 

• Motion 

• Customizing 

• Special features 

• Visibility 

• Message 

• Design 

 

Rely on Jansson et al’s (2002; 

2003) studies on what makes 

POPs attractive: 
 

• Unity  

• Proportion 

• Focal Point 
 

Rely on Burns and Smith’s 

(1996) research on power aisles 

and the consumer’s image of 
the store:  

 

• Amount of SKUs to 

determine store image 

• Quantities of SKUs to 

compare price 

perception 
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3 Methodology 
 
In this chapter we will present the methods how we will collect data to be able to answer the 

research questions we presented in chapter one. We will first present the purpose of this 

thesis, followed by the research approach and strategy. Furthermore we will present the data 

collection and sample selection and finally followed by data analysis. 
 

3.1 Research Purpose 

 
The purpose of a research is according to Wiedersheim and Paul (1989) to describe 
something, explain reasons, create understanding, predict results and/or suggest measures. 
Moreover Yin (2003) writes that research can be categorized as exploratory, descriptive and 
explanatory. You can also utilize several of these purposes at once and the purpose of the 
enquiry may change over time (Saunders, Lewis & Thornhill, 2000). 
 
Exploratory studies can be used to any of the five research strategies (Yin, 2003).  “How” 
questions are more likely to lead to a case study, as they are more exploratory. Exploratory 
studies are important means of finding out, what is happening, to glance for new insights, to 
ask questions and to weigh up phenomena in a new light (Saunders, Lewis & Thornhill, 
2000). Exploratory studies are useful when you are trying to clarify your understanding of a 
problem (ibid). Exploratory studies can be conducted in three principal ways: 
 

• A search of the literature 
• Talking to experts in the subject 
• Conducting focus groups 

 
Descriptive research is used to portray an accurate profile of person, events or situations 
(Saunders, Lewis & Thornhill, 2000). It could be a continuing, or a forerunner to an 
exploratory research. You should have a clear picture of the phenomena on which you wish to 
collect data before the collection of the data (ibid).  
 
Explanatory studies establish fundamental relationships between variables. The importance is 
to study a situation, or a problem to explain the relationships between the variables (Saunders, 
Lewis & Thornhill, 2000).  
 
You can combine these different approaches and strategies and it is also often beneficial to do 
so (Saunders, Lewis & Thornhill, 2000). Different methods can be used for different purposes 
in a study, as you may want to utilize different methods to give you confidence that you were 
addressing the most important issues (ibid).  
 
Our study is mainly descriptive, since the focus of the thesis is to describe, collect data about 
and analyse a specific phenomena. The study is also exploratory, based on our purpose, which 
is to gain a deeper understanding of POPs. But a part of the thesis can be named explanatory, 
because we begin to explain the relationship between POPs and the power aisle in an in-store 
environment in our analysis.   
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3.2 Research Approach 

 
We have chosen to do a qualitative research approach, since the description of it is in line with 
the aim of our study. In a qualitative research the central analysis unit is words and further can 
be associated with description and small scale-studies (Denscombe, 2000). Instead of focusing 
on specific factors, the qualitative research views things in their context based on their 
connection with each other. Qualitative research is in our case a part of the data collection, 
which according to Denscombe (2000) may have a value of its own. Bell (2000) further 
explains that this type of data gives an opportunity for insight rather than a statistical analysis. 
A qualitative study means that concrete phenomenon or experiences are studied in the 
environment that they actually occur (Tebelius, 1987). 
 
To obtain our purpose, which is to gain a deeper understanding on the subject, the qualitative 
research approach has been chosen. Further it helps us to get the more in-depth information 
we need to fulfil this task. 
 

3.3 Research Strategy 

 
A research strategy is a general plan on how we will go about answering our research 
questions (Saunders, Lewis & Thornhill, 2000). Our research questions are based on “how” 
and therefore we have no control of the behavioural events (Yin, 2003). Our study focuses on 
contemporary events and because we are focusing for a qualitative study, our research 
strategy will be a case study (ibid). A case study gives a rich understanding of the context of 
the research. It also has a substantial ability to generate answers to the “how” questions (ibid). 
Saunders, Lewis & Thornhill (2000) argue that a case study can be a very useful approach of 
exploring existing theory. They argue further that a simple and well-constructed case study 
can allow you to challenge an existing theory and also provide a source of new hypotheses. 
 

3.4 Data Collection 

 
We will be using participant observation to reach our purpose. Participant observation is 
where the researcher attempts to participate fully in the lives and activities of subjects and 
thus becomes a member of their group, organisation or community (Saunders, Lewis & 
Thornhill, 2000). Furthermore it builds on direct observation, fieldwork and the events that 
are observed are natural e.g. the events would be there even if we were not researching 
(Denscombe, 2000).  The participants do not need to be known to the observant and therefore 
you can as a complete observer conceal your identity (ibid). Furthermore you do not take part 
in the activities of the group, which is good for studying behaviours and elements in a 
supermarket (ibid). Participant observation usually gives you qualitative data (Denscombe, 
2000). 
 
The advantages in participant observation are that it is good at explaining what is going on in 
a particular social situation, it heightens the researcher’s awareness of significant social 
processes, some participant observation allows the researcher to experience real emotions and 
all virtually all data collected is useful (Saunders, Lewis & Thornhill, 2000).  
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Downsides with participant observations are that it can take a lot of time, it can give ethical 
dilemmas for the researcher, it can lead to observer bias and data recording is often difficult 
for the researcher (Saunders, Lewis & Thornhill, 2000). Denscombe (2000) writes that you 
should not be too selective in the beginning if the observation. The researcher should get a 
general feel of the environment which is the beginning of more focused observations (ibid).  
 
