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ABSTRACT

Jesensky, Daniel

Creating entrepreneurial opportunities: interpretative research about role of
POP Advertising Displays in customer purchase decision making.
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(Jyvéaskyla Studies in Business and Economics;

ISSN 1457-1986; 128)

ISBN 978-951-39-5298-3 (nid.)
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Diss.

This study creates entrepreneurial opportunities through better understanding
of the role that Point of Purchase advertising displays (POP ADs), as one of
marketing communication media, play in customer purchase decision-making
in Czech Hypermarkets. The research explains the key phenomena playing role
in and influencing customers’ decision making when encountering POP Ads,
and their resulting success or failure. Existing theoretical findings about POP
advertising media and buying from them are rather of positivistic-quantitative
character. Contribution of our study is involvement of the interpretive research
approach employing the “Grounded Theory” for analysis of qualitative data
collected through 2 focus group discussions resulting to creation of the
Paradigm Model. The created entrepreneurial opportunity in form of the
Paradigm Model allows exploitation of interpretive knowledge about POP ADs
that can help Point of purchase advertising entrepreneurs in a better execution
of POP ADs on the market.

Keywords: Entrepreneurial opportunity, POP advertising, POP advertising
display, customer, purchase decision making, social constructionism, Grounded
Theory, Paradigm Model
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1 INTRODUCTION

Today, Czech customers are confronted with problems arising from surplus
and multiplicity. It is no longer possible to buy just a bottle of lemonade. It is
necessary to choose from a mass of various lemonade brands which differ in
their package and other attributes. This brings us to the subject of this study -
experience of customers with Point of Purchase Advertising Displays (further
on abbreviated as POP ADs) that are a part of the marketing communication at
the point of purchase. The aim of this study is to understand customer decision
making when encountering POP AD through interpretive research, and analyze
and interpret its results as the Entrepreneurial Opportunity through a
theoretical discussion, with related theories grouped in a paradigm of the
Entrepreneurial Marketing. The research process will clarify the complex
reality, in which today’s customers, who could have different expectations and
different shopping habits, are buying within spectacular environment of
today’s hypermarkets from POP ADs of various colors, materials, dimensions,
and, of course, designed for various kinds of goods of different brands. Our
interest, therefore, does not remain purely on the general level but we will try
to work with concrete aspects and attributes to be able to increase theoretical
knowledge in given subject and create comprehensive recommendations for the
Point of purchase Advertising (lately abbreviated as POP advertising)
entrepreneurial practice with potential to be exploited as the entrepreneurial
opportunity (lately abbreviated as EO) according to related theories.

In this chapter, entrepreneurial and consequently practical background of
the research is introduced, followed by the Point of purchase Advertising
Display (lately abbreviated as POP AD) definition, a brief mention of the
history of POP AD execution context, as well as a brief characterization of the
author’s background. Further, we will place POP ADs into the environment of
hypermarkets and present existing studies about POP advertising media. Then
we will state what knowledge is currently lacking in paradigmatic contexts,
and, finally, we will formulate the research questions and explain our
expectations from the research with regards to previous researches and needs of
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the POP advertising entrepreneurial practice itself.

1.1 The entrepreneurial nature of research

In general, entrepreneurs today must operate in an environment consisting of
increased risk, decreased ability to forecast, fluid firm and industry boundaries,
a managerial mindset that must unlearn traditional management principles,
and new structural forms that not only allow for change, but also help create it
(Morris et al., 2002). It is a competitive landscape that has been characterized by
four over-riding forces: change, complexity, chaos, and contradiction (Hift and
Reed, 2000). These forces are also having an important effect on POP
advertising and POP AD business. Markets are shifting, overlapping,
fragmenting, and frictionless; distribution channels are being reshaped,
reconfigured, and bypassed; firms interact as competitors, customers, and
collaborators in a global, knowledge economy; and customers are becoming
ever more demanding (Day and Montgomery, 1999; Kinnear, 1999). POP
advertising is context dependent, but the context is continually changing.

In a globalizing economy and highly competitive environment the current
Czech SME suppliers, developers, producers and implementers of POP ADs
massively face more and more pressures on innovation and efficiency, as
virtually the most powerful source of competitive advantages that can be
employed (e.g. economies of scale and cost strategies simply do not have
resources). Their ability to innovate is significantly influenced by access to
information and knowledge. POP displays suppliers actually do not employ too
many sophisticated data sources (like research results) and are mostly having
skills and knowledge in classical disciplines such as design, production,
distribution, but these are slowly becoming exhausted (Lelovic¢ova, 2006), and a
certain need exists for the knowledge based POP advertising entrepreneurship
in this specific time. In this context, the aim of this study is to create new
Entrepreneurial Opportunities in the specific field of development and
implementation of POP ADs through an analysis and interpretation of results of
the qualitative research within theories linked to the Entrepreneurial
opportunity creation and exploitation. Results of the research about the role of
POP ADs in customer purchase decision making generated in this study and
their discussion with Entrepreneurial Opportunity theories can bring new
theoretical knowledge in this field and also provide new resources of
innovations for POP advertising entrepreneurs.

The following research explores relationships among responses to typical
POP ADs in hypermarkets as basis for development of the Paradigm Model of
customer focused POP ADs to be exploited in entrepreneurial ventures. The
conceptual development retains those emotions-experiential shopping value
linkages (Paridon and Carraher, 2009) and extends these fundamental
relationships by incorporating understanding of specific shopping experience,
habits and expectations as mediators of the effects of shopping decisions when
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purchasing products from POP ADs. In other words, the focus of our study is to
create understanding of aspects and their relations that play role in success or
failure of POP ADs placed in hypermarket environment. Research data are
collected via 2 focus group discussions (lately abbreviated as FGDs) with
hypermarket customers and POP advertising professionals. The results
represented by the Paradigm Model according to the Grounded Theory strategy
(Strauss and Corbin, 1999) indicate meanings, relations, and principles which
need to be considered by entrepreneurs when developing and placing POP ADs
in shops. Neither practice, nor theory is actually supplying this kind of complex
outputs covering this subject in all of its contexts. The actual theory provides
mostly quantitative outcomes focused on particular aspects, primarily from a
psycho-behavioral paradigm. Understanding of direct and contextual aspects
and their relations is lacking. In this context we can recognize the opportunity
in the actor-centered sociology approach, which also did not seem to be
represented enough in the examined theories and researches. This assumption
is also supported by a later discussed call for a paradigmatic change in
marketing towards interpretive knowledge (Arndt, 1985 and others). Therefore,
it is fruitful from both, the academic, as well as the practical point of view to
look at the decision making process of customers as a source of knowledge
from which SMEs display entrepreneurs can generate new opportunities by
understanding the role of POP AD attributes in customer shopping decision
making when encountering POP ADs. Based on this understanding, the overall
performance of this marketing communication tool can be improved.
Nowadays, the results of scientific research can serve as resources of
information and opportunities as any other but academic knowledge is usually
being very complicated for the world of practice. Since the beginning of the
modernity, entrepreneurs have been using scientific knowledge to find new
opportunities for their business. The thing was to get an access to what no one
else knew because they did not acquire the scientific language. For example, H.
Ford used the theoretical knowledge borrowed from Frederick Winslow
Taylor’s work The Principles of Scientific Management published in 1911, in which
he described substantial productivity improvement by applying the scientific
method to the management of workers. Scientific management methods called
for optimizing the way tasks were performed and for simplifying the jobs to
such extent so that workers could be trained to perform their specialized
sequence of motions in their “best” way. Prior to scientific management, work
was performed by skilled craftsmen who had learned their jobs in lengthy
apprenticeships. They made their own decisions about how their job was to be
performed. Scientific management took away much of this autonomy and
converted skilled crafts into a series of simplified jobs that could be performed
by unskilled workers who could be trained for the tasks easily. Taylor (1911)
became interested in improving worker productivity early in his career when
he observed gross inefficiencies during his contact with steel workers. This
example analogically shows nature of our intentions to employ also our
research outcomes to entrepreneurial practice as an opportunity. Apart from a
scientific contribution, this thesis aims to create real entrepreneurial
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opportunities through new knowledge based on research about customer
decision making.

An opportunity is in literature often defined as “a chance for progress or
advancement” (see e.g. Bettiol et al., 2011; Casson and Wadeson, 2007). In this
context we are able to consider also results of our research as an opportunity.
We will go into deep understanding of decision making process when
customers encounter POP ADs which focus on customers as social actors, and
in this new understanding we will consequently search for entrepreneurial
opportunities (lately abbreviated as EOs) defined by entrepreneurship and
entrepreneurship marketing theories. Obtained results of our research will then
be interpreted as an opportunity with a practical potential, as we will generate
concrete recommendations based on the approached academic study which can
be used during daily POP AD development and implementation. Thanks to the
scientific approach, the research subject is examined in detail through scientific
research methods which, in turn, are usually hidden; therefore, this also is the
reason why special opportunities usable by entrepreneurs in the POP
advertising market are created.

