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Tämä opinnäytetyö on tehty Kari Aukia Oy:lle ja työn tavoite oli tutkia kansain-

välisen Shop-in-Shop konseptin vastaanottoa Moda Aukia Vaasassa, Kokkolassa 

ja Seinäjoella. Tavoitteena on myös selvittää asiakkaiden kokemuksia myymäläs-

sä. Asiakkaiden mielipiteiden tunteminen Shop-in-Shop konseptista, kansainväli-

sestä tuotekuvasta, ostotottumuksista sekä tuotevalikoimista Moda Aukia- myy-

mälöissä antaa Kari Aukia Oy:lle tietoa tulevaisuuden parannusmahdollisuuksiin 

niin osastoissa kuin asiakastyytyväisyydessäkin. Tämän tutkimuksen on tarkoitus 

avustaa tulevaisuuden päätöksentekoprosesseissa. 

 

Teoreettinen osa käy läpi markkinointia, asiakaskäyttäytymistä, asiakaskokemus-

ta, somistusta ja visuaalista markkinointia sekä merkkituntemusta. Kvantitatiivi-

nen menetelmä valittiin tutkimukseen, sillä kyselylomake oli  sopivin sekä hel-

poin tapa saada vastauksia ja selvittää asiakkaiden ajatuksia sekä kokemuksia. 

Kyselylomakkeet olivat esillä Moda Aukia-liikkeissä ja verkossa Moda Aukian 

Facebook-sivulla 12.-22.3.2015 aikana. Kyselyyn saatiin yhteensä 184 vastausta. 

 

Tärkein tulos oli, että asiakkaat olivat yleisesti tyytyväisiä Moda Aukia-

myymälöihin ja kansainvälisen Shop-in-Shop konseptiin. 

Vastaajien parannusehdotukset koskivat liikkeen ulkonäköä, tunnelmaa sekä tuo-

tevalikoimaa. Tutkimuksen tulokset osoittivat, että vain pieni osa vastaajista tekee 

merkkivaateostoksia ulkomailla. Tulokset osoittivat myös, että suurin osa vastaa-

jista oli kanta-asiakkaita, mutta yllättäen vain pieni osa tekee Moda-kortti tarjous- 

ostoksia. 
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This thesis has been made for Kari Aukia Oy and the purpose of this study is to 

research the International Shop-in-Shop concept in Moda Aukia Vaasa, Kokkola 

and Seinäjoki. The aim is also to find out customers in store experiences. 

By knowing how the customers find the Shop-in-Shop concept, International 

brand image, in-store experience and brand selection Kari Aukia Oy will in the 

future be able to improve their departments and customer satisfaction. This study 

is intended to help with information to assist in the future decision-making pro-

cesses. 

 

The theoretical part describes marketing, consumer behavior, customer experi-

ence, display and visual merchandising as well as brand knowledge. The quantita-

tive method was chosen as the research method since a questionnaire was the 

most suitable way to collect answers and collect data on customers’ thoughts and 

experiences. The questionnaires were available in stores and online on Moda 

Aukias Facebook page during 12. -22.3.2015. Totally 184 respondents answered 

to the survey. 

The most important result that came up from the survey was that the customers 

were generally satisfied with their local Moda Aukia stores and the International 

Shop-in-Shop concept. Respondents’ improvement suggestions concerned store 

layout, atmosphere and brand range. The survey results showed that only a small-

er part of the respondents make brand-clothing purchases abroad. The results also 

showed that a large part of the respondents were loyal customers but surprisingly 

only a small part makes Moda card offer purchases. 
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1  INTRODUCTION 

Kari Aukia Oy is operating three Moda Aukia stores, Vaasa, Kokkola and Seinä-

joki. These stores are a part of the Moda Chain, which is operated by the Tex-

moda Fashion Group. There are 37 Moda retail shops all over Finland and the 

stores feature one of the most extensive selections of brands in Finland. The Moda 

chain is the biggest clothing specialist retail chain in Finland and Finnish private 

retailers own it. The youth clothing chain Jim&Jill is also part of the Texmoda 

Fashion Group chain. (Texmoda Fashion Group 2015) 

The idea for the research developed through Kari Aukia´s offering on a thesis sub-

ject and my own interest in brand knowledge and buying behavior. I am also cur-

rently employed by Kari Aukia Oy, and working at Moda Aukia Kokkola. The 

stores have a wide brand range for both men and women and the trend for shop-

in-shop departments are expanding. Kari Aukia wanted to find out how well cus-

tomers receive this phenomenon and what kind of image they have of it. 

The subject of the study has been interesting and exiting from the very beginning. 

I believe that my own experiences as a sales clerk bring added value for this re-

search and the results will bring me more understanding for the customers shop-

ping experiences and expectations that I can put to a good use in my own work. 

1.1 Construction of the thesis 

This study consists of five chapters. In the first chapter, the Case Company, aims 

of the study, research problem and relevant information of the study is introduced. 

In the second chapter we go trough the theoretical framework of the thesis. The 

third chapter presents the research methodology. In the fourth chapter, the survey 

results will be analyzed. The conclusion and suggestions will be discussed in the 

fifth chapter. 
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1.2 Case company 

The Case Company of this thesis is Kari Aukia Oy. This study focuses on three 

Moda Aukia stores that are located in Vaasa, Kokkola and Seinäjoki and they are 

operated and owned by Kari Aukia Oy. Kari Aukia Oy is a part of Aukia-

companies to which also Jim&Jill Kokkola, Esprit Vaasa and Tampere, Moda 

Aukia Tampere and the international web-shop www.aukia.fi belong. The Aukia 

companies began operations in 1956 as a family business that is now operated in 

the third generation. 