Observation can be very valuable and therefore you should take photographs (Yin, 2003). The 
photographs will help outside observers to convey important case characteristics (ibid). 
 
To observe the whole environment in the stores, is impossible and moreover is not the 
purpose of this study. Therefore our focus will be the POPs that are displayed in the power 
aisles. When the area of observation is decided and the knowledge from these observations is 
needed for further research, the registration of the achieved information has to be decided as 
well (Bell, 2000).   
 
We will collect notes about how the POPs look like and try to take pictures to document them 
as long as the store manager finds it okay.    
 

3.5 Sample Selection 

 
For the data collection for our study we have chosen to observe two large supermarkets stores 
that are placed in a large shopping area (Storheden) little bit outside of Luleå Centrum. The 
supermarkets ICA Maxi and Coop Forum were chosen since they largely are at the similar 
price range and they also have lots of other goods than groceries, further the supermarkets are 
focusing on mainly the same target group. The two stores are also placed close to each other 
so they are easily accessible, and will therefore become two subunits of analysis in our thesis.  
 

3.6 Data Analysis 

 
According to Yin (2003, p.109) “data analysis consists of examining, categorizing, tabulating, 
testing or otherwise recombining qualitative evidence to address the initial propositions of a 
study”. A case study should have a general analytic strategy to define priorities of what to 
analyze and why.  We will use the strategy “Relying in theoretical propositions” as it is our 
case study’s original objectives and design is based on such propositions, which gave us 
research questions, reviews of literature and the new propositions. 
 
Now that we have chosen a strategy for data analysis and the data has been collected, Miles & 
Huberman (1994) write that the researcher can start to process the data in an analytical 
manner. Miles & Huberman (1994, p.10) define analysis as “consisting of three current flows 
of activity: data reduction, data display and conclusion drawing/verification”. 
 

• Data Reduction: is the process when you select, focus, simplify, abstract, and 
transform the data, which later on you write as field-notes (Miles & Huberman, 1994). 
The researcher decides which data will be used until the final conclusions can be 
drawn and verified (ibid). 

• Data Display: “is all the data collected in an organized, compressed, assembled way, 
which allows conclusion drawing and action” (Miles & Huberman, 1994, p.11). It 
helps us to understand what is happening and to do something (ibid). Moreover Miles 
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and Huberman (1994, p.11) state that better displays are a “major avenue to valid 
qualitative analysis”. 

• Conclusion Drawing and Verification: This is the last flow and where the researcher 
begins to decide what things mean by noticing regularities, patterns, explanations, 
possible configurations, causal flows and propositions (Miles & Huberman, 1994).  

 
We will rely on the theoretical propositions and the analysis will follow these three steps 
provided by Miles & Huberman (1994).  
 
 

3.7 Validity and Reliability 

 
In this section the validity and reliability of our study will be discussed, and the two concepts 

will be explained. 

  

3.7.1 Validity 

 
Validity means that the researcher is measuring what was intended to be measured (Ejvegård, 
1996). It is therefore of great importance to know what is actually measured and then be 
consequent in the use of it (ibid). Further, it is central to choose the source of data collection 
that best suits the study and gives the highest degree of accuracy (Bell, 2000). A validity 
problem could be if the environment studied is comprehended the wrong way, and therefore 
cause an incorrect analysis. 
 
There are many ways to control the validity of the results (Denscombe, 2000). The 
conclusions have to be fair when it comes to the complexity in the examined phenomenon, 
and it can be dangerous to simplify too much. A reason for a distorted result may also be the 
influence the researcher conveys through his presence (ibid).  
 
To give a higher validity to the study, the results and conclusions should be compared to 
previous studies in the area and the possibility to use the results in other comparable situations 
should also work as a factor to strengthen the validity (ibid). Triangulation is used to secure 
the validity of the results, and is made through the use of several sources used when collecting 
data for a specific phenomenon (Bell, 2000). Through taking pictures and notes during the 
observation this can be done. To increase validity we will also make the observation in two 
separate, but quite similar stores.  
 

3.7.2 Reliability 

 
Reliability is a measurement on to what extent the source of information gives the same result 
at separate occasions with other circumstances alike (Bell, 2000). Moreover, the reliability 
shows to which extent the results can be trusted (Ejvegård, 1996). The source of information 
has to be viewed critically in order to decide how reliable and valid the gathered information 
is (Bell, 2000).  
 
To ensure that the reliability is as high as possible the purpose and theory of the research have 
to be clearly stated, this is to be applied to how the research was conducted as well 
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(Denscombe, 2000). But the discussion behind the results and the decisions made are also 
essential (ibid). This information is needed to make it possible to repeat the research and come 
up with the same conclusions, and hence strengthen the reliability. The greatest threat to our 
reliability is observer bias (Saunders, Lewis & Thornhill, 2000). We all have our own 
perceptions to colour our interpretation of what we believe to be “true” is well known. What 
Saunders, Lewis & Thornhill advocate is that observer bias cannot be avoided; you just have 
to be aware of it and seek to control it. In order to increase reliability we have constructed an 
observer checklist, and this will make the possibility to repeat the study with the same results 
higher.  
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4 Empirical Data 
 
This chapter displays the empirical data collected from our two observations. We will first 

present an overview of the two supermarkets, and the following sections presents data related 

to each research question. 