Opportunities created through our research help POP entrepreneurs
innovate their approaches and improve created POP ADs. Our research
outcomes could serve as an applicable tool for innovation through increasing
power and efficiency of created POP ADs. Our research creates opportunities
through knowledge on customers’ decision making when encountering POP
ADs, which helps create better POP ADs and, consequently, adds value not just
to POP advertising SMEs owners and customers shopping in hypermarkets but
also to retail operators, brand producers and distributors, and service providers
investing budgets in this kind of advertising media. Consequent exploitation of
created opportunities increases potential of entrepreneurs’ competitiveness,
profitability and overall market performance. It is also possible that
employment of commercial and scientific research outcomes will soon become a
trend or natural evolution of POP advertising business. In relation to this,
probably not only nice and technically functional POP ADs will be accepted by
investors in future but they will demand POP ADs having features reflecting
also shopping customer-centric aspects (Hfebecky, 2012).

In the background of our research, we employ entrepreneurship,
entrepreneurial marketing (lately abbreviated as EM) and EOs theoretical
concepts. These paradigms will theoretically frame, interpret and support
creation and exploitation of EO created through our interpretive study. This
will also show multidisciplinary approach interconnecting EM paradigm with
socio-constructionist paradigm focusing on customer decision making. A broad
theoretical discussion in the following text will show the way theories on EO
can be used and interpreted in context of customer decision making and POP
advertising to recognize, create and exploit real opportunities in
entrepreneurial practice. That is just the opportunity specified in the theoretical
framework of the EM, which corresponds to the nature of an opportunity
created by this research as will be discussed in detail in the theoretical chapter
XY. The marketing and entrepreneurship interface has developed a substantial
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body of literature over the last decade. Marketing has much to offer the study of
entrepreneurship (Murray, 1981; Hills, 1987) and likewise entrepreneurship can
look to marketing as the key function within the firm, which can encompass
innovation and creativity. Omura et al. (1993) perceive the interface between the
two disciplines as having distinct areas of both, difference and overlap. This
approach is having signs of transactional epistemology (Hubik, 1999) with
participatory paradigm in behind. As the differences are between traditional
marketing which operates in a consistent environment where market conditions
are continuous and the firm is satisfying clearly perceived customer needs, and
pure entrepreneurship which operates in an uncertain environment where
market conditions are discontinuous and the needs of the market are as yet
unclear. The overlap exists in two areas; one where market conditions are
continuous and entrepreneurship aids the process of identifying as yet
unperceived needs and secondly in a discontinuous market where
entrepreneurship guides marketing strategy to develop existing needs in a new
environment. In essence these researchers perceive the interface as focusing on
identifying opportunities in a changing environment. EM is characterized by
responsiveness to the marketplace and a seemingly intuitive ability to anticipate
changes in customer demands (Collinson and Shaw, 2001).

We consider our approach as meaningful and relevant, as we did not find
much about EM in connection with customer shopping decision making in
academic literature, and we are willing to create new theoretical knowledge of
practical value exploitable as an opportunity defined by the EM paradigm.

In the following chapters, Let us discuss background of consequent
research aimed at understanding of customer shopping decision making as a
resource of entrepreneurial opportunity creation.

1.2 Background of the research subject

The overall objective of this work based on qualitative research is to create a
comprehensive model of aspects, i.e. categories of codes, their dimensions and
relations indicating characteristics and circumstances which play a role with
customers experiencing POP ADs. Consequently, we will provide a structured
presentation of understanding of POP ADs role in customers’ behavior and
decision making when encountering them in hypermarkets. To simulate
tangible executions of display designs during research process, we focused on
two categories of products and two well-known brands of such products.
Specifically, we talk about FMCG products - snack food (Snickers brand by
Mars company worldwide), and non-alcoholic beverages (Coca-Cola).
Nevertheless, the whole research was not limited thematically only to these
displays, categories and brands. Particular brands and displays examples
served only as context and examples to create knowledge about POP ADs
generally.
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1.2.1 Author’s position and background

The researcher is an entrepreneur responsible for strategic management, sales
and marketing in a private company, which, since 1993, has focused on POP
advertising development, production and implementation on the market. This
company is one of the biggest and oldest Czech market players in the field. In
addition to local business, the company operates actively in Slovakia, Hungary,
Poland, Slovenia, Croatia, Germany, France and other markets. The main
customers are multinational firms, especially those distributing FMCG products
(food, drinks, cosmetics, electronics and financial services - Coca-Cola, Nestlé,
P&G, Canon, Generali, L'Oréal, Henkel, Nokia, Sony, Samsung etc.).

Apart from working at the company, the researcher is also very active in
the field of association work, e.g. at POPAI Central Europe in the position of a
vice-president and head of the “POP Theory and Research” section. One of the
main missions of this section is to perform research projects and educate
marketing professionals and university students in POP advertising issues.

The previous activities of this work’s author had focused rather on
immediate practice, while this study prepared the first step towards the
mastery of an academic approach to the given topic.

1.2.2 Definition of POP Advertising floor displays

Further in this study, we focus on a clear definition of what we consider as POP
advertising floor displays(POP ADs), followed by a useful brief introduction of
the basic areas of related practical activities. All references to POP AD or POP
Ads below mean POP advertising floor display or displays. By POP advertising
media, POP advertising materials, in-store displays, advertising displays or
POP displays we mean POP displays generally, not just those situated on the
floor (for example advertising displays or other materials placed on a counter or
shelf).

For the purpose of this study, POP AD is defined as an organized display
placed on the floor space and displaying merchandise in a store (Krofianova,
2009). Merchandise picking or selection pertains to the manner in which
customers serve themselves to the product from the display at the retail.
According to Varley (2001), POP AD is a moveable fixture often containing full
color graphics and a brand message. Fixtures are marketer provided pieces of
equipment, or shippers that are used to stock product at secondary locations
(Varley, 2001). It is an advertising medium made of one or more materials. It
could be just decorative or carrying goods intended for sale (Krofidnové, 2009).
For instance, POP ADs provide customers with information, add to store
atmosphere, and play a substantial promotional role (Quelch and Bonvetre,
1983; Agnew, 1987).

Examples of concrete realizations of POP ADs in the Czech Republic are
shown in Picture 1 below.
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PICTURE 1 Examples POP advertising floor displays (source: author’s archive)

As indicated in the second part of this chapter, efficiency of floor POP AD could
greatly vary case to case. Nevertheless, based on literature it has the power to
notably increase brand sales across FMCG (Fast Moving Consumer Goods)
brands only because displaying on POP AD and its performance is stronger
than any other branded P-O-P material (Blatt, 2002).

1.2.3 Historical background of POP Advertising in the Czech Republic

In the last two decades, it has been possible to observe a complete
transformation of shopping and selling methods in the Czech Republic. As a
result of transition from a centrally planned economy to an economy based on
principles of free market competition, not only the circumstances, in which we
buy, changed, but there was also a radical change of the conception itself about
what “buying” means. In the 1980s Czechoslovakia, supply failures were
common on the level of basic needs, there was a permanent lack of high quality
goods and the then advertisement now seems surrealistic to today’s marketing
specialists. In such an environment, “buying” often meant to mobilize all
available resources, especially various friends and friends of friends with the
fact that success has never been definite in advance. Today, it seems absurd to
us not to be able to find a certain type of goods or even a certain brand in our
store. While in the 1980s, the biggest innovation in a way of selling was to
expand small supermarkets, which had been already quite common in the
West, today’s distribution network in the Czech Republic is dominated by large
supermarkets and hypermarkets. While in that time, it was normal to meet
women going from work to do shopping and buckling under the weight of
their reticules, today we see whole families going by car to do shopping and on
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such occasion also going to the cinema or for a lunch.

Before 1989, the term POP advertising practically did not exist in Czech
retail market and the entire promotion of sales points has been limited only to
shop windows (Skalnikovd, 2005). After 1990, the attention of professionals
focused on searching what the effectiveness of a particular advertising medium
was. The researches conducted in that time focused on customers' opinions on
various types of advertising media. The results of recent researches made by the
agency Marktest (Vysekalova, 2009) showed that unlike the advertising on
television, people don't mind the advertising at sales point; they even think that
there could be more of this advertising and that advertising helps them. These
findings confirmed that in the sphere of POP advertising, there exist great
possibilities to get an almost immediate response from customers. That is
indeed the reason why there began to be perceived a great entrepreneurial
opportunity in this sphere to address customers effectively (Mikes, 2007).

The history of the Czech retail and the role of POP advertising were
presented by Krofidnova et al. (2009) and Krej¢i (2007) in their works. Among
others, the following brief summary comes also from their works. Before the
1989 Velvet Revolution, customers could find only limited offer of standard
good in the stores. For the lack of choice of goods, there was not a reason to use
means of in-store communication, because the products in the stores were sold
even without any promotion. The stores communicated with customers mainly
via shop windows, and so window dressers were largely hired. Then in-store
materials, if used, provided functional information about the products.

After 1989, the lack of goods has been rapidly overcome after opening
borders. In the first period after 1989, the main role of in-store communication
means was to inform customers about the existence of brands and products.
The store shelves were not richly supplied with goods and there was a lack of
brand products. In these conditions, in-store materials fulfilled the simple
informative task to give customers an idea of a product or brand. Only simple
and cheap POP material dominated the stores. In this phase, retail chains did
not hinder placing POP advertising in stores, because the shelves were not glut
of products and cheap POP advertising media fulfilled their purpose
satisfactorily.