The stores are international multibrand stores, which mean that they offer a wide 

range of quality branded clothing, bags, shoes and accessories for both men and 

women. Moda Aukia is highly focusing on a wide brand range and quality cus-

tomer service that is tested on a regular basis. (Aukia 2015) 

1.3 Aims of the study 

The aim of this study is to research the Shop-in-Shop concept as a whole in the 

case company. In the future the case company is willing to increase the amount of 

Shop-in-Shops for existing as well as new coming brands in their three current 

Moda Aukia stores in Finland. This study is intended to help with information and 

to assist in the decision-making process. 

The study will focus on the Shop-in-Shop concept, shopper marketing, visual 

merchandising, customer behavior, buying habits, in-store experience and cus-

tomers’ point of view and reception on the shops. One aim of the study is to learn 

about the customers’ point of view of having international brands, their interna-

tionally recognizable shop-in-shops and product placement and the possible added 

value the shops bring for the shopping experience both in Finland and abroad, are 

the customers today brand conscious and loyal customers? 

 

 

http://www.aukia.fi/
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1.4 Research problem and research questions 

Defining the research problem is the most critical step in the research process. Un-

less the problem is accurately defined, the information collected will be of limited 

or no use. (Easey, 2009, 100) 

The case company is willing to increase the amount of shop-in-shops in their cur-

rent three stores in three different cities in Finland. The brands are all Internation-

al brands that are available and popular in several countries. Today several brands 

have requirements on how they want their products to appear in the stores so they 

are offering marketing material for the stores in the form of a Shop-in-Shop that 

reflects the brand and also the lifestyle the it represents.  

The brands want to globally implement consistency and recognize ability within 

their brand. The Shop-in-Shops have become popular and sought after in multiple-

brand stores since they exude quality and tells the end customer a story about the 

brand image and lifestyle it represents.  

The research problem is to figure out the customer receptiveness of this already 

global trend in the case company stores. Are the customers receptive to this phe-

nomenon? Are they seeking for this particular shopping experience? And are they 

going for the same brands also while abroad since they recognize the flagship 

stores and the brand image. Are the customers’ today brand conscious, loyal cus-

tomers and do they seek for the same brands wherever they are? 
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1.5 Introduction Shop-in-Shop concept 

The Shop-in-Shop concept refers to a clothing brands own department inside a 

store. This section has usually its own designed furniture, hangers, and manne-

quins, display guidelines, props, as well as marketing materials etc. 

The shop-in-shop organization cooperates very closely with each country organi-

zation to ensure the best buying, visual expression, key account management and 

country-specific DNA. Every shop-in-shop is tailored to meet the needs of the 

partner in question. This allows for visual merchandising, giving a high turnover 

per square meter and ultimately one of the best shop-in-shop performances on the 

market. (Jack&Jones, Wholesale intro, 2014) 

 

 

Figure 1. Park Lane Shop-in-Shop at Moda Aukia Kokkola 
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1.6 Introduction Flagship store 

The flagship store (also referred to as a Concept store) is the biggest and most im-

portant store of the brand. Flagship stores can be found in well-known shopping 

areas and are more exclusive than the normal retail stores in shopping malls and 

Shop-in-Shops in department stores. 

The supply, decoration, service, and product placement is also of a higher quality 

compared to the brands other stores. The flagship store is an inspiring place, its 

intention is to show the brand concept at its best and add value to the customer's 

purchasing experience. (Retail Industry 2015) 
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2 THEORETICAL FRAMEWORK 

2.1  Brand knowledge  

To be noticed brand knowledgeable means having an ability to understand and 

combine the symbols that are available in a brand culture and also to understand 

the meanings of them. Brand knowledge consists of three levels. The first level of 

brand knowledge can be exemplified by a consumer who is familiar with a partic-

ular brand and have maybe bought some clothes that he or she thought was neat. 

At this level the consumer is aware of the brand name and the visual symbols as-

sociated with the name. The second level of brand knowledge is when a consumer 

regularly follows the brand's marketing and product launches and keeps you up to 

date with the company's product range and values. At this level the consumer also 

keeps track of how other fans relate to the brand in question, has a certain aware-

ness of the brand's cultural status, how to consume the brand in an appropriate 

way, how the garments should fit and in which situations they should be used. 

 In addition some consumers have the ability to actively manage the brands devel-

opment. These consumers master the third degree of brand knowledge. They are 

seen as trendsetters by other consumers and are often celebrities and other high 

cultural persons. Today, for example bloggers would be considered to be at the 

third level of brand knowledge. (Bentsson, 2006, 51-54) 

2.1 Brand equity 

Brand equity includes aspects such as consumer loyalty, awareness, and perceived 

quality of the brand. Brands are not meaningful in themselves but that idea is cre-

ated over time in the relationship between consumers and brands. This relation-

ship is in turn affected by a variety of actors where marketers and the marketing 

campaigns designed only represent a limited part. The meaning of a brand is a not 

static, it is constantly negotiated in an interplay between a number of different ac-

tors and contexts. 
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Several brand management theories assume that a company has a certain brand 

identity that they choose to communicate. This image is transferred to the con-

sumer trough marketing and is transformed into the consumer’s consciousness as 

brand image. According to the classic brand literature, marketers should set the 

brand identity and project that to achieve a desired image among the consumers. 