 

Coop Sweden is a subsidiary to Coop Norden, which is owned by the consumers' cooperative 
movement in Sweden, Norway and Danmark. Coop Sweden offers everyday commodities in 
the chain stores Coop Forum, Coop Extra, Coop Konsum and Coop Nära. Coop Forum is 
except food offering clothes and shoes, toys, electronics and entertainment. The focus is on 
keeping the prices down, and this is mainly done through their own brand X-tra, which is 
comparable to the lowest-price commodities on the market. The range of products is 
characterized by high quality to a good price; this includes the well-known brands offered as 
well. 
 
The other company that we studied POPs in is ICA. ICA has several different types of stores 
and we chose to do our observation in an ICA Maxi store, which has all kinds of product from 
groceries, books, clothes, sporting goods, and household utensils to everything in gardening. 
 

4.1 Data from RQ 1 

 
We chose 6 different POPs (See appendix B) from those two supermarkets, three from each. 
Criteria for choosing them were that they were interesting as POPs in our minds and because 
they were those that we noticed directly. Our results from the observation are listed here 
below categorised by the attributes we observed. 
 
Lighting 

 
• The lighting in the two stores was not put up in any special way to make their POPs 

stand out in special way. This is probably due to the fact that the stores are very big 
and any special lighting might be difficult to carry out. 

 
Motion 
 

• All the POPs we saw where just regular with no special motion properties. 
 
Customizing 
 

• None of the POPs we saw seemed to be customized specially for the store only. It 
might be due to the fact that these stores mostly want to sell large amount of goods 
and therefore do not spend time on customized POP displays. 

 
Visibility 

 
• Gillette: It was easily seen as it was positioned right on the power aisle as you stepped 

into the store. There was no way to miss it. The products were easily seen from all 
angles since the display was round. 
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• Sheba: This was positioned in the pet food section and if you were there it was easily 
spotted as it was on the main aisle in this section. There were three POPs crammed 
next to each other where only the two of them where visible as the third one was 
behind the two and was in our opinion of little use. The products could only be seen 
from the main aisle since the third POP was headed to the same direction as the two 
others and therefore it was not utilized to the maximum. 

 
• Mariestads: This was positioned in the drinks section and on the main aisle there. It is 

quite easily spotted when you walk by, but the positioning amazes a bit since it is in 
front of another brand, which has somewhat similar colours as Mariestads logo, which 
is on top the POP display. The products were not very visible since the POP display 
was too deep inside so that the products were not able to stand out from the POP 
display. 

 
• Radar 1: This was positioned next to the personal hygiene section and was not on the 

main aisle. This was easily seen if you came right towards it. Blue colour with some 
red coloured products made the POP and the products easy to spot.  

 
• Radar 2: This was positioned next to the personal hygiene section and was not on the 

main aisle. It was hard to miss this POP when you were on this small aisle. The red 
and black colours match each other well. The products were also the same colour as 
the POP itself and therefore were a little bit harder to take notice.  

 
• Smarry: This was positioned on the power aisle where it could be seen very well as the 

big monkey stuffed animal draws attention. Under the stuffed animal you have the 
products, which are not that visible since they are very close to other products.  

 
Message 
 

• Gillette: We did not see a message on their POP display 
 

• Sheba “Gyllene Upplevelse”: The message is written with a small size in the upper left 
corner. It is short and describes the product colour (golden) with the message that it is 
an enjoyment for your cat to eat this specific food. 

 
• Mariestads: They do not have any message written on their POP display.  
 
• Radar 1 “Biter på insekter”: This message is written with small letters in white colour 

over a light blue background. Both the text and the background are light colours. 
 

• Radar 2 “Bekämpar myror ända in i myrboet”: This message is written with big bold 
letters in white colour over a red background, which makes it easy to read and the 
message itself clearly states what this product does. 

 
• Smarry “En lätt njutning”: It is written with big letters under the logotype of Smarry. 

The word “lätt” is written with normal type when the other words are written in bold. 
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Design 

 

• Gillette: This POP is designed as a football, since they are one of the official sponsors 
for the World Cup in Football 2006. It is divided into three sections where they have 
different products. On the top there is a cardboard that divides the “ball” into four 
parts. On the cardboard are Gillette colours with the World Cup trophy presented as 
someone is holding it in the air.  

 
• Sheba: The POP stands on a cylinder shaped with a steady square stand. It is decorated 

with tree twigs with leaves and the Sheba logo. Over that there are three floors of 
places to stock products. In this case they have three different products where they all 
have their own floor. Over them there is a picture of the cat food jar, a bowl of food 
and a picture of a woman with her cat. 

 
• Mariestads: They have a wooden barrel cut in half, where it says Mariestads in black. 

Over the barrel is cardboard logo of Mariestads with the price tag on the left bottom 
corner. 

 
• Radar 1: It is a cardboard POP with three floors for their products. On top there is a 

picture of a splash with insects that are upside down around it. Over that is the 
message and on top of all is the brand logo. 

 
• Radar 2: It is a cardboard POP with three floors and a kind of a pocket in front for 

easy access to the product. The bottom is decorated with ants. On the top circle formed 
piece, there are ants on the right bottom corner with the message in the centre of the 
red background. The circle is divided into two colours and the top is in black with the 
brand logo. 