In the second half of the 1990s, the retail market was saturated. On one
hand, new foreign brands were launched to the market and a variant offer
expanded. On the other hand, the number of local brands increased. Many
Czech producers learned to produce high quality products, managed marketing
principles and there arose the overpressure of brand products. Retail chains
gained wide selection possibilities and began to restrict the placement of POP
means from suppliers, first because of the mentioned overpressure of product
offer and also pursuant to the instructions from foreign headquarters of the
chains, which specified rules for placing POP advertising media in stores.
Following the new situation, suppliers focused on creating in-store materials,
which would be interesting for retail chains. Some retail chains accepted the
new types of in-store materials (for example shelf displays, special packing of
cartons into shelves, or extra pallets), because these satisfied their strategy and
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enabled the effective use of store space. The new types of POP means meant a
qualitative shift in in-store communication and brought benefits for both
subjects; the advertisement submitters built their brand more easily and the
chains saved their sales space. The mission of POP advertising media changed.
The informative function was slightly suppressed; POP materials had a task
mainly to support sales of a given product, i.e. to attract customers to buy such
a product.

After the year of 2000, new phenomena in the sphere of advertisement
emerged: the meaning of TV advertisement relatively decreased as well as the
amount of time people had spent in front of TV, while the number of
communication channels increased together with the possibilities to choose
how to spend leisure time. Producers of branded products focused on ways to
invest financial resources to sales promotion better and more efficiently. One of
the communication channels, identified for the sales promotion and brand
building, was a shopping area. Quality and effectiveness of POP advertising
media improved, more complex and dynamic forms appeared and POP
advertising became to be used more and more as a brand building tool. This
phase could be characterized as a diversion from referring to the product itself
towards the endeavor to get over the emotions related to a brand via POP
advertising media placed in stores.

It seems that today we are experiencing another qualitative shift in
practice towards more comprehensive promotional activities designed to
inform customers perfectly, support product sales and build a brand. We could
expect that during the following years, POP advertising media would again
fulfill the informative function for customers, but on a higher level. Nowadays,
customers are more skeptical, cautious, experienced and they think more about
what they are buying. Effective communication on POP advertising media
should be simple and objective; it should describe the benefits of a product or
brand. In this context, POP advertising has some specifics in comparison with
other types of marketing communication. Bass and Wind (1995, p. 17) argued
that “Currently at that time, the main advantage of advertising in the point of sale is
that this ad does not annoy the customer, on the contrary, it helps him or her with
orientation with respect to other types of advertisement”. In the same vein, Andrews
and Currim (2002, p. 65) wrote that “Customers are limited information processors
who seek to conserve cognitive energy when making perhaps dozens of purchases in
lower-involvement hypermarket shopping environments; they may attempt to use the
same decision heuristics across product categories and that is where POP advertising
can play an important role." From the above mentioned, we dare to deduce that
the POP advertising is not only about persuading customers to buy, but it is still
used as a cue to provide information and simplify purchasing.

In the initial phase after 1989, POP advertising media were placed in retail
stores for free due to the weak competitive environment and little offer of their
variances. In the other phase, offer widened and therefore exceeded possibilities
to place POP advertising media in stores. As a result of this development,
representatives of retail structures began to negotiate with producers of
branded products about conditions of advertisement placement in stores. The
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parameter of the value for placing POP advertising media in stores became
important. Nowadays, the offer of products by producers of branded products
is still larger, so retailers have better possibilities to choose their suppliers. POP
advertising materials are perceived as a part of overall comprehensive
communication of a retailer and they are often made a part of contracts
concluded between them and submitters of an advertisement. The overall
approach to the sphere of communication in stores is much more sophisticated
than in the 1990s. Today, retailers are trying to co-operate more with submitters
of advertisement while completing POP environment. POP advertising media
become a source of income for retailers also because of the fees for renting the
advertisement space. In connection with increasing prices of TV advertisement
and with new possibilities in the sphere of investments of companies into under
and above the line advertising, branded producers begin to consider a wider
spectrum of brand communication not only via TV advertisement. This can be
supported by Koppl (2007, p. 9 - 10) who is saying that “In the past most
investments were directed towards classical - mass media (above the line) - advertising:
The ratio of investments in commercial communications has constituted 60 percent of
investments in above the line advertising to 40 percent of investments in below the line
advertising for a long time." Koppl (2007) also indicated that currently the
investment ratio is changing in the favor of below the line advertising - in the
USA, 30 percent of all investments go into mass media advertising and 70
percent into below the advertising where POP advertising is the most dominant
part. In relation to this change, advertising is starting to focus on a specific
target group of customers, in contrary to the past when advertising affected the
entire, non-differentiated market. Ruiz and Sicilia (2004, p. 660) published that
“The particular growth potential in the USA - approximately 60 percent of the total
budget for advertising is devoted to in-store promotion; in the Czech Republic this is
only about 25 percent”. It has also been stated that sales promotion comprises of a
wide variety of short-term, tactical promotional tools designed to generate an
immediate market response. In the last five years, the budgets of many
manufacturers of customer packaged goods have undergone a dramatic shift
with “more dollars being spent on sales promotion than on mass media advertising”
(Kumar and Leone, 1988, pp. 178 - 185). Their conclusions are supported by the
view of Rhea and Massy (1986), who indicate that in 1984, sales promotion
expenditures exceeded 80 billion USD in comparison with 48 billion for mass
media advertising. From these numbers we can assume that POP advertising is
a growing marketing communication discipline and can hope for similar
development also in the Czech market.

The importance of POP advertising communication will continue to grow,
if its functionality further develops and, being an informative tool, its
importance for brand building further increases. This assumption leads us to
conduct our research and consider it contributory opportunity creation
approach. POP advertising activities, which will lead to improvements in the
entire product categories assortment, could be the future form of co-operation
between retailers and advertising spenders - producers of brand products
(Krejéi, 2007; Krofianova et al., 2009; Mikes, 2007).
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Now we can go on to the next chapter, which deals directly with POP AD
and hypermarket environment and will help us to complete the basis necessary
for determining the research questions.

1.3 Introduction to POP Advertising research

In this part of the text we will briefly introduce the entire environment of
hypermarkets and its position within the Czech retail network, further we will
be mention some characteristics of this environment and the role of POP AD.
And we will also formulate a research gap to show reasons for need of such
research which is introduced in this work.

1.3.1 Hypermarket and its environment

As described by Krej¢i (2007) or Cimler and Zadrazilova (2007, p. 152), the
hypermarket is defined as a self-service large-area store offering a wide range of
non-food goods of short-, medium- and long-term consumption, as well as food
goods. The hypermarket sales area is a coherent whole bordered by a cash-desk
system. The extent of sales areas, which defines a hypermarket as store type,
varies in different countries. Generally, the most widely used is the lower limit
of 2,500 m? sales area. Above this limit up to 5,000 m? we talk about smaller
hypermarkets (in the Czech Republic e.g. Interspar, Kaufland, Hypernova
Compact) and above the limit of 5,000 m? we talk about big hypermarkets (e.g.
Tesco, Hypernova, Globus, Interspar).

Thus the hypermarkets differ from supermarkets and discount shops
mainly by sales area, assortment extent and structure; and from other shopping
centers they differ by the overall constructional lay-out, disposition of cash desk
systems and assortment extent (up to 60 thousand of items depending on the
size of sales area). The situation in the Czech retail market in is characterized by
these shares of particular retail formats: 36 percent hypermarkets, 17 percent
supermarkets, 17 percent discount stores, 13 percent self-service shops, 17
percent others (Sebkova, 2012). Sophistication of sales in hypermarkets caused
the level of this selling format share (Sercl, 2007). For these reasons, especially
in context of strengthening the position of hypermarket as the main retail
channel of FMCG categories, hypermarket was chosen to be a contextual retail
format of this research. But according to the assumption of Boc¢ek (2009), we
could say that in terms of the demand on functionality of POP advertising,
similar rules could be applied also for other types of retail channels, so some of
our research outcomes can serve as inspiration also for other types of retail
formats. Stores, customers, and the interaction between them have been a fertile
area of research for many known authors e.g. Kotler, 1974; Donovan and
Rossiter, 1982; Bitner, 1992; Baker et al., 1992, 1994, 2002; Turley and Milliman,
2000; Hoffman and Turley, 2002; Vysekalovd, 2009 and many others. The
presented studies are trying to cope with the main difficulty of the hypermarket
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environment research, which is a huge number of influencing and not always
measurable phenomena related to the environment and products as well as
customers. As an example we could mention the research, which endeavored to
classify the influencing environment variables into five different groups with a
different impact on other variables: “Exterior, general interior, layout, interior
display, and human variables - are known to impact many outcome variables, including
sales, time spent, approach-avoidance behavior, overall evaluation, and patronage
intentions” (Raajpoot et al., 2008, p. 825).

Phenomena of POP AD is often researched and published in context of
retail shops atmospherics. Kotler (1974, pp. 49 - 64) published that practical and
theoretical interest in retail atmospherics is predicated on the belief that the
retail environment can be controlled by manipulating various cues, and in turn,
store patrons’ behavior can be affected. It has also been published that
atmospherics research has produced a significant body of research describing
various customer reactions brought about by manipulating specific ambient
cues - music manipulation, for example, can affect customer patience, emotional
reactions and approach behaviors (Yalch and Spangenberg, 1990; Hui et al.,
1997; Chebat et al., 2001). Likewise, “changing the background colors can influence
product quality ratings” (Bellizzi and Hite, 1992, p. 347), and manipulating the
odors in a shopping environment can influence the “customers” purchase
intentions and time spent shopping” (Spangenberg et al., 1996, p. 69). More recent
reports also show importance of locating products and POP advertising media
in store environment. For example, Dagnadi and Freeman (1988) published
that manufacturers are willing to pay hefty slotting allowances to ensure a
strategic placement for their products on retail shelves and retail floor.