So the brand building activities the brand manager makes should preferably result 

as a similar understanding among the consumers as what the company whishes the 

brand to stand for. Therefore, that brand image is a kind of mirror image of 

brand's identity. But since consumption is a continuous process, the brand image 

is never fixed and it is constantly under development. (Bengtsson, Östberg, 2006, 

10, 57) 

A brand is everything that is known and felt about a product or service or organi-

zation, from its recognizable name, logo, slogan, and packaging, to the power it 

holds in peoples’ minds. For the most part, consumers respond to a brand image, 

the deliberate, consistent way the company communicated a product’s qualities 

and essence. For example when you are traveling and you see that familiar brand 

sign, you go for that, even if there would be local options. The creations of a posi-

tive brand image will draw targeted buyers to that particular brand and keep them 

coming back, despite the location. That is a big part of successful marketing, 

which is developing brand loyalty. 

Brand loyalty is a behavior exhibited by customers who have strong connections 

to their favorite brands; this includes purchasing a certain brand again and again. 

When brand image and brand loyalty have both been achieved, the result is brand 

equity, a group of strong assets that include value esteem and worth, intangibles 

that help create satisfaction, retention, and demand in the marketplace. Customers 

can become very attached to certain brands and refuse to buy others for a variety 

of reasons that range from emotional, to rational. Despite the reason, the success-

fully integrated marketing system has created an image that satisfies the needs of 

the customer in ways that are more appealing than the efforts of competitors. 

(Rath et al. 2008, 22)  
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2.2 Customer experience 

In previous years there have been changes in consumer behavior. Before custom-

ers flocked to large stores on busy main streets, attracted by value for money and 

a good location. Today customers are seeking experiences. By understanding and 

manipulating customer experience in the company is what today differentiates the 

companies that survive and prosper from those that fail. It’s vital for a company to 

be good at being “experience psychologists”. Over 50% of a customer experience 

is about emotions, how a customer feels.  (Shaw, Dibeehi, Walden, 2010, 9)   

People take in information through their 5 senses; sight, hearing, touch, smell and 

taste, meaning that the five senses need to be considered when designing a delib-

erate customer experience. (Shaw, 2010, 3) Sight and sound are the most domi-

nant senses; you can advantage them in the store environment making the atmos-

phere in the store an experience for the customer. When entering a store we direct-

ly gain a sense of the design and style. Color choices in the clothes and interior 

can give a powerful effect and sense of energy and fun. Choice of music playing 

in the store can for example be used to match the tastes and preferences of its tar-

get market, using a customized playlist the store can create an interior soundscape 

in close harmony with the brand’s own image. (Ståhlberg, Maila, 2012, 76-77) 

(Rath et al. 2008, 59) 

Appearance and ambience of a store are very important to consumers in deciding 

where they want to shop, shoppers tend to stay away from retailers that look and 

feel the same as other retailers and also avoid stores that are disorganized. The 

physical features of a store are often what give consumers their first impression of 

a retailer, so most stores devote considerable effort to designing a look and at-

mosphere that will create a favorable impression as well as differentiate them 

from other stores. It applies both to the store’s exterior and its interior. Architec-

tural details and carefully planned windows are frequently used to capture the 

style and essence of a store’s concept and merchandise – and catch the eye of tar-

get customers. (Rath et al. 2008, 315) 
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2.3 Introduction to Marketing 

Marketing, more than any other business function, deals with the customers. Mar-

keting is managing profitable customer relationships. Companies create value for 

customers and build strong customer relationships in order to capture value from 

customers in return in form of sales, profits, and long-term customer equity. Ac-

cording to Armstrong and Kotler, today, marketing must be understood not in the 

old sense of making a sale “telling and selling” but in the new sense of satisfying 

customer needs. It is all about creating value for customers, the company must 

fully understand consumers and the marketplace in which they operate. (Arm-

strong, Kotler, 2013, 33-34) 

Marketing is a business philosophy or way of thinking about the firm from the 

perspective of the customer or the potential customer. Fashion firms depend upon 

customers making repeat purchases and the key to such loyalty is the satisfaction 

of customers’ needs with garments, which are stylish, durable, easy to care of, 

comfortable, perceived value for money. (Easey, 2009, 5) 

Figure 2 presents a simple five-step model on the marketing process.  In the first 

four steps, companies work to understand consumers, create customer value, and 

build strong customer relationships. In the final step, companies reap the rewards 

of creating superior customer value. (Armstrong, 2013, 33-34) 

 

 

Figure 2. Marketing process 
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2.3.1 Fashion marketing 

Fashion marketing is the application of a range of techniques and a business phi-

losophy that centres upon the customer and potential customer of clothing and re-

lated products and services in order to meet long-term goals of the organization. It 

is argued that fashion marketing is different from many other areas of marketing. 

The very nature of fashion, where change is intrinsic, gives different emphasis to 

marketing activities. (Easey, 2009, 7)  

So fashion marketing could be described as the face of the fashion industry, com-

bining the elements of advertising, design and business administration. It is the 

process of analyzing, developing and marketing current fashion trends into sales 

strategies. Fashion marketers are responsible for ensuring a new clothing line 

gains the attention it needs to be successful by advertising it to the target audi-

ence. A fashion marketer must read past and current trends, analyze and determine 

what will be the next big hit. They research current trends, the industry, and peo-

ple and why trends are popular. (Dillon, 2012, 88) 

The marketing mix is the combination of elements that a fashion marketer offers 

to a target market. It comprises decisions made about products, prices, promotion, 

services and distribution that are assembled in a coherent manner to represent the 

firm’s offering to the consumer. (Easey, 2009,67) 

2.3.2 International marketing communications 

Increasingly, fashion brands/retailers expand beyond their domestic boundaries; 

their marketing communications have to translate visually and literally into inter-

national markets. Marketing communications strategies must therefore be capable 

of international standardization or adaption in order to benefit from economies of 

scale, e.g. one advertisement that can be used globally rather than the expensive 

multiple generations of advertisement for different markets. (Easey, 2009, 234) 

The fashion industry today is increasingly a global business. It implies considera-

ble variation in the cultural, social and economic perspective of the participants. 