 
• Smarry: This POP is a cardboard hanging from a toy ape. It is taken from the brand 

logo background and put the message under the logo. There is also a sign for a 
competition, which is black and red coloured. 

 
 
Unity 

 

• Gillette: The different elements in this POP are the stand, which is shaped like a 
football, that holds a shelf where the products are placed, and finally a cardboard on 
top that displays the brand. The colours of the display fit well together and the shape 
of it is constant and expresses a homogenous look. 

  
• Sheba: This stand which is shaped like a cylinder, with a square cardboard shelf on 

top holding the products shows the most unity in the selection of colours. All colours 
are soft and calm, and the ones on the pop fit well with the ones on the products. 
When it comes to the overall unity, the squared signboard on top causes some 
disturbance to the harmony of the image since it is not in line with the rest of the POP. 

 
• Mariestads: The POP from this brand is quite low, and not that deep. And the 

products are rather hard to see. The shape of the stand and the cardboard logo express 
unity, and the brand is maybe the first thing you notice when looking at the POP. 
Mariestads POP display shows a consistent image, with no unnecessary details. 
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• Radar: This display stand is blue with some black details, while the most of the 

products are mainly red. The display stand is angular and the products are cylinder 
shaped. The details on the stand connect well to the purpose of the product. The unity 
can be noticed, and the image as a whole offers harmony. 

 
• Radar 2: The elements in this POP include an angular stand, which holds the products 

and a circle shaped sign at the top. The products displayed are angular like the main 
part of the display stand. Colours used are red and black on some details. There is a 
harmony to the overall image, but the circle shaped sign on top with the brand name 
on makes you notice the brand before the product itself. The details on the stand are in 
line with the characteristics of the product. 

 
• Smarry: This POP draws attention to itself because of the size of it, this meaning the 

ape hanging from the ceiling. The display standing on the floor, holding the products, 
does not receive the same interest. The unity is disturbed by one part of the POP 
taking up the focus of the whole display.  

 
Proportion 

 
• Gillette: Overall the POP does not seem to have the proportions of a golden section. It 

looks more like it is divided in half from the end of the stand part and the product part. 
 

• Sheba: This POP looks like that it falls into the category of a golden section.  
 

• Mariestads: This POP seems to miss the golden section. The top looks like it is too 
low and the barrel look like it could be shortened a bit to give it a better proportion. 

 
• Radar 1: If we disregard the stand, then the proportions look like it is a golden section. 

The same goes for the picture above. The Brand name look like it is in the upper 
section and the picture with the message is in the lower section of the golden section.  

 
• Radar 2: In this one the products and the advertisement on top form a golden section. 

The same goes for the advertisement itself where the white line divides the lower and 
the upper section of the golden section. 

 
• Smarry: The stand on the floor look like it has a golden section proportion from the 

bottom up to where the POP stand end. The sign hanging from the monkey does not 
look like have the properties of a golden section. 

 
Focal Point 

 
• Gillette: The area that attracts the most attention on this POP is the world cup trophy 

showed on the cardboard on top of the display stand. The size of it is relatively small 
compared the stand as a whole, but still it makes you look a little bit longer. The brand 
name is shown close to the trophy and automatically receives some attention in its 
behalf. 

 
• Sheba: At the top of the POP display there is a cardboard showing a plate with food 

on, and this is the area of the stand that attracts the most attention. The focal point, the 
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plate, is placed in the centre of the cardboard sign and is quite small relative to the 
stands size. 

 
• Mariestads: The barrel and the brand, Mariestads, is the focal point of this POP. The 

size of it is large and it receives immediately all attention. The products are hardly 
noticed and do not obtain the same amount of awareness. 

 
• Radar: The focal point is the picture with the insects that are upside down. The size is 

small in comparison to the stand as a whole. The brand name is printed above it and 
you automatically see it. 

 
• Radar 2: Here the focal point is the message “Bekämpar myror ända in i myrboet” and 

it is typed with big letters, but in comparison to the stand as a whole it is small. It is 
written under the brand name. 

 
• Smarry: The focal point is the Smarry logo in the middle of the sign hanging from the 

ape. It is big compared to the sign itself. 
 

4.2 Data from RQ 2 

 
The observation of the two supermarkets, Coop Forum and ICA Maxi, was done in order to 
determine the image of the stores and the price perception of them. This was done through 
watching mainly the power aisle.  
 
The first store we visited was Coop Forum, and the first impression encountered was that this 
supermarket offered a lot of different types of goods. In order to get to, what we believed was 
the power aisle; you had to walk through hygiene commodities and clothes. The power aisle 
was moreover not easily noticed and it was not a clear aisle throughout the whole store. 
Instead it included turns that made it hard to see where it was leading, and also plan the 
shopping route. In the beginning of the power aisle mostly non-food commodities was 
displayed, and at our visit it was mainly grill accessories and other things needed for barbeque 
that fits the season. As the aisle continued other types off goods were displayed, and more 
eatable products could bee seen. The perishable goods was placed in the back of the store, this 
meaning the largest distance from the entry.  
 