Although many articles that examine atmospheric effects on customer
behavior give credit to Kotler (1973) for initiating the literature stream, the work
in this area actually predated his article by almost 10 years. Although Kotler
was the first to use and define the term “atmospherics” as the intentional
control and structuring of environmental cues, several other researchers had
manipulated elements in the environment in studies previous to Kotler’s article
(Cox, 1964, 1970; Smith and Curnow, 1966; Kotzan and Evanson, 1969; Frank
and Massey, 1970; Curhan, 1972). As this stream has evolved from these early
articles, marketing researchers have come to the realization that if customers are
influenced by physical stimuli experienced at point of purchase, then the
practice of creating influential atmospheres should be a marketing strategy for
most exchange environments.

As noted in a more recent article written by Bitner (1990), such
atmospheric planning can make the difference between a business success or
failure (Turley and Milliman, 2000). Also Schmitt (1999) noted that the retail
store environment is an extremely outstanding means of providing experience
to customers while it is also the most important cause of strong feelings and the
given memorable experiences actually endeavor to gain the attention and
awareness of the customers. Kotler (1974), Baker (1986) and Turley and
Milliman (2000) found that different store environments and atmospheres will
deliver different psychological feelings to a customer. These feelings in turn
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affect their enjoyment of shopping, the amount of time spent browsing, their
intention to purchase and the personal values they attain throughout the
shopping experience. Donovan and Rossiter (1982) suggested that emotional
responses induced by in store environments are the major determinants of the
amount of money the customers spend.

Although cognitive factors affect customers store selection and planned
purchase within stores to a certain degree, the store environment is also a factor
to determine their purchasing decisions since it affects the in-store shopping
experience directly. If a customer is satisfied with the store, their intention to
visit it again will increase and they may be more loyal to the store. Vice versa, if
a customer feels uncomfortable with the store environment, they may not go to
the store again. These previous findings clearly illustrate to retailers that every
part of the store environment is a tool to communicate and to keep up with
their customers. Customers want to be ,, (...) entertained, stimulated, emotionally
affected and creatively challenged" (Elliot, 1998, p. 12). In the study of Chan and
Chan (2008, p. 412) it was shown that "If the shoppers feel satisfied and pleasant in
the store, through different merchandise display methods, the in enjoyment, shopping
time and intention of purchasing will be increased.” Therefore, it is essential for POP
advertising entrepreneurs, investors and retailers to spend time and money on
researching and developing of advanced POP advertising media, especially
POP ADs in order to increase the customers' pleasure directly and indirectly to
arouse their intention to buy.

To customers, hypermarket and POP advertising inseparable relate the
phenomenon of unplanned impulsive shopping. Study of Hawkins and Stern
(1962, p. 60) discovered that “an important role in advertising display performance is
played by the phenomenon of impulse purchase, which is a purchase that was not
planned before entering the store and which is often initiated by means of POP material,
promo actions or effective presentation of the product. It is a purchase that a client will
decide to do at the point of sale under the presentation of a certain product." POP
advertising is a part of sales promotion activities. Being a communication
means, its target is to draw the attention of a potential customer and affect their
purchase behavior by tools ensuring a direct contact of the customer with the
product. Impulse buying is generally considered to be synonymous with
unplanned buying. It describes any purchase a shopper makes but did not plan
in advance (Stern, 1962). Hawkins and Stern also declared (1962, p. 60) that
“accordingly with other known studies on shopper behavior, an increasing number of
customer purchases are being made without advanced planning”. Related conclusions
were discovered in a recent study by Dittmar and Drury (2000). They indicated
that POP ADs should become a part of store interiors affecting impulsive
buying. Their function is to provide customers with information fast, to help
them in the selection of goods, POP and to provoke them in shopping,
activating their impulse buying behavior. The mainstream approach has been
concerned with identifying general factors, such as exposure to in-store stimuli
(e.g. POP AD), which increases unplanned purchasing, supported by Abratt
and Goodey (1990), or with developing theoretical lists of food and drinks that
are likely to be bought on impulse, supported by Bellenger, Robertson and
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Hirschman (1978). This information may be useful for choosing POP
advertising media and goods for sales promotions. Beside that Krofidanova
(2007, p. 5) wrote that “it is currently emphasized that approximately 75 percent of all
purchase decisions are realized in stores and approximately 50 percent of all purchase
realizations arise in the store, i.e. the percentage of impulse purchases is in the range of
approximately 60-75 percent, naturally depending on the specific product category." In
this context it can be assumed that functional POP AD can play an important
role in what customer finally adds to their cart as there are a huge number of
purchases realized without a previous plan, which can be stimulated or
influenced by POP advertising.

Impulsive character of shopping from POP AD seems to be decisive for
quite a number of researches and we will attend to it in the second chapter of
the work, which deals with the theory on this subject. But before that, it is
necessary to summarize the existing researches and formulate objectives and
research questions of the work.

1.3.2 POP Advertising research

At the retail level the shoppers” attention and the eventual purchase are met by
a great challenge since the message of the brand must break through huge
masses of different information 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. Therefore POP AD can be used to increase the
chance of customers noticing a specific brand or product. That will help
customers to find and identify a brand easily and make an informed purchase
decision.

In these conditions, it is not surprising that attracting customers’ visual
attention at the point of purchase strongly influences customer choices. For
example, Woodside and Waddle (1975) showed that POP media multiplies the
effects of a price reduction by a factor of six and that it can even increase sales
in the absence of price change. Other field experiments have documented the
influence of shelf space, location quality, and display organization on sales (e.g.
Dreze et al., 1994; Wilkinson et al., 1982).

Most of the found researches on the topic of the influence of
advertisement on customers were realized by the method of an experiment in
the field. For example Holdbrook and Hirschman (1982), Tauber (1972), Tellis
(1998) or Bermann and Evans (1989) deal with the experiment in their
publications and they describe it as a certain project which manipulates with
one or more independent variables to enable observing their effect on a
dependent variable, in which they were interested. The factor or independent
variable is a suspected reason of certain phenomenon, for example a type of
POP advertising media placed in store. The dependent variable is an extent of
this phenomenon, for example remembering advertisement or a purchase of the
promoted product. An experiment in the field examines changes of the
independent variable in time on the real market. That is a feasible method,
because it shows sales resulting from decision making of customers under
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normal conditions (Tellis, 1998).

Subsequently, the most often used methods dealing with advertising are
focused statistical analyses of sales in relation to POP advertising applications.
As an example, we could mention the research of Adams and Spaeth (2003, p.
10) who wrote: "When armed with independent statistically valid evidence of the sales
response from a particular combination of POP materials, marketers, sales forces and
retailers will have compelling reasons to focus on execution and measurement — to
achieve the maximum potential incremental sales, fully leverage both the promotional
event or product placement and leverage the POP expenditure.” At the same time,
some of the learning may cause a redirecting of spending from less efficient and
effective materials into those with a track record of delivering incremental sales
profitably. This shifting, based on knowledge, is healthy for POP producers,
delivers greater value to marketers and retailers and is rewarded by the
customer who drives the entire process with the additional product purchases
(Adams and Spaeth, 2003). They also showed that increase in sales due to
placing POP advertising media varies significantly - its values depend on the
actual state of health and perception of the brand (in terms of the actual
position in the brand life cycle, loyalty and customer feedback stability,
perception of its attributes and others) and on the current state and volume of
other advertising activities of the brand and the whole category (Adams and
Spaeth, 2003). Dhar (2001, p. 77) showed in his study that: “Advertising displays
are able to increase the sale of supported brands/goods/services in the range of
approximately 10 to 300 percent and greater display activity increases overall category
performance." Few key types of retail store-based interventions, including point-
of-purchase (POP) applications, were identified by Glanz and Yaroch (2004). In
their study there is strong support for the feasibility of these approaches and
modest evidence of their efficacy in influencing shopping decision making.
Gibson (1992) reports that up to 62 percent of total sales of popular brands are
attributable to POP advertising media. In addition, Buscher et al. (2001, pp. 912
- 913) researched POP influence on sales and found out that “2-week POP
intervention significantly increased yogurt consumption relative to the baseline. These
increases were maintained 2 weeks after the messages were removed.” Buscher et al.
(2001)'sanalysis of the survey data suggests that the POP messages served as a
reminder, rather than pressure, to consume, or maintain the consumption, of
healthy food. Given the success of our intervention and the potential for POP
interventions to be conducted relatively inexpensively and with little labor, we
recommend their use in e.g. cafeteria systems. This citation illustrates the
practical potential of this type of marketing researches. Besides that, the
positivesales impact of display on customer decision making has been
estimated by a number of studies (Wilkinson, Mason and Paksoy, 1982; Curhan,
1974; Chevalier, 1975; Narasimhan, Neslin and Sen, 1996; Wittink et al., 1988).