The consequence of these variations in size, experience and perspective is that the 
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practice of fashion marketing is not uniform at a national level, let alone at an 

international one. (Easey, 2009, 7) 

2.4 Maslow’s hierarchy of needs 

To be able to succeed in marketing and successfully interpret consumer research 

data, some basic knowledge about customers’ wants and needs is needed. 

Maslow’s theory has been used most frequently as the basis for understanding 

much of the modern consumer’s behavior. The term “need” is explained as a 

physiological instinct that we are born with while “wants” is explained as some-

thing that is not a necessity since it is not required for survival. “Wants” are not 

driven by instinct, rather by desire. 

Figure 2 shows that humans’ basic or primary needs are few: Physiological needs 

like food, sleep, shelter, clothing. When these needs are met, other needs can be 

addressed, such as the need to feel safe and secure, social needs like feeling con-

nected and valued by others, the need of praise and appreciation, and lastly inno-

vation, learning and creativity. Figure 2 demonstrates that people fulfill their pri-

mary needs first, also referred to as biogenic needs, before they attempt to fulfill 

higher needs, also referred to as psychogenic needs. (Rath, Bay, Petrizzi, Gill, 

2008, 84) 

 Physiological needs: Water, food, shelter, health, sleep 

 Safety and security needs: Physical safety, economic security, comfort, 

peace 

 Social needs: Acceptance, love, family, group membership 

 Esteem needs: Status, prestige, intelligence 

 Self-actualization: Challenging projects, learning, creativity  
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Figure 3. Maslow’s hierarchy of needs 

 

2.5 Consumer behavior  

Consumer behavior is the process involved when individuals or groups select, 

purchase, use, or dispose of products, services, ideas, or experiences to satisfy 

needs and desires. Consumer behavior is an ongoing process, it is not only what 

happens at the moment of purchase, it is a wider perspective that emphasizes the 

entire consumption process, which includes the issues that influence the consumer 

before, during and after a purchase. (Solomon 2004, 7-8) 

Consumer behavior is defined, as “the behavior that consumers display in search-

ing for, purchasing, using, evaluating and disposing of products and services that 

they expect will satisfy their need”. This includes the goods and services they are 

attracted to, how they behave in relation to the efforts of companies to offer goods 

to them, and how they respond to the different media used to market these goods.  
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Consumer behavior provides a range of concepts to help fashion marketers 

think about their customers, and marketing research provides the techniques to 

measure those concepts. Consumer behavior is closely integrated with all other 

aspects of fashion marketing, but most notably with the selection of target markets 

and the development of marketing mixes. (Easey, 2009,65) Figure 3 shows an 

overview on the role of consumer behavior in fashion marketing. 

 

 

 

 

 

 

 

 

Figure 4. The role of consumer behavior in fashion marketing 

 

2.5.1 Buying decision process 

Consumers make many buying decisions every day, and the buying decision is the 

focal point of the marketer’s effort. Consumer purchases are influenced strongly 

by cultural, social, personal, and psychological characteristics. Marketers need to 

understand the role played by the buyer’s culture, subculture, and social class. 

(Armstrong, 2013, 156) 

Figure 4 shows the consumer decision process. The buying process starts with 

need recognition when the buyer recognized a problem or need. A need can be 

triggered by internal stimuli, like normal need like hunger or thirst, or by external 
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stimuli, which can be caused by e.g. an advertisement or discussion with a 

friend of a new product. Next step is information search, you might search the 

web or talk with friends, pay more attention to commercial sources of the product 

your interested in. As more information is obtained, the consumer’s awareness 

and knowledge of the available brands and features increases. Well how does the 

consumer choose among the alternative brands? Marketers need to know about 

alternative evaluation meaning how the consumer processes information to arrive 

at a brand choice. How consumers evaluate purchase alternatives depends on the 

individual customer and the buying situation. Sometimes consumers carefully 

evaluate the purchase and at times they buy on impulse and rely on intuition. 

Friends’ thoughts, trends and salespeople can also affect the buying decision. In 

the evaluation stage, the consumer ranks brands and forms purchase intentions. 

Generally, the consumer’s purchase decision will be to buy the most preferred 

brand. Attitudes of others and unexpected situational factors can come between 

the purchase intention and decision and change the purchase intention. After pur-

chasing the product, the consumer will either be satisfied or dissatisfied and will 

engage in post purchase behavior of interest to the marketer. If the consumer is 

satisfied or not with his buy is determined by the relationship between the con-

sumer’s expectations and the product’s perceived quality and performance. (Arm-

strong, 2013,170-172) 

 

Figure 5. The consumer decision process 

A variety of conscious and unconscious techniques are involved in consumers’ 

decision making, including the choice of where to shop for a particular product. 

Rational aspects, such as a store’s general price range or its proximity to the con-

sumer, will enter into the decision, as will emotional aspects, such as how previ-

ous purchases there made the shopper feel or how prestigious the retailer is with 
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the consumer’s peer group. The store’s atmosphere, services, and product mix 

are also important, and retailers focus heavily on these areas in their planning and 

marketing in order to win consumers’ interest and loyalty. The personal experi-

ence with a product, plus what have been learned about it, influences the kinds of 

attitudes the customer forms. If the customer has experienced success with a cer-

tain brand, the customer will not hesitate to buy the same brand again. (Rath et al. 