ICA Maxi was the next store to be observed. When entering the supermarket the first feeling 
was that everything looks very big, and this implies that this store offers everything you may 
need. The layout of the store is fairly similar to Coop Forum’s, first the personal hygiene 
commodities are displayed, and then other non-food goods followed by the food and finally 
ending with the everyday commodities. At the entry of the store the same theme as Coop 
Forum presented was used, meaning grill accessories. Moreover, ICA Maxi had two clear 
power aisles running through the whole store, and these are easy to follow since they are 
straight and give a good overview of the store.  
 
Amount and Quantities of SKUs to determine store image 
 
When looking at the SKUs Coop Forum had quite many. The power aisle was characterized 
by them, and it was also here most of the SKUs could be found, further a lot of different 
products and brands were displayed here. As mentioned the order of the goods on the power 
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aisle ranged from non-food to the most necessary commodities, like milk and bread at the end 
of the aisle.  
 
The amounts of SKUs in ICA Maxi are not as big as it is at Coop Forum. Instead the SKUs 
are fewer and more of each item is displayed. The power aisles feel clean and in the place of 
SKUs, POPs are placed at the end of most racks. Largest amount of SKUs could be found in 
the part of the store where soft drinks and similar products were placed. Here ICA Maxi’s 
own brand, ICA, stood out when it comes to space and amount of products stocked. 
 
Coop Forums own brand, X-tra, could be seen to have most floor and shelf space and was 
prioritized in terms of SKUs. Other brands had less space and were not as clearly displayed, 
instead as many different brands as possible was competing for the customers’ attention on 
the power aisle.  
 
In both of the stores the entry and the exit looked almost the same, but the most similarity in 
the layout could be found at the checkout. The area in front of the cash registers was filled 
with candy, and ice cream and other products that you do not necessarily need, but may buy 
out of impulse.  
   



Data Analysis 

23 

5 Data Analysis 
 
In this chapter we will analyze our collected data and further compare it to the theories 

presented in the conceptual framework stated in chapter two. The analysis attempts to answer 

the research questions in order to draw conclusions, which will be outlined in chapter six 

together with our findings. 

 

The analytical strategy of this thesis is to rely on theoretical propositions that led our case 

study and are reflected in our data collection plan (observation checklist). We will conduct a 

within-case analysis to compare our data with our frame of references.  

5.1 Design of POPs 

 
Skaredoff (2004) wrote about first things to consider drawing attention, which were lighting 
and motion. None of these things were applied in the two stores. No special lighting might be 
due to the fact that the stores are very big and therefore it is impossible to direct special 
lighting to all POPs, but instead create a general good lighting in the store. 
 
Skaredoff (2004) further writes about the importance of customizing. POPs we saw where not 
customized in any special way for the stores, but they were customized to their own brand 
specific colours, graphics except for Radar where the POP was customized to be product 
specific. This is most likely because Radar is a product in the SC Johnson Company, which 
has different household products separate from each other. Therefore the only way to 
recognize the product is by the product colours and logo. 
 
Next thing Skaredoff (2004) is writing about is visibility where the products should be visible 
from all angles and distances. The only POP that really did this was the Gillette POP that was 
very well positioned in the store to make it visible from a distance and the round shape of the 
POP made that all the products could be seen very easily from all angles. Sheba, Radar and 
Smarry have their products fairly visible since they can only be seen from the front side. But 
they area visible from the angles you can see the products. As when it comes to Mariestads, 
the products are way too invisible in the barrel and should be brought up better.  
 
Furthermore Skaredoff (2004) writes about is the message, which should be quick and 
effectively transmitted with preferably in bold graphics and attractive design. In this point the 
POPs have succeeded well, except for Mariestads and Gillette who did not have any message, 
since they all have a short message, which effectively transmits the message about their 
product qualities. Sheba has an attractive text design, Radar 1’s design is good, but not written 
in very large letters, Radar 2’s message is written with big bold letters and Smarry’s message 
is written with big letters using both bold and normal letters to enhance the effect of their 
message. 
 
Lastly Skaredoff (2004) writes about the design, as the display should be aesthetically 
pleasing. The design of the Gillette is not that pleasing for the eye since we feel that there are 
too many products and looks somewhat messy. There are way too many different colours, 
which makes it look like here are cheap goods and does not in our opinion bring the brand up 
in a good way. Sheba on the other hand looks very nice with its nice golden colour and quite 
discrete design overall. Mariestads wooden barrel is very interesting design wise since it 
represents how beer was kept back way back in time. Even though this barrel is very nice, but 
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it does not blend in well with the Mariestads sign above and also because the products are 
hardly visible it is not that pleasing for the eye. Radar 1 and 2 has both nice designs with nice 
colours that match the products. Smarry’s display looks a bit messy with the boxes all stacked 
up on each other and also the very different sign with a competition that does not match up 
with the rest of the design at all. 
 
In table 5.1 you can see the results summarized to a easier form. 
 
Table 5.1: General POP look 

Observation Unit Lighting Motion Customizing Visibility Message Design 

Gillette No No Brand Very good No Message Messy 

Sheba No No Brand Good Attractive 

design 

Very good 

design 

Mariestads No No Brand Bad No message Interesting, 

eye catching 

Radar 1 No No Product Good Good, Small 

letters 

Good design 

Radar 2 No No Product Good Big bold 

letters 

Good design 

Smarry No No Brand Good Big letters, 

very good 

Messy 

 
Lighting and motion do not seem to have any support in these stores to make their POP 
displays stand out more. Customizing is done mostly with the brand specific colours except 
with Radar’s POPs. Visibility is in general good and the messages are written generally as the 
theory explains with the exception of Mariestads and Gillette who did not have any message 
at all. The designs of the six POPs we looked at are pretty well done with the exception of 
Gillette and Smarry, which we thought were a bit messy.  
 