Also Blatt (2002) specifically assessed POP materials sales effectiveness
through the use of statistical sales response models. The lift for each material
was determined by statistically isolating the sales impact from placing that
particular advertising material on the product display or at the main shelf. The
effects of other various factors such as a product display, location of the product
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display (for example endcap, lobby, aisles or counter zone), store differences,
seasonality, price reduction, promotion and other variables were factored out to
isolate the lift effect (see attached Graph 1). Each brand was evaluated
separately using its own response model. All “brand-store-week” observations
for a particular material were used to obtain the sales lift. The models isolated
the effects of each material by factoring out the mentioned variables, including
other POP materials. A sales lift was derived for an individual type of POP
material if that material was observed enough times by itself, meaning it was
statistically valid to provide an individual lift for that material. The criteria to
determine reliability (of single material lifts from model results) was a
minimum of 25 observations (an observation is a store-week) and an acceptable
square for the model (‘'r-square’ serves as a statistical indicator of accuracy for
the sales lift projection). While brand material combination lifts were not
modeled separately, the multiplicative value of the individual material lifts was
judged an acceptable estimate of the maximum lift attributable to that
combination. An average brand lift was reported for each category by weighing
the brand results by volume for brands with sufficient observations (Blatt,
2002).

Analysis Methodology - Sales Effectiveness

Extra Sales generated
by non P-O-P variables

Extra Sales generated

by P-O-P material >

BASE SALES without POP activity

LI NI A TS 116 N7 Mg IS IO ML 1 1T 2 NI 3 I A IS N6 L 7 1 8 1T 9 120!
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[ Base [ Trade Promotion incremental Bl P-O-P Material Incremental

FIGURE1 Sales effectiveness - analysis methodology, adapted from Blatt (2002, p. 17).

In addition to the mentioned researches, an agency for marketing research led
by Bocek (2005) carried out a more comprehensive project of testing the
effectiveness of POP means on the Czech market combining more research
methods. Except the analysis of sales data, the research focused on the
evaluation of spontaneous and supported knowledge of applied advertising
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media by customers after leaving the point of placing POP, further an overall
attractiveness of POP and analysis on point of placement, purchase motivation
caused by POP, analysis of planned and impulsive purchase and influence of
POP on buying products. (Bocek, 2005) In the first phase, there was made a
research of customer behavior directly by located POPs using a technique of
observing and structured questioning. Based on the findings, they worked out
such a solution that responds to main requirements of customers and that was
accurately described within the report from the research (Mohyla, 2006).

Another research project was testing battery-powered POP AD for the
company Energizer that focused on evaluating effectiveness of POP AD using
the technique of observations, structured questionnaires for buyers (a summary
of opinions, impressions and attitudes of respondents), interviews with shop
assistants and observing sales results in the time when POP AD called
Energizone had been located in a tested store compared to sales after removing
the Energizone (Snajdrova, 2006).

In England, Martin Kingdon (2007) carried out a sophisticated research
using the Polytrack system. The evaluation system used special cameras, the
record of which was used to analyze the number of customers passing in
measured sectors and to automatically identify their gender and age. The
cameras were recording main entrances to stores as well as the parts of those
stores with measured POP media. The obtained data were evaluated within the
research as so called Impact Ratio defined as: "POP in real vision of customer
/measured by eye tracking cameras/ divided by number of customer passed around
POP" (Kingdon, 2007, p. 27). This research was realized generally as an
efficiency audit of POP applications used in the UK stores.

Another mostly quantitative data collection technique to analyze impact of
POP advertising media on customers is eye tracking. Eye tracking studies have
shown that eye contacts with communication media displayed on a retail shop
shelf are valid measures of visual attention and are generally correlated with
POP advertising media consideration (Pieters and Warlop, 1999; Russo and
Leclerc, 1994). Eye tracking cameras were already used to evaluate the success
of POP campaigns in the Czech Republic within the research of Smékal (2007).
They detected how the customers were noticing POP materials. The sample
consisted of 24 buyers in two hypermarkets. To obtain the most relevant data,
the researcher tried to approach such a tested situation which was as close as
possible to reality; and he also preceded the research experimentally.
Respondents were sent to do shopping and they were supposed to normally
like doing a common weekend shopping. They did not know what the
objective of the research was, or which materials were examined. There was not
predetermined any obligatory route in the store. Using only eye tracking within
the research would be considerably inaccurate and indicative in determining
exact performance of measured POP advertising media without tracking effects
on sales of promoted goods (ibid.).
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1.3.3 Research gap and contribution

Although it is apparent that considerable attention is paid to store environment
and POP advertising materials including POP AD, some questions remain
unanswered. On the level of more general researches, we mainly meet
limitations of variables that could be included, which has methodological
reasons.

Specifically, for example statistical analyses could not work with variables
that cannot be quantified. The tested variables are also perceived as objective,
not as intentionally selected by researcher. Within the examined case studies,
there were mostly proceeded analyses of particular applications in specific
forms. There was no research found that would manipulate with various
variables of measured POP media, i.e. it was not examined whether the
application was used really in a form that provides the biggest possible
potential to an implementer. Explanatory and interpretative studies were not
found either. For instance the authors Adams and Spaeth (2003, p. 10) comment
their previously mentioned studies: "It will still be important to conduct the types of
communications studies done for other media to answer the 'why' questions. Even with
a direct link between campaign and performance the understanding of what drove
success or failure may not be apparent.” Entrepreneurs hoping to repeat successes
and avoid repeating failures are advised to seek the reasons why. In turn, this
research can only build market knowledge, enhance the quality of POP
advertising and increase the value of the medium. POP advertising will now
not only be measured, but also it will set the standard for planning and tracking
the link between audience delivery and short-term sales response (Adams and
Spaeth, 2003).As companies begin to experiment with audience delivery and
sales effectiveness measures, new insights will be developed, which will likely
refine this methodology and extend the various applications. In relation to that,
it is contributory to mention the results from the study conducted by Alexander
(2001) that supports importance of further knowledge creation helping improve
quality and functionality of POP ADs and POP advertising media generally.
The study shows the phenomenon of “clean floor policy" conducted by many
retailers. This activity causes huge limitations and restrictions in placing of POP
media to stores in reaction to increasing quantity and implementation of poorly
functioning POP media in their floor space. Liljenwall and Phillips (2008)
assume that this situation is caused by the already mentioned trend that
implementers and investors of POP advertising had been transferring budget to
in-store communications as a reaction to a shift in customer behavior. The
effectiveness of classical media was reduced at the time when customers were
postponing their product decision making until they were in store. To address
the former and to capitalize on the latter, there has been a massive growth in
POP advertising communications, which in turn lead to saturation. For
example, “POPAI UK business association found that in an average sized
supermarket, there were 4,624 display items" (Liljenwall and Phillips, 2008, p. 31).

Implementers who want to increase product sales often implement POP
programs, but since many retailers forbid POP AD because of the fear of
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cluttering up their floor space, the placement for POP materials is hard to find
(Alexander, 2001). The POP material must preferably include attributes that
provides the product’s key features, benefits and impact, since customers react
positively to this useful information (Alexander, 2001). Moreover, the message
in the POP advertising program needs to be concise, since customers receiving
too much information will simply ignore the message. The physical
environment has the ability to influence customer behavior 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.
That is very significant in communicating the firm’s image and purpose to its
customers (Bitner, 1992). Boston’s (2003) article sharpens its focus explaining
that POP advertising is meant to reach customers in the “moment of truth”,
which is the point of purchase and must have carefully maintained specific
features to be able to catch their attention and engage them to interact with the
merchandise. This is also supported by Harrington (2002) who states that
brands need to have POP media in the right form and on the right place where
the customer is in the right mode to receive it, or else the message is likely to be
ignored.

Given the above mentioned, we could expect a similar development in the
Czech Republic. This trend is mentioned here because with its gradual
fulfillment at the local market we could expect more pressure on retail formats
that would be forced to adopt a strategy of implementation of POP AD so as to
avoid an oversaturation of sales space with useless executions. The objective of
this study reflects this inquiry as it aims at identification and analysis of
attributes of success helping POP advertising entrepreneurs, investors and
retailers to select functional applications and helps detecting and eliminating
POP ADs that do not fulfill their mission.

Let us mention one more example of conclusion of a general statistical
study - contents of a shopping basket: “Due to analytical restrictions, however,
multi-category choice models can only handle a small number of categories. Hence, for
large retail assortments, the issue emerges of how to determine the contents of shopping
baskets with a meaningful selection of categories as this is traditionally resolved by
managerial intuition” (Boztug and Reutterer, 2008, p. 299). Our standpoint
consists in a conviction that some aspects of customer decision making are so
complex that they do not allow any statistical analysis. A certain shift can be
made on the basis of qualitative research with an objective not to create a
quantitative model of purchase decision making but rather a qualitative model
allowing better understanding of customer behavior based on statements about
their long-term experience. This standpoint and its context are also discussed in
detail in chapters 2.6.1 and 2.6.2. Also Evans (2007, p. 44) supports our intention
and he comments the situation of researching POP advertising media as
follows: "Whilst there are still too few companies investing the time, money and effort
into ensuring that the total customer in-store experience matches the innovation levels
displayed by their POP materials a start has been made by forward thinking marketers
who see point of purchase as a key communications route and take the time to
understand how to leverage this channel best; but more companies must realize that the
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theory of product promotions and customer relationships needs to be dovetailed into an
effective customer in-store experience." One characteristic of practically all above
mentioned researches is that they deal with what could be described very
clumsily as “customer in-store experience”. The change in the perspective we
want to adopt could be described as deviation from the question how to shape
customer shopping based on variables we could monitor towards the answer to
question what phenomena, which could be distinguished and categorized
within purchasing from POP AD, are crucial regardless of whether they are
externally observable or we could manage them so to increase sales.