2008, 313) 

 It is very useful to study the buying decisions of consumers, both individually 

and in groups, in order to identify what the consumer will want to buy. In a fash-

ion context, it helps designers and businesses to improve their marketing strate-

gies by identifying the effects of socio-economic and demographic patterns of 

consumer fashion upon consumer buying habits. It considers the consumer as an 

individual, looking at motivation, personality, perception, attitudes and communi-

cations; as well as groups of consumers within different social and cultural set-

tings, such as family, social class and subculture. (Dillon, 2012, 82) 

 

2.5.2 Quality and expectations 

Consumers’ use a number of cues to infer quality, including for example brand 

name, price, and product warranties are often used to alleviate perceived risk and 

assure that they have made a smart purchase decision. Consumer satisfac-

tion/dissatisfaction is determined by the overall feelings, or attitude, a person has 

about a product after it has been purchased. Consumers engage in a constant pro-

cess of evaluating the things they buy as they integrate these products into their 

daily consumption activities. Satisfaction or dissatisfaction is more than a reaction 

to the actual performance quality of a product or service. It is influenced by prior 

expectations regarding the level of quality. (Solomon, 2004, 350) 

According to the expectancy disconfirmation model, consumers form beliefs 

about product performance based on prior experience with the product and/or 

communications about the product that imply a certain level of quality.  
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When something performs the way we thought it would be, we may not think 

about it (confirmation). If it fails to live up to our expectations (disconfirmation) 

negative affect may result (negative disconfirmation). If, on the other hand, a per-

formance happens to exceed our expectations, we are satisfied and pleased (posi-

tive disconfirmation). It is important for a company to manage customer expecta-

tions; customer dissatisfaction is usually due to expectations exceeding the com-

pany’s ability to deliver. (Solomon, Rabolt, 2004, 452-453) 

 

2.6 Display and visual merchandising 

Display or visual merchandising is showing merchandise and concepts at its very 

best, with the end purpose of making a sale. The purpose of visual merchandising 

is to promote the store image, to let people know what the store is, where it stands 

on fashion trends, what one can expect inside it, to whom it appeals and its price 

range. Visual merchandising takes place where the shopper and the product come 

together in a real, hands-on situation: It is the presentation of the stock on the sell-

ing floor. Good visual merchandising produces a neat, easy-to-see, easy-to-follow, 

easy-to-shop sales floor. It involves arranging merchandise in a manner that will 

not only make fashion sense to the shopper but also helps the shopper buy quick-

ly, efficiently, and comfortably and hopefully more than he or she planned to. 

(Pegler, 2012, 162) 

Visual merchandising is much more that just dressing mannequins. It presents 

customers with a vision of what garments might look like on them before they 

have tried them on, and is therefore a stepping-stone to a purchase. It offers ideas 

of how to achieve the desired look, and encourages extra sales of items especially 

accessories. (Easey, 2009, 232) Visual merchandising works best when it’s cus-

tomer oriented. One can only sell when one knows to whom one is selling and 

when the merchandise is explained clearly and visually to that targeted market. 

Products must be shown in a way that makes it relate to the shoppers’ needs, pref-

erences, and aspirations, lifestyle and fashion attitude. (Pegler, 2012, 162) 
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Figure 6. Moda Aukia Vaasa, window display 
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3 RESEARCH METHODOLOGY 

3.1 Research methods and strategy 

In this research the quantitative method is used do to its suitability to the subject 

where the idea is to gather statistical responses from a large group of people. 

Quantitative research is an objective research, focusing on collecting numbers and 

facts that can be analyzed statistically. 

It is conducted in two main ways: through surveys and by observation. Surveys 

are a flexible tool for quantitative research because they can be provided to re-

spondents in several different forms e.g. by mail, e-mail, a Web site or in person. 

Surveys are conducted with questionnaires; the questions reflect the research ob-

jectives and include demographic questions to help identify respondents by popu-

lation segment. Questions are generally closed-ended, that can be answered with a 

simple response such as a number or “yes” or “no”, or by selecting from a multi-

ple-choice list. (Rath et al. 2008, 256) Quantitative research is the best-known 

face of marketing research and its main survey method is what most people rec-

ognize as marketing research. (Easey, 2009, 99) 

With the results of a quantitative research the case-company will get a broad un-

derstanding of customers general thoughts on the shop-in-shop concept and the 

image on how they find it in use in their Moda Aukia store.  In order to reach a 

large number of respondents a structured questionnaire was chosen to be the most 

effective way to collect responses. The questionnaires were placed near the cash-

ier counters on both men´s and women´s sections so the customers making a pur-

chase would easily find the form. 

Survey research is the most well known of the research approaches and is widely 

used for descriptive research. Surveys collect information from a representative 

sample of the survey population on such topics as consumer behavior, attitudes 

and beliefs, as well as buying intentions. The strengths of these beliefs, attitudes 

and intentions are measured and the results extrapolated to the population as a 

whole. (Easey, 2009, 111) 



  

 

26 

3.2 Implementation of the survey 

The research was carried out in Kari Aukia Oys three Moda Aukia stores, Kokko-

la, Vaasa and Seinäjoki. The survey focused on the stores´ customers. The ques-

tionnaire was designed to take into account the entire clientele of Moda Aukia, 

both men and women, the younger as well as older.  

As mentioned the survey was conducted in the three stores, were occasional cus-

tomers responded to the questionnaire, they could respond in either Finnish or 

Swedish. The questionnaire was also uploaded on Moda Aukias Facebook page in 

three languages, Finnish, Swedish and in English. To approach customers both in 

store environment and via Moda Aukias Facebook page enabled to reach a large 

number of Moda Aukias frequent customers. 