When we go deeper into the design of POPs, Jansson et al (2003) write about three design 
attributes that are believed to be important to any design, which are Unity, Proportion and 
Focal Point. 
 
Jansson et al (2003) explains that unity is characterized by different elements of a design 
being in harmony together. Moreover, the image as a whole must be paramount compared to 
the individual parts of the image. We looked closer on the elements and harmony of the POPs 
observed in order to determine if unity existed.  
 
The Gillette display was constant in its shape and also was a good example on a POP that 
follows Jansson et al’s (2003) theory. The colours expressed harmony and were appropriate 
for their target group. Other POPs that followed this theory quite well were Sheba, Radar and 
Radar 2.  
 
The POP displaying Mariestads was not in line with Jansson et al’s (2003) theory; the display 
stand expressed no obvious unity together with the elements of the stand. Further, no harmony 
between the stand and the product could be seen. The products were hardly seen when placed 
in the display stand, but the POP was quite different and stood out of the masses and this may 
give it the extra attention needed to be noticed by the customers. Although, the design was not 
the best, meaning not following the theory of Jansson et al (2003) or our opinion of a good 
POP design.  
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Smarry’s POP display is characterised by a giant ape hanging from the ceiling, and this is 
what draws your attention. The cardboard stand and the products are not given much 
attention. A problem with this POP can be that the focus is placed to far away from the 
products, and this may make the customers ignore them in favour for the ape. But a possibility 
is also that the ape raises an interest, and then makes people look for the products it is 
connected with. Further, the products displayed seem very small compared to the ape, and for 
that reason may not encourage a purchase.  
 
We found that unity is a key for the POP to be noticed by the customers. The first POP we 
saw was Gillette, which is a great example of a POP characterized by harmony and between 
the elements. The Radar 1 and Radar 2 POPs were also characterized by unity, while 
Mariestads and Smarry were harder to notice maybe because the lack of unity in the displays.  
 
According to the theory by Jansson et al (2003), the most pleasing proportion for the human 
eye is the golden section and it should be used when designing POP displays. We found that 
some of the POPs looked like to follow this rule. What we noticed that there are several places 
where the POP can have a golden section. It can be the POP itself as a whole, the sign with 
the logo and message or both. 
 
The Gillette POP does not have a golden section. It looks like that it is half boll and half 
products. This does not in our minds affect the overall look of the POP and does not have to 
have golden section proportion since the actual design is very manly as it is directed to 
football fans. On the other hand Jansson et al (2003) had found that proportion is the most 
important factor for men of what they think is appealing. 
 
Sheba display has a good proportion and we consider that it is a golden section proportion. 
The stand is B and where the products are plus the sign over the products form A.  
 
Radar 1 has two, as we see it, two golden sections. First one is the product section and the 
sign on top. The sign also has a golden section in it. The Radar logotype is the B as the 
message and the insects are A.  
 
Radar 2 has as we see it two golden sections in the POP. First one is the whole display as the 
stand is B and the rest is A. The other one is the sign on top. There the line that separates the 
two colours marks where the golden section is.  
 
Smarry has a golden section, as the bottom of the display is B and the back is A. One problem 
with this POP is though that there are so many products that the golden section in our minds 
goes wasted.  
 
A Focal Point attracts attention to the most important areas of the design and constraints the 
rest of the design (Jansson et al, 2003). The focal point can be small, large or no focal point at 
all (ibid). Four of the POPs we looked had small focal points and rest of the two had large 
focal points.  
 
Gillette has a small focal point in form of the World Cup trophy, which draws attention. It is 
positioned close to the brand name and therefore makes you even notice that. Sheba’s focal 
point is in form of the plate of food and it is a small focal point. Mariestads focal point is the 
barrel and the text Mariestads as it draws direct attention to the rest of the display. The focal 
point for Mariestads therefore is large. Both Radar 1 and 2 have small focal points and lastly 
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Smarry, which has a large focal point due to that the sign that is hanging from the ape has a 
big Smarry logo which draws your attention,  
 
Table 5.2 shows all the POP displays summarized to a table with the three attributes unity, 
proportion and focal point. 
 
 Table 5.2: Unity, Proportion and Focal point 

Observation Unit Unity Proportion Focal Point 

Gillette Unity No golden section Small 

Sheba Unity Golden section Small 

Mariestads Disunity No golden section Large 

Radar 1 Unity Golden Section Small 

Radar 2 Unity Golden Section Small 

Smarry Disunity Golden Section Large 

 
From this we can see that Unity is preferred in most of the designs we have looked at. Also 
the golden section is used more than other proportions and the focal point is in most cases 
small. This is somewhat close to the theory how POP displays should look. 
 

5.2 In-store Environment 

 
The observations conducted both started at the entry of the supermarkets. The first impression 
was fairly similar, and each store communicated cues that said; “we offer everything you may 
ever need under the same roof at a good price”. These cues are by Burns and Smith (1996) a 
way of telling the customer about the wished image the store want to convey. Coop Forum 
and ICA Maxi are both communicating a low-price image to the customers, and this is the 
base to build the store’s image as well as the store environment (ibid).   
 