This research would also like to contribute to the increase of sales from
used POP AD, but here we will endeavor to capture even the variables that are
not externally observable or controllable simply because they have an effect on
success or failure of a POP AD in case of particular customers. In relation to
these thoughts we have decided to choose the qualitative approach for our
research. After a study of academic and commercial researches on the topic of
POP advertising, there was found out that qualitative methods are not usually
applied in this sphere. In principle, there was no concrete scientific or suitable
commercial research specified just for the topic of influence of shopping
environment on customers decision making or similar topics where using
qualitative strategy. On the other hand, there exists a common commercial
practice of qualitative research which tests a possibility of success of particular
products. Qualitative, theoretically fairly well-founded model of dependence of
various phenomena influencing customer decision making while encountering
POP AD and their characteristics could then be used for higher quality analysis
and so to complete missing knowledge at the scientific and practical field of
POP advertising. The uniqueness of our approach is supported by focusing on
a particular POP medium (POP ADs) in the context of hypermarkets in the
Czech Republic. This focus was not found in the used literature sources, so it
provides besides already mentioned contributions also another opportunity to
create new and innovative theoretical knowledge.

As we will see in the second and third chapters, our next contribution is
that the research aims to create a specific Paradigm Model which could be used
for more adequate POP ADs in the future and also for a more frequent
qualitative research and interpretation of qualitative data in both academic and
entrepreneurial practice. For this purpose, procedures of Grounded Theory
(Strauss and Corbin, 1999) will be employed for the analysis of data collected
from FGDs. Since the analysis itself using the Grounded Theory should not lead
to adequate interpretations of statements of our informants (it rather
categorizes them), we decided to apply the socio-constructivist interpretation
model (Berge and Luckmann, 1999) which we will introduce in the second
theoretical chapter. This approach employs specific research strategies and
theoretical concepts enabling us to contribute with creation of new knowledge
in the context of discussed gaps in other researches found.

The specific contribution of this research is entrepreneurial nature and its
aim to analyze it as the creation and exploitation of entrepreneurial opportunity
via theoretical discussion with theories of entrepreneurship (e.g. Venkataraman,
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1997, Shane and Venkataraman, 2000 ; Ireland and Webb, 2007; Acs, 2006;
Audretsch and Thurik, 2001; Stangler, 2009 and others), theories of
entrepreneurial marketing (e.g. Hills et al.,, 2008; Miles and Darroch, 2006;
Morris et al., 2002; Bjerke and Hultman, 2002; Shaw, 2004; Hills and Singh, 1998
and others) and entrepreneurial opportunity theories (e.g. Venkataraman, 1997;
Ardichvili et al., 2003; Gaglio, 2004; Bettiol et al., 2011; Kirzner, 1997; Shane and
Venkataraman, 2000; Alvarez and Barney, 2007; Casson and Wadeson, 2007;
Eckhardt and Shane, 2003 and others).

1.4 Research questions

Now we have already characterized the topic and generally summarized what
we know and indicated what we do not know about it. Now we will introduce
the research questions.

The main research question:

What is the role of a POP AD in customer purchase decision making in Czech
hypermarkets and how can understanding of it serve as a source of
entrepreneurial opportunities for POP advertising entrepreneurs?

Specific research questions:

1.  Under what conditions and how do customers purchase from POP
advertising floor displays in hypermarkets?

2. What are the kinds of customers’ habits and experiences in
exploitation of POP advertising floor displays?

3. What are the attributes perceived by customers during shopping
from POP advertising floor displays and which can we influence?

4. What entrepreneurial opportunities do these findings open for POP
advertising entrepreneurs during POP advertising floor displays
development and implementation?

So the subjects of the research are the experience and habits of our informants
regarding POP ADs and their attributes within the defined shopping process in
hypermarket. The main objective of such a study will be to create a Paradigm
Model of the phenomena, their characteristics and interrelations that could play
a role when deciding about shopping. Thanks to that it will be easier to avoid
such situations when informants acquired a bad experience with a POP AD or
deduce from their previous experience that they could acquire such an
experience, and so they prevent it, and at the same time to describe markedly
good experiences with POP ADs to adapt future practice to them. We consider
crucial that even the circumstances beyond the control of a submitter of POP
AD, hypermarket operator (or anyone who explicitly endeavor for sales
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increase) can influence this perceived success or failure of POP AD. These
outcomes will be consequently theoretically interpreted through a broad
analytical discussion with some of the already mentioned theories as a creation
of entrepreneurial opportunity with a theoretical potential to be practically
exploited.

1.5 Research objectives

On the most general level, Let us formulate four academic and practical
objectives of the research we are striving for:

By answering the above mentioned questions in the described manner, we
expect better understanding of the circumstances of a typical customer
shopping. This better understanding together with the thematic conception of
customers' good and bad experiences with POP AD in the past can contribute to
very specific recommendations in development, production and
implementation of POP ADs. An example of questions that seems to be
promising in this respect is the question whether customers, based on their
previous experiences, find that they miss POP ADs in some places and that they
would welcome them there.

The following search of mainly psychological and behavioral theories will
lead us to formulate certain areas of using POP ADs that might be worth to be
realized in the future. Thus we would like to approach these innovations to
customers and ask them whether they consider these meaningful based on their
experience with a typical shopping in a hypermarket.

Another objective will be also to build a comprehensive model of roles of
various phenomena and circumstances that contribute to customers' decision
making, and so they decide on a success or failure of POP AD. Unlike
researches studying the isolated influence of one variable, we would be able to
create somewhat more holistic model created on the basis of all phenomena and
circumstances that get into the scene from customer's perspective. Therefore we
will be interested also in these attributes we could control in the future practice
because they play a certain role, and if they remained unrecognized, they could
influence shopping behavior of customers while we would not be able to
understand that.

Last objective is to recognize and interpret the research process and
created results as entrepreneurial opportunity creation with the theoretical
potential of its exploitation via the analytical discussion with theoretical
concepts of Entrepreneurial Opportunity. This approach also provides
theoretical outcomes for consequent implementation of innovations and
improvements in real POP advertising entrepreneurial practice.
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1.6 Structure of the work

For the next step, in the whole chapter 2 we will review the theoretical
framework summarizing key theoretical paradigms and concepts influencing
the subject of our research, the used dictionary and consequently the research
process itself.

Later in methodological chapter 3, we will define the research approach
with regard to ontological, epistemological and methodological perspectives.
There we will also introduce and justify our research design and selected
strategy, data collection technique and the process of data analysis and
interpretation.

In chapter 4, data analysis, interpretation and detailed answering of the
research questions will be presented. The consequent discussion of the research
results with the existing theories will be presented in chapter 5. Eventually in
chapter 6, we will summarize answers to the research questions and formulate
recommendations that could contribute to both recent and further academic
research on given subject and also to the entrepreneurial practice.



2 THEORETICAL FRAMEWORK

The following chapter is to review theoretical preparation for the presented
research. Now we will summarize all resources which inspired us and also
clearly set what can be expected of the research on the basis of theoretical
inspirations that led to the creation of the final research design.

Firstly we will briefly introduce the types of human activities in which
POP AD has certain functions, like advertising and sales promotion or
merchandising, which meet in the term POP advertising. Then a summary of
resources used when formulating research process will follow. These resources
are worth of their own accord, because they are trying to summarize everything
we know about aspects related to POP AD on the basis of different scientific
disciplines.

We will summarize psychological-statistical knowledge about shopping
environment in stores and its influence on customers, which draws mainly from
behaviorist paradigm. It is seen as an indisputable advantage especially due to
the possibility to test separately an influence of particular attributes of POP AD
(for example their color, design or lighting) on increasing the frequency of sales
of the given goods and consistently on increasing revenues from sales. We will
supplement this section with psychological theories, which seem to be
interesting and inspiring in the context of POP AD. In all of these subchapters,
we will pay some attention also to more general rules about what is possible to
find out in customers' behavior directly in the hypermarket sales area in which
POP ADs are located.

For these reasons, also a summarization of some influential and, as to our
topic, interesting sociologic conceptions reflecting the environment of a
hypermarket or shopping center will follow and also the historical changes of
consumption normative will be briefly mentioned.

Our next interest is in the situation of today's social science generally,
including the theory of marketing and marketing research, as it is highly
confusing and, except individual theories about how things in our world work,
it produces also a huge amount of texts, called theory of science. In this sense,
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there are several theories of science that differ accordingly to the selection of
other axioms, central statements, the validity of which is no longer disputed. If
a social scientist decides to conduct a research today, they must think of highly
abstract questions such as: “What the truth is and how to find it?” Although the
ambition of our research is mainly to create understanding of how customers
perceive POP ADs and from this knowledge to formulate recommendations
serving as exploitable entrepreneurial opportunity, we must use one of the
possible orientations of the theory of science, which will determine our further
acting. From this perspective, we will carry out the research, but we can also
help in clarifying differences compared to researches of POP AD inspired by
other axioms.

In the later section of this theoretical chapter, we will give readers a
general idea of how our research is inspired by constructionism. In the context
of this work, it is rather a theory of reality and its individual experience rather
than a theory of “truth” as a part of the theory of science. The perspective based
on the social constructionism justifies the choice of the research objectives and
the shift from the interest in consumer to the interest of customer. Simply said,
we can characterize this change of perspectives compared to most of the studies
mentioned below as a shift from the interest in increasing sales results by
manipulating with controlled shopping environment to the interest in
increasing sales results through better understanding customer experiences
with shopping as a routine part of their lives.