The response time was 12. -22.3.2015 and the total sample size was 184 units, 

witch is a very reasonable amount of answers during ten days. Collecting the re-

sponses in Moda Aukia Kokkola was timed to coincide with the Hintatyrskyt-

sales event that took place in Chydenia shopping center during 12. -14.3.2015. 

During the sales event Moda Aukia had a lot of offers and the event was adver-

tised prominently, so a lot of loyal customers were on the move. 

The questionnaire is a vital part of most surveys and great care must be taken with 

its design. A well-designed questionnaire will provide the researcher with com-

plete, accurate and unbiased information using the minimum number of questions 

and allowing the maximum number of successfully completed interviews. (Easey, 

2009, 113)  The questionnaire was a structured questionnaire with 14 questions 

printed on one two-sided paper. It was designed to be able to answer quickly and 

easily. In order to attract the customers to fill in the survey and get questionnaire 

responses there was an incentive, a 50 euros Moda Aukia gift card. 
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3.3 Validity and reliability 

Validity is a measure of consistency between what a measuring instrument, for 

example a questionnaire, designed to measure and what it actually is measuring. It 

is obviously important to measure what intends to be measured but it is also im-

portant that the measurement is done with accuracy so that the random error in the 

measurement value is not greater than necessary. We therefore demand reliability 

of our measurements. If there is a reason to question the validity, one may ques-

tion the whole survey (Körner, Wahlgren, 2002, 22) 

I consider the validity of this thesis good since the aim set for the survey, was 

reached. For an even more comprehensive result outcome, it would have been 

good if male respondents had been more. When going through the responses it 

showed that there were some respondents who had skipped crucial questions and 

since the large amount of responses, I decided to reject failure responses in order 

to get a higher validity of the research. The total of fulfilled survey responses was 

184 pieces. 

The target was to get loyal and frequent customers to answer the survey and a to-

tal of 76.1 % of the respondents were loyal customers of Moda Aukia. The survey 

was also conducted in all the three stores during weekdays and Saturday but also 

on the Moda Aukia Facebook page, so we could reach to as many customers as 

possible during every hour of the day. Customers were also very willing to answer 

the survey both in the stores and through the Internet. The survey was mostly a 

structured questionnaire but I also chose to have a few open questions where the 

respondent could fill with an own answer, which most likely has enhanced the va-

lidity of the research as well. 

I consider the reliability of research good. During the thesis middle seminar, I 

made a pilot survey for 5 people, where I tested the survey questions and the set 

up of the questionnaire. The pilot survey was a wise decision since I got some 

good comments on the questionnaire and one more question was added to the sur-

vey.  
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To enhance the level of reliability in this research I conducted the surveys in 

three languages, in Finnish and Swedish, since the area where Moda Aukia is op-

erated in, is a bilingual area but also in English since there are also customers that 

do not speak either of the local languages. I wanted to make sure that everyone of 

the respondents would understand the questions asked.  

To even make the research results even more reliable I chose not to use the “Don’t 

know” option in my “tick in the most suitable box” questions. When in an busy 

store environment the respondent would have most likely chosen the “Don’t 

know” option more easily in hope to finish the questionnaire more quickly. If a 

large part of the respondents’ answers “Don’t know” there is not a lot you can do 

with that kind of feedback. I hoped my answering options, 1= disagree, 2= disa-

gree some, 3= agree some and 4= agree, made the respondents think longer on 

their answers and resulting in making the reliability of the research a higher 

standard. 
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4 RESULTS 

The survey results were analyzed with SPSS Statistic- program. In this chapter the 

questionnaire questions will be presented as well as the results using tables and 

charts. 

4.1 Basic questions 

The first four questions in the questionnaire considered basic questions of the re-

spondents including gender, age, if they have Moda Aukia loyalty cards and 

which is the nearest Moda Aukia store. The total sample unit was 184 responses 

and 168 of the respondents were women and 16 were men. The majority of the 

respondents were women and the largest age group among them was 21-30 years 

old. Women were eager to answer the questionnaire without being asked, while 

men responded to the questionnaire mostly when asked. 

The age distribution among the respondents was as follows, 24 respondents were 

under 20, 71 were 21-30 years old, 25 were 31-40 years old, 20 were 41-50 years 

old and 44 were over 50 years old. Figure 1 shows in more detail the age distribu-

tion between the male and female respondents. 

Table 1. Age distribution between Female and Male respondents 
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The research showed that the largest part, 56 %, of the respondents have Moda 

Aukia Kokkola as the nearest store, for 25 % Moda Aukia Vaasa is the closest and 

for 19 % Moda Aukia Seinäjoki is the store they most likely visit. 

A major part of the respondents were loyal customers of Moda Aukia, which 

means that they have either the Moda Aukia or Jim&Jill loyalty card. 76.1 % of 

the respondents were loyal customers with a loyalty card and 23.9 % of the re-

spondents were not registered as loyal customers. The purpose with the question-

naire was to reach loyal customers and the results show that the aim was achieved. 

 

4.2 Questions about the Moda Aukia store 

Question 5 asked how often the respondent visits a Moda Aukia store. There were 

four options to choose from, weekly, a couple times a month, every month, a cou-

ple times a year or more seldom.  Figure 7 shows that the majority of the respond-

ents, 71, visit a Moda Aukia store a couple times a month, 27 of the respondents 

visit a Moda Aukia store weekly, 47 respondents visit Moda Aukia monthly and 

39 respondents a few times a year or more seldom. 

 

Figure 7. Respondents’ frequency of visits to a Moda Aukia store 
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Question 6 considered the respondents buying habits. This question had 5 state-

statements which were to be answered by ticking in a box from response options 

1-4 which stands for 1= disagree, 2= disagree some, 3= agree some and 4= agree. 