The cues communicated in the observed stores mainly appeared in the power aisles, and the 
products displayed here are according to Burns and Smith (1996) characterized by cost 
savings. Our findings suggest in opposite to Burns and Smith’s (1996) study that the power 
aisle is the main position for the stores own brand, X-tra and ICA, and not only goods with 
significant cost savings. But in line with their study these are low-price brands, and from that 
standpoint their theory matches our findings. Although, our belief is that these products are 
displayed here to get the customers attention and in that way promote the brand itself, not 
only because of the fact that they are cheap in relation to similar goods.  
  
The amount of SKU’s differed slightly between the stores, at Coop Forum they characterized 
the power aisle and took up most of the space in this area of the store. The amount of SKU’s 
was in other words quite large as so were the size of them, and as mentioned X-tra was given 
the preferable position and the brand was clearly displayed. At ICA Maxi the number of 

SKU’s was not as big, instead fewer types of products and more of each item were stocked. 
Burns and Smith (1996) show that the amount of SKU’s in the power aisle affects the 
customers’ price perception of the products. It is further stated that a smaller number of 
SKU’s will convey a lower price image than a large amount of SKU’s communicates. 
According to this theory the price perception of Coop Forum is higher than that of ICA Maxi, 
since the number of SKU’s is not as high at ICA Maxi. The feeling you get when entering the 
stores supports Burns and Smith’s (1996) theory about the in-store environment, and also our 
findings regarding the number of SKU’s. But somehow, the power aisles of ICA Maxi felt 
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more clean, structured and proper, and may give the impression of a higher standard as well as 
price perception and this is not in line with Burns and Smith’s (1996) study.  
 
The fact that the two stores may have different merchandising policies was not taken under 
consideration since they both stand for being low-price supermarkets, offering the best price 
possible to the customers. But the fact that they may have dissimilar policies does not change 
the result of our findings, which shows that Coop Forum communicates a higher price image 
through the layout of their power aisle and in-store environment. The cues communicated may 
be designed deliberately or unintended to give the customer this image of the store (Burns & 
Smith, 1996), and if both stores strived for communicating a low-price image to its customers 
this result shows that ICA Maxi’s policy were better than Coop Forums, when it comes to 
giving the customers this image. Table 5.3 below shows the results of our observations.  
 
 
Table 5.3: How can the in-store environment be described? 

 

Observation Unit  

 

 

Number of SKU’s 

 

Price Perception 

 

Store Image 

Coop Forum Many High High 

ICA Maxi 

 

Few Low  Low 

 
Table 5.3 shows the observation unit and further the number of SKUs in the power aisle, this 
makes it possible to according to Burns and Smith (1996) determine the store image as well as 
the price perception of the store and mainly the products in the power aisle. 
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6 Findings And Conclusions 
 
In the last chapter we analyzed the data we collected from the observation and compared it to 

existing studies. In this chapter we will answer the research questions we stated in the first 

chapter and by that reaching our purpose of this study, which is to provide a better 

understanding on how POPs are used in a retail environment.  

 

6.1 How can the POP design be described? 

 
We have seen that there are lot of POP displays in the supermarkets, where some of them 
seem to be very well though out and designed. But to draw attention in any very special way 
like giving them motion is not used at all in this kind of environment. Perhaps the 
environment is not suited for POPs with motion, which might be depend on that they might 
look tacky and the storeowners do not want this to happen. There is neither any lighting that 
would make people notice the POPs in any special way, which most is most likely because 
they use their lighting for creating a general good lighting in the whole store, since it is 
probably easier to create a good general lighting than doing anything special for a certain POP 
in a big supermarket. The POPs are often designed after the brand colours and sometimes with 
the products colours. Those POPs that are designed with the product colours are done this 
way, because a big company like SC Johnson who makes many different products for 
different purposes and therefore the product name is what the products are known for. This is 
unlike for example Sheba, who has different cat food products, simply promote their brand 
name, Sheba, instead of the individual products that they have. The products were well shown 
in overall, even though the placing in the stores was sometimes questionable. For example the 
Sheba POPs were all facing the same direction thus not taking advantage of all three at the 
same time. There should be more communication between the brand owners and storeowners 
to make sure this does not happen. Messages in the POPs are short and describe what the 
products are good for. Mariestads does not have a message, which in their case does not have 
any effect since we think that the barrel itself says enough. The designs are mostly very well 
done and have had thought behind them. Gillette and Smarry were a bit messy though since 
they had too many items and the colours did not really match the overall look. 
 
When it comes to unity, the POP displays we have looked at have shown that they for the 
most part have unity. It is important for a POP display to have unity, since it makes the 
display nice to look at and therefore makes the display easier to notice. It also makes you to 
look at it for a longer time and therefore might make a purchase more likely to happen.  
 
The golden section was used in several cases and the more you look you notice that it is used 
widely in POP displays. The golden section just makes it nice to look at the display and to 
notice the small details in the display. Like in the Radar displays it made the message more 
pleasant to read.  
 
A small focal point is mostly used often close to the brand name. In cases where there is a 
large focal point, the brand name is the focal point. This might depend on that when the focal 
point is meant to be large, the brand name is then the most important. As when the focal point 
is small, the POP display wants to give the person looking at it a vision of what the product 
does, which on the other hand is close by the brand name to make the person remember the 
brand name by the vision of what the product qualities are.  
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We have the following specific conclusions regarding research question one: 
 

• POPs do not need to have motion or special lighting in a supermarket environment 
as long as the products are shown well in a stylish matter with a good and clear 
message. 