Last part of our theoretical interest is dedicated to conceptualization of
entrepreneurial aspects of our research in order to prepare theoretical founding
enabling consequent analysis and interpretation of our findings in the area of
customer decision making through the perspective of current literature on
entrepreneurial marketing and entrepreneurial opportunities recognition,
creation and exploitation.

2.1 Areas of using POP Advertising floor displays

Here we will briefly introduce types of human activities that deal with POP
ADs and their imaginary intersection. These are: advertising and sales
promotion or merchandising, which meet in the term POP advertising,.

2.1.1 Advertising

Most generally, a POP AD is a part of advertising and marketing
communication. Advertising is generally seen as a “means of communicating
persuasively with customers” (Weilbacher, 2001, p. 19). This communication
process - if it is successful - ultimately results in the sale of the product or
service advertised to at least some of the customers that have been exposed to
the advertising. Advertising's job is purely and simply to communicate
information and a frame-of-mind that stimulate action to a defined audience
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(Kotler, 1974, 2003). Advertising succeeds or fails depending on how well it
communicates the desired information and attitudes to the right people at the
right time at the right cost. What specific kinds of effects should advertising
strive to produce? In the first place, it must be recognized that advertising must
produce different effects in different people because, at any one time, not all
people are equal with respect to attitudes toward the information they have
about, or their images of the brand that is to be advertised (Weilbacher, 2001).
Advertising's role, therefore, is to make customers, whatever their current state
of attitudes toward information about, or images of a brand, is, more informed
about the brand and more generally favorable to it (Tellis, 1998). Advertising
must produce some sort of mental change in the customer: he or she must think
differently about the brand and promoted product after being exposed to
successful advertising.

The practical need of advertisement to attract customers gives a basic
independence on any established social science to scientific research of its
means and as Hackley (2005, p. 7) wrote:  “... it lends itself to examination from
many differing disciplinary perspectives and therefore offers means of linking those
perspectives through multidisciplinary studies." In marketing management texts,
advertising is conventionally regarded as one element of the marketing mix
(promotion), a management tool defined by its explicitly promotional, mediated
and paid-for character, and differentiated from other marketing
communications disciplines such as public relations, personal selling, corporate
communications and sales promotion (ibid.)

2.1.2 Sales promotion

The use of POP media is more generally a part of sales promotion (Kotler, 1974).
"Generally, first of all we characterize the sales promotion as a focus on
communication and incentives giving (Tellis, 1998).

The term communication is used in its broadest sense and it means any form of
persuading or information transmission. For purposes of supporting sales Tellis
(1998) summarizes the role of communication as a tool used for the following
specific five objectives. The first one is to provide information about features of the
product. The second one is to create an awareness of a product or to help recalling it
in the moment of purchase. A presentation inside a store is an example. The third
one is to reduce the risk resulting from buying a new product. A sample of a
product that a customer can try for free is an example. The fourth objective is to
enthuse a customer with a product. Displaying a product or lottery game are
examples. The fifth and the last one is to create product goodwill.

For retail, there are typical four types of sale promotions that are not offered
by producers. These are exhibiting in POP AD, notification of sales promotion,
price cutting and dual-coupons (Fader and Lodisch, 1990). These types of sales
may not necessarily be used separately. In fact, they are often associated mainly
into two combinations: "notification of sales promotion together with price cutting and
notification of sales promotion together with location into POP displays” (Tellis, 1998, p.
290).
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2.1.3 Merchandising

Very close to the sales promotion, there is merchandising, which used to be
meant as a set of activities created to support in-store sales, including an
appearance of shelves, placement and positioning of products, price tags,
furniture or POP materials and POP ADs (Lelovi¢ova, 2006; Kotler, 2003).

Merchandising is a technique for optimizing sales based on planning and
studying the location of products on shelves or in shops. Merchandising is a
technique for optimizing sales based on planning and studying the location of
products on shelves or in shops (Krofianova, 2007). According to Hackley (2005,
p- 131) “Merchandising is normally a term used in a broad sense to refer to the whole
retail setting for purchase, particularly including the way the product is displayed and
promoted in the retail store.”

Its objective is an attractive, impressive and informing presentation of
products, which is crucial also in connection to POP ADs. Unlike advertising,
this activity is connected especially to the overall organization of sales space.

2.1.4 POP (in-store) Advertising definition

It is the connection of advertising and merchandising that creates a field often
referred to as POP advertising, in-store advertising or newly marketing at retail.
Clow and Baack (1999) are defining Point-of-purchase (POP) advertising as any
form of special display in a retail store that features or advertises merchandise.
These POP ADs are located near cash registers, at the ends of aisles, in a store’s
entryway, or in other noticeable places. “The many forms of POP advertising
include displays, signs, structures, and devices that identify, advertise, and/or
merchandise an outlet, service, or product. POP programs are used to stimulate retail
sales or activity. The store shelf and POP display represent the last chance for the
manufacturer to reach the customer. They can be used to make an impression just before
a purchase is made, or to leave an impression when the buyer exits the store” (Clow
and Baack, 1999, p. 123).

Hackley (2005, p. 131) describes that: “POP advertising is a context rather
than medium, but it is nevertheless a promotional area because of its influence over the
whole merchandising context at the point of purchase. POP is the point at which the
sale takes place and while advertising and sales promotion might get a customer into the
store, the sale still has to be made.” He also defines POP advertising as a tool that
might entail a sales person offering free samples or cardboard models of the
product to put the brand foremost in customers' minds at the point of sale. The
term can be also used more broadly to refer to any in-store promotion such as
monitors and TV screens placed in the store showing continuous ads for a
brand sold there, or other promotional structures such as “tubes” printed with
promotional images of brands which customers have to walk through (Hackley,
2005).

Our study is formed just by the solutions of the POP advertising, which is
not limited neither to power of advertising message, nor to handling displays
within the store.
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Now we will briefly mention the author's perspective and experience in
the sphere, outline the history of POP advertising in the Czech Republic and
end the subchapter with the overall development of POP advertising, which
also gives reasons for the interest we dedicate to this issue.

Now we will go through the results of previous researches and point out
some potentially interesting theories that used to be given into association with
POP AD.

2.2 Customer decision making during shopping

The current dominant flow of the POP advertising is good knowledge of the
end customer gained from psychology of perception and customer behavior
from the general aspect as well as in connection to purchasing decisions about
concrete products and brands (Lelovic¢ovd, 2006). According to this paradigm,
the perception of insufficiency, as an unsatisfied need, is the main motivation
for the decision to buy.

In their work, Levy and Weitz (1992) described distinction of needs to
functional and psychological decision making aspects. "The functional ones relate
directly to product design, but on the contrary the psychological ones relate to pleasure,
enjoyment from shopping or owning a product, which relates to prestige and image”
(Levy and Weitz, 1992, p. 52). Also Tomek (2002) published that the basis of the
knowledge about purchase decision making is a psychological process, which is
influenced by many factors from the economic, political, legal and social
spheres and except that, also by some situational moments, specific life
circumstances and individual changes in attitudes to brand.

2.2.1 Psychological theories and researches of human senses and attributes of
POP advertisement

This implies an interest in understanding how behavior is shaped when
deciding about purchase of a product and which attributes of POP advertising
and POP ADs perceivable by human senses can play role and can influence
customer shopping decision making under their influence. In this effort,
behavioral psychology asserts strongly that: , (...) it is possible to use a model,
which will avoid psychical processes when deciding about selecting product. Approaches
of this type are limited to the analysis of stimuli and relating reactions.” (Tomek and
Vavrova, 2002, p. 8) An example is for instance a model shown in the attached
Figure 2.
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Reaction

Stimuli

endogenous and results of shopping

exogenous factors behavior

shopping execution
marketing stimuly shopping rejection
environmental stimuly - shopping
(also POP AD stimuly) postponement

(also use or not use of
POP AD)

FIGURE 2 Shopping behavior model according to behavioralism, adapted from Tomek
and Vavrova (2002, p. 8)

This model controlling stimuli and measuring reactions certainly does not stand
behind all psychological researches we will present here, but it is included in
most of them. In this sub-chapter, we will deal especially with these
psychological and statistical researches relating to the effect on the human
mind. This literature refers not only to some context that is a common part of
marketing communication, but at the same time it shows some still unrealized,
yet potentially interesting, possibilities.