The 1-4 check box options was chosen so that the respondent could choose the 

best option he/she considered most suitable for their buying habits. The option 

“not sure” was not used since it generally weakens the overall results. 

Table 3 shows the mean of the responses to each statement on how the respond-

ents consider their buying habits. In general the customers felt that they buy well-

known brands, which got the mean 3.23. The statement “I often buy new arrival 

products” got a mean of 2.72, which corresponds to that the respondents more 

seldom go for the seasonal news products. To an opposite, statement “I usually 

prefer the same brand, that I’ve found good” resulted in a mean of 3.38, which 

was the highest. This result tells that the customers are mostly satisfied with their 

purchases at Moda Aukia. The mean of the responses to the next statement “I am 

happy to try new trends” got a mean of 2.89 and “I often buy Moda-card offers” 

got the lowest mean of 2.23 which tells that the Moda-card offers are not satisfy-

ing the customers. The result affects somewhat negatively of the respondents who 

do not have the loyalty card. 
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Table 2. Mean answers of respondents buying habits 
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Table 3. Brand preferred when making a purchase at Moda Aukia 
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Question 8 asked what the respondent thought about Moda Aukias departments 

and product layouts. The question consisted of 5 statements with answer options 

from 1-4, which stands for 1= disagree, 2= disagree some, 3= agree some and 4= 

agree. The 1-4 check box options was chosen so that the respondent could choose 

the best option he/she considered most suitable for the thoughts on the product 

lay-outs. The option “not sure” was again, chosen not to be used since it generally 

weakens the overall results. 

First statement stated, “The products are clearly displayed”. It got the highest 

mean of 3.38 that tells that on a very good average the customers are happy with 

the product layouts in Moda Aukia stores. No one of the respondents disagreed 

with the statement and a high result of 48% respondents agreed. Figure 8 shows 

detailed results of the first statement. 

 

 

Figure 8. Results, statement “The products are clearly displayed” 
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The second statement “The departments are attractive” received a mean of 3.22 

that shows that the layouts and styling of the store departments are getting posi-

tive attention from the customers. Not a single respondent disagreed with the 

statement and 53% of the respondents “agreed some”, that the departments are 

attractive at Moda Aukia stores. Figure 9 shows detailed results of the second 

statement. 

 

  

Figure 9. Results, statement “The departments are attractive” 
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Figure 10. Results, statement “I get inspiration from product lay-outs” 
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Fourth statement “I can easily find what I am looking for” gave a mean of 3.01 

that tells that the customers are overall pretty satisfied with the level of finding 

what they are looking for at Moda Aukia; a level of good customer service in the 

stores could also be an effect of this positive result outcome. 51% of the respond-

ents agreed some with the statement and 25% totally agreed. Figure 11 shows de-

tailed answers on this statement. 

 

Figure 11. Results, statement “I can easily find what I am looking for” 
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Figure 12. Results, statement “The departments are renewed regularly to maintain 

the interest” 
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The first statement stated, “The Shop-in-Shop tells the character style of the 

brand and it is easy for me to relate to it”. This statement gave a mean result of 

3.11, which tells that the customers feel that brands represent a certain lifestyle 

and they can relate to the style of a brand. Up to 60% of the respondents answered 

3= Agree somewhat, on this particular statement. Figure 13 gives a more detailed 

view on the results. 

 

Figure 13. Results, statement “The Shop-in-Shop tells the character style of the 

brand and it is easy for me to relate to it” 
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The third statement stated, “Brands own departments clarify the stores product 

range”. The mean result for this statement was 3.36, which is a high result mean-

ing that the customers are very happy with brands being divided into own depart-

ments. Up to 43% of the respondents totally agreed on this statement and no one 

of the respondents disagreed. This result has great value for future shop-in-shop 

decision-making processes. Figure 14 shows the results more detailed. 

 

Figure 14. Results, statement “Brands own departments clarify the stores product 

range” 
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Figure 15. Results, statement “The aesthetics of the departments inspires to make 

a purchase” 
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Question 10 asked the respondent how the product layouts affect the purchasing 

decision. There were 4 answering options, “very much”, “a lot”, “some”, “not at 

all”. The response was uniform; a total of 92 of 184 respondents answered “a lot”. 

According to the results of the survey Moda Aukia customers feel that product 

layouts are of great importance in their purchase decision-making process. Table 4 

shows the distribution of responses to question 10 in more detail. 

Table 4. Bar chart on responses to question, ”How much does product lay-outs 

affect your purchase decision?” 
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Question 11 asked if the respondent makes any brand clothing purchases 

abroad. The answering options were ”Yes” or “No”. As a result a large part, 109 

of the 184 respondents make brand-clothing purchases while abroad. Question 12 

asked if the respondent visits any brand-clothing Flagship stores while abroad. 

Answering options were again “Yes” or “No”. Even if a large part of the respond-

ents makes brand-clothing purchases abroad a large part of them do not visit Flag-

ship stores while abroad which was somewhat surprising when compared to the 

high results of the Shop-in-Shop questions. 105 respondents of 184 do not pay 

visits to flagship stores, while 79 of the respondents do. Table 5 shows both ques-

tions results in a easy comparable table. 

 

Table 5.  Compared results on buying behavior abroad 
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If the respondent answered “No” to question 12, the respondent was not sup-

posed to answer question 13. Question 13 focused on the thoughts and experienc-

es that a Flagship store brings the respondent. It had 5 statements and answering 

options were from 1-4 meaning, 1= disagree, 2= disagree some, 3= agree some 

and 4= agree. The respondent could again choose the options that would be the 

most suitable for respondent’s thoughts. No “not sure” answering option was 

again not used, since it would undermine an accurate and liable result. 