• The three attributes unity, proportion and focal point play a role in how the POP 
display is received. 

• We can conclude that the three POPs that were the nicest to look at were Sheba 
and the two Radar POP displays. 

 

6.2 How can the in-store environment be described? 

 
The in-store environment is filled with complex cues communicated to the customers, and 
these cues may be intentionally or non-intentionally expressed to the customers. Even though 
all of the in-store environment can be seen to communicate these cues, the main place where 
these can be found is the power aisle.  
 
The power aisle is a big main aisle running through the store and displaying various goods, 
which are given a preferred location since the products displayed here are clearly visible to 
most of the customers since they commonly walk along the power aisle when doing their 
shopping.  
 
We found that the amount of SKUs may determine the price perception as well as the store 
image. A store with many SKUs showed a higher price perception and the image of the store 
was perceived to be higher than of a store with fewer SKUs. The price perception and image 
of the store is greatly affected by the merchandising policies, meaning how the layout of the 
store is planned.  
 
Furthermore, the place where the image of the store is set is the power aisle. This is the area 
where the customers’ minds are built up creating an opinion about the store and the shopping 
experience is much affected by these surroundings. To be stated is that the in-store 
environment is of great importance when creating an image and also determining how the 
price perception of the store will be conveyed. The in-store environment may in many 
situations be one of the conclusive factors of success in sales or not. 
 
We have the following specific conclusions regarding research question two: 
 

• The in-store environment is full of cues that communicate different messages to the 
customers, messages concerning price perception and image and affects the customers’ 
shopping behaviour.  

• The power aisle is the single area of the store that has the greatest affect on the 
customers’ opinion about the store, this area is where most cues are communicated and 
serves an important factor when exposing products and creating an image. 

• The amount of SKUs affects the price perception as well as the store image; small 
quantities of SKUs have a negative affect on the price perception and image of the 
store. 

• The merchandising policy is important to consider in order creating the appropriate in-
store environment and the wanted store atmosphere, a faulty merchandising policy that 
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is not in line with the wished image makes it hard to communicate with the customers 
in the right way. 

• The in-store environment is in many cases the difference between a purchase by the 
customer or not. A customer that wants to buy low-priced goods may be confused if 
the store express a higher price-level, but still has low prices. In this situation the 
customer may chose another store.  

 

6.3 Implications & Recommendations  

 
Here we will give our recommendations for theory, practitioners and for future research 
within the area of how the POP design and how the in-store environment can be described. 
 

6.3.1 Implications for theory 

The purpose of this thesis is to provide a better understanding on how POPs are used in a 
Swedish retail environment. This have been fulfilled through exploring, describing and 
beginning to explain through following our conceptual framework and moreover collecting 
data, which made it possible to answer our two stated research questions. We have explored 
the research area through conducting observations in two separate, but quite similar 
supermarkets. We have further described by examining the in-store environments including 
the POP displays, and we have begun to explain while answering our research questions 
through analyzing our collected data. The area should be considered to further research, since 
it is very broad and there are many things to discover. 
 

6.3.2 Implications for practitioners  

 
Implications for practitioners are based on our data and findings and can be seen as 
suggestions to managements. Our study and the following implications are based on empirical 
data, analysis and conclusions made during the study.  
 
Our study included observations in two different supermarkets, which both expressed a low-
price image to the customers. Since two separate observations were made, a more general 
picture can be given than only one observation would have offered. Still the study is limited to 
supermarkets and is because of this best adapted to this specific situation and environment.  
 

• The design is a very important factor for success when making a POP display. A bad 
design can make a person look away and not get the message a company is trying to 
put through to potential customers. 

 
• The positioning in a supermarket for the POP display is important, as the customers 

must be able to see it well. It should also be made clear, by communicating between 
the people responsible in the store and the brand owner, how the POP display should 
be positioned to maximize the profits for both parties. 
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6.3.3 Recommendations for future research   

 
During our study we detected areas that were not to be examined on the basis of our purpose. 
These areas are propositions for further research and what we believe would be interesting to 
see additional research on.  
 

• It would be interesting to look more closely on how big part the producer has on 
the positioning of the POP display in the stores and how it is done. 

 
• Differences between women and men, when it comes to image and price 

perception as well as POP design, and further how the in-store environment affects 
them. 

 
• To look more closely on how POPs and the layout of the store affects sales.  

 
• Compare merchandising policies of different stores in order to determine which 

characteristics a successful merchandising plan should include. 
 

• To do research in small stores and compare them to larger ones. 
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Observation Guide 
 

Research Question 1 
How can the POP design be described? 
 

• Lighting 
• Motion 
• Customizing 
• Special features 
• Visibility 
• Message 
• Design 

 
• Take notes of the designs and photographs if possible 
• Look at the unity 

o Elements 
o Harmony 

• Look at the proportion 
o Golden Section 

• Look at the focal point 
o Small 
o Large 
o No Focal Point 

 
 
Research Question 2 
How can the in-store environment be described? 
 

• Look at the amount of SKU’s on the power aisle to determine the image the store 
wants to display. 

• Look at the quantities of the SKU’s on the power aisle to compare the price perception 
of the two supermarkets. 
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