First statement stated “The flagship store inspire me with its character style and 

decoration”. This statement gave a mean result of 3.30 which means that a major 

part of the few respondents felt that the flagship stores style and decoration give 

value to their in store experience which repeats expectantly the good results of the 

Shop-in-Shop questions. 

The second statements stated, “I look for products that cannot be found in Fin-

land”. The results show that most of the respondents, 39 pcs of 79 pcs, are looking 

for products abroad that they can’t or are hard to find in the home country. The 

mean answer for this particular statement was 3.34. 

The third statement stated “The luxurious environment brings added value to the 

shopping experience”. 52 % of the respondents answered 4=“Agree”, so they 

thought that the luxuriousness in the store setup is a key-part of the shopping ex-

perience. No one of the respondents disagreed and only 11% answered 

2=”Disagree some” on this statement. Figure 16 shows more detailed results. 
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Figure 16. Pie chart on statement “The luxurious environment brings added value 

to the shopping experience” 
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Figure 17. Results, statement “The decoration and product lay-outs create a valu-

able environment for the products”. 
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in all. Table 6 gives an overview of the brands the respondents mentioned in 

this open question. 

 

Table 6. Brands respondents purchase abroad 

Brand Frequency 

Ted Baker 1 

Ugg, Converse 5 

Uniqlo 2 

Samsoe&Samsoe 1 

Victorias secret 1 

Hollister 2 

Abercrombie&Fitch 2 

Zara 2 

Polo Ralph Lauren 5 

Michael Kors 5 

Filippa K 1 

Marc by Marc Jacobs 4 

Massimo Dutti 2 

Lacoste 1 

Parajumpers 2 

Odd Molly 4 

By Malene Birger 4 

 

The brands are overall very similar in style, price and quality as the ones Moda 

Aukia already have in their product range, so the customers are having the same 

buying habits also when abroad. Note that some of these brands are available in 

some of the Moda Aukia stores. 
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5 CONCLUSION AND SUGGESTIONS 

Defining the research problem was the most critical step in the research process. 

Unless the problem is accurately defined, the information collected will be of lim-

ited or no use. (Easey, 2009, 100) I used a great amount of time for the prelimi-

nary planning of this thesis. The questionnaire took the longest time to plan and I 

wanted to do it precisely since it is a very important step influencing the outcome 

of the survey and the quality of the information collected.  

The purpose of this thesis was to find out Moda Aukia Vaasa, Seinäjoki and Kok-

kola customers thoughts on the Shop-in-Shop concept, buying habits and in-store 

experience. The research was successful and we got a good general understanding 

on the customers’ thoughts with a high result of 184 individual responses in the 

survey.  Moda Aukia customers are today generally pleased with the current situa-

tion in their local Moda Aukia stores. They get inspired of the product layouts and 

store decoration, but they feel that there could be an improvement in the atmos-

phere of the stores.  

Since international trends and shopping on the Internet is not slowing down, retail 

stores need to be on their top with focusing on customers in store experience, that 

is their advantage in the battle. The product range needs to be altered and react 

quickly to trends that customers are able to find the desired products or brands in 

their local store, not needing to find them from the Internet or even hunt for them 

abroad. I believe that the low result of respondents making brand-clothing pur-

chases abroad is a somewhat a false picture of the truth. Probably because people 

are shopping online in International web shops, it was a miss to not include 

“shopping online” as a response option in the survey. According to respondents 

making purchases in flagship stores abroad they wish more of the same Interna-

tional atmosphere to their local Moda Aukia stores. You could link the result to 

the Shop-in-Shop questions 6th statement “Shop-in-Shops give the store an Inter-

national look” where the major part of the respondents agreed with the statement. 
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Today customers require and expect a high standard store appearance and deco-

ration as well as a broad International brand and product range in their local 

stores. This is something that Moda Aukia needs to strive for in their marketing 

processes and future decision making processes related to brand range and store 

appearance. The atmosphere is a key factor in shopping satisfaction, comfort and 

experience. Some development ideas of adding a higher quality atmosphere in the 

Moda Aukia stores would be; Paying attention to a uniform look in all of the 

stores, a clear difference in product lay-outs and appearance between “new arri-

vals” and the outlet sections they should also be far apart, pay attention to light-

ning in the fitting rooms and also in the Shop-in-Shops enough light should fo-

cused on the shelves and tables, store music needs to be suitable for the character 

of the store and the different customer groups, a “husband park” would be a valu-

able add to the shopping comfort since currently there is no or very limited seating 

for “shopping company” while others are looking around in the store. 

The results of the survey tells that Kari Aukia Oy should continue with the acqui-

sition of new Shop-in-Shops and focus on the store appearance. The respondents 

favor good order in the store and feel that product layouts play a major part in the 

purchase decision process. According to the compatibility of theory and results 

customers are seeking for special shopping experiences and inspiring environ-

ments. The respondents’ also felt that the Shop-in-Shops tells a character story 

and the customers felt that they can easily relate to them, finding suitable products 

to suit their lifestyle. 

Moda Aukia is seen among the respondents as a quality store with trendy, but 

high-quality brands with high-quality products. They should value this recognition 

and continue to work for it to keep it like that. An addition to the suggestions is, 

due to the low level of customers buying Moda card offers, to look over the Moda 

card offers and consider what improvements could be made in this matter. Are the 

Moda card offers varied enough? Are there options for all customer groups and 

are the deals actually good for the customers? 
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