The character of purchase from a POP AD is what makes the effect on the
senses interesting. Esch et al. (2003, p. 1838) supports the hypotheses that:
"...buying behavior and the presentation format at the POP media are the key
determinants of the influencing power of a display promotion. Presented findings show,
display as stimulus are more effective in influencing purchase behavior when used with
impulsively bought products.” These conclusions were identified also in other
studies (Schneider and Currim, 1991; Ailawadi et al. 2001, Martinez and
Montaner, 2006). A study of Bermann and Evans (1989) on POP display stimuli
in supermarkets found that the value of these displays varies widely by product
category. “However, for all but one of the twelve product examined, in-store display
increased sales. In-store displays have the greatest impact” (Bermann and Evans,
1989, p. 168). According to the theory (ibid.), a stimulus is a cue (social or
commercial) or a drive (physical) meant to activate or arouse a person to act.
These cues may activate behavior. Each of these cues is a hint at arousing some
action, which the individual on the receiving end may ignore, treat as
unimportant, or follow through on. The distinguishing attribute of a social cue
is that it comes from an interpersonal, non-commercial source. A second type
of a stimulus is a commercial cue. This is a message that is sponsored by
retailer, manufacturer, wholesaler, or some other seller. "The objective of a
commercial cue is to interest a customer in a particular store, good, or service.
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Advertisement, sales pitches, and point-of-purchase displays are commercial stimuli.
These cues have the same objective as social stimuli: the creation of excitement about an
object, a person, an idea, and so on as the first step in a decision process. However,
commercial cues may not be regarded as highly as social ones by customers because the
messages are seller-controlled.” (Bermann and Evans, 1989, pp. 157 - 158)

Most recently, Spangenberg et al. (1996) represented a stream of
behavioral psychology that draws from the stimulus-organism-response
paradigm. In this context, the atmosphere is the stimulus that causes a
customer’s evaluation and causes some behavioral response (Mehrabian and
Russell, 1974; Donovan and Rossiter, 1982). In this paradigm, shoppers are
expected to respond to an atmosphere with one of two responses: approach or
avoidance (Mehrabian and Russell, 1974). Approach behaviors are seen as: "...
positive responses to an environment such as a desire to stay in a particular facility and
explore it. Avoidance behaviors include not wanting to stay in a store or to spend time
looking or exploring it” (Turley and Milliman, 2000, p. 194).

Other authors include also environmental effects mediated by a memory:
"Customer behavior at the point of purchase is influenced by out-of-store memory-based
factors (e.g. brand preferences) and by in-store attention-based factors (e.g. shelf
position and number of facings). In today’s cluttered retail environments, creating
memory-based customer pull is not enough; marketers must also create “visual lift” for
their brands — that is incremental consideration caused by in-store visual attention"
(Chandon et al., 2002, p. 1). “Studies of retail environments have manipulated a large
number of atmospheric stimuli, such as color, music, and crowding, and noted their
influence on evaluations (e.g. satisfaction and store image) and on a wide range of
behavioral responses such as time spent in the environment, sales, and impulse buying”
(Turley and Milliman, 2000, pp. 194 - 195). Furthermore, the observed effects of
POP display and number of simultaneous choices on the selection of variety are
consistent with results from studies on adaptive decision processes. Both the
number of decisions that need to be made simultaneously and the alternative
POP display format are determinants of the effort required for making purchase
decisions. For marketers, these results suggest that, beyond the familiar effects
of product shelf height and facing, retailers can influence customer purchase by
changing the product-display format. The actual effect of display format on
purchases might depend on such factors as the number of items typically
purchased on an occasion and the characteristics of the product category
(Simonson and Winer, 1992).

Also the structure of point of sale and shopping conditions, which could
be a motivating factor, have a considerable influence, if they meet a value
system of a customer(Vysekalova, 2009). Therefore, it is important to control
attributes of design of the environment and communication in the point of sale,
selection of colors, lighting and well-arranged lay-out of POP advertising
elements placed within the shopping area. Even in the analysis and effect of
these factors, we can proceed from psychological findings relating colors,
shapes and optimal lay-out of the space (Tellis, 1998; Vysekalova, 2009).
Krofianova (2009) declares in her publication that, except the entire context, the
success of POP displays is affected especially by its direct attributes as for
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example a type of the POP tool, or rather its suitability for the concrete product
or service and sales channel, its design and graphics, the used innovative and
above standard elements (lighting, sound sensors, LEDs, LCD monitors and
other elements), color, material and others. All these elements are influencing
the customer and activating their subconscious, ideally immediate reactions,
causing an emotional response and experience leading to purchasing the
product or service, communicated within the POP media. The customer decides
within fractions of seconds or only a few seconds, therefore it is necessary to
effectively manage the complex of all these influences to create the right and
functional POP media (Krofidnovéd, 2009; Burns and Smith,1996).

Similarly, see now possibilities of direct and some indirect attributes of
POP AD to act as a stimulus towards an impulsive purchase. According to the
literature available, these attributes are: color and design, music and sound,
odor, used materials and graphical structure of communicated contents and
dimensions of display. Indirectly, the form of display is affected also by
availability and visibility of products from sides, number of displays in store
and their supply. The following chapters will focus on concrete attributes we
found in literature mostly on shopping environment or POP media generally as
there are not any researches aimed directly at POP ADs. That is why it is
necessary to discuss these issues on this more general level and consequently
employ the existing knowledge in designing of our research process and
following discussion of the results in the specific context of POP ADs and our
paradigmatic position.

2.2.1.1 Color

When creating visual advertising, it is necessary to carefully consider its color
scheme "because colors have a major impact on human perception and psyche”
(Zachar, 2009, p. 14). The effect of colors on human psyche is a subject of many
researches describing and explaining the relation between personal preference
of color and psychic characteristics. Psychology and physiology deal with
examining colors in parallel (Vysekalova, 2009). "Colors are bearers of inside
information of a product, object, person, and situation” (Zachar, 2009, p. 14).

The physicist Isaac Newton discovered seven elemental colors of the light
spectrum, and thus he laid the foundations to physical exploration of Colors.
Beginnings of laboratory researches of the effect of colors on different
physiological characteristics go back to the 18t century.

However, let us go back to psychology. Dan (1990) talks about perceiving
Colors as symbols and on the principle of Luescher's color tests he shows that
the way we perceive Colors is unique for each person and that it reflects their
personal characteristics. Also some disciplines of marketing communication
deals with the psychological meaning of colors for the human generally and
also in specific context of customer behavior in relation to effects of particular
means (Vysekalovd, 2009; Bellizzi and Hite; 1992, Clow and Baack, 1999). The
authors agree that certain characteristics associate with particular Colors. For
example pink or light yellow give a feeling of lightness, light blue arouse a
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feeling of softness in terms of touch feeling, while dark blue gives an effect of
roughness and harshness. Green color evokes bitter or salty taste, red color
gives a feeling of warm or hot.

Knowledge of color is very important when arranging POP display and
presenting products (Clow and Baack, 1999). Sought and frequently used
Colors are for example red, dark red and orange. Red is the color of excitement
and love but also anger. It positively attracts people that are strong, vigorous,
but on the contrary it may have a negative effect on weaker individuals, who
have fears and distress with the great power this color radiates. Orange color is
associated with the image of sun, rich crop and orange juice (Vysekalovd, 2004).
According to scientists, the least attracting color for the human organism is
yellow. It reflects most light and so it stimulates intensively eye cells. Yellow is
an irritating color. It also goes through the human eyes most rapidly. Under
normal conditions, we perceive it more quickly than the other colors. That is
why it is ideal for various warnings, many warning sights are yellow color
(Zachar, 2009). “Color has a great effect on taste. Foodstuff must be attractive in color
to stimulate wish to eat. Certain range of color is associated with the imagination of
food. There exist also colors that evoke the opposite, for example blue. There is evidence
that this color works as a factor that suppresses appetite” (Zachar, 2009, p. 14).

Selected authors (Tellis, 1998; Vysekalova, 2004, 2009; Bellizzi and Hite,
1992) agree that 80 percent of external information is visual information and
that color represents an integral and essential feature of subjects that surround
us. When developing POP displays, the questions of colors and lighting are
essential. Colors and lighting call and attract attention of customers.

Also three laboratory experiments examined the influence of color on
retail shoppers. Colors appear to influence simulated purchases (Bellizzi and
Hite, 1992), purchasing mates (ibid.), time spent in the store (ibid.), pleasant
feelings (Bellizzi and Hite, 1992; Crowley, 1993), arousal (Crowley, 1993), store
and merchandise image (Bellizzi, Crowley, and Hasty, 1983; Crowley, 1993),
and the ability to attract a customer toward a retail display (Bellizzi, Crowley,
and Hasty, 1983).

Colors may change and affect other visual perceptions, i.e. size, weight,
area, volume (Bellizzi and Hite, 1992). In terms of visual perceptions, evaluation
of color surface changes with shades and lightness: blue surface seems smaller
than the same size yellow surface. To get the same impression, it is therefore
necessary to amend the scope of the actual area (Vysekalovd, 2004, 2009). We
may also have a tendency to overestimate the size of some forms or subjects
depending on whether these are in warm or cool tones. According to the color
shade and depth, the subject could seem to be more or less heavy: a box in rich
color could seem to be heavier than a light box with faded color, for example
dominant color of big appliances - white (ibid.).

Colors can subjectively affect some acoustic perceptions. It has been
proved that some sounds are associated with Colors and then individually
processed in brain. A certain light degree in color environment partially absorbs
unpleasant sound frequencies. In a noisy environment with sharp tones, it is
advisable to use darker Colors, and on the contrary lighter color in the
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environment with lower sound frequencies (Bellizzi and Hite, 1992; Crowley,
1993).

Color can also affect the sense of smell. There exist some associations
between color and a specific odor. Any deviation from these associations gives
an impression of inconsonance - for example smell of vanilla and blue-green
color (Bellizzi and Hite, 1992; Crowley, 1993).

There also exist some associations between colors and sense of taste.
Strong taste sensations (acidity, bitterness, saltiness, sweetness, pepperiness)
correspond to appropriate colors: pink for sweetness, yellow for bitterness or
orange for pepperiness (Zachar, 2009).

Colors may cause emotional reaction more or less intensive and more or
less pleasant. The previous experience has shown that players risk more in red
halls of casinos, while the pink color has more calming effect. Therefore points
of sales in the sphere of gambling and lotteries prefer warm and rich Colors.
Fast-food places, too, often use fancy and warm color shades. Such Colors
activate customers and increase the visit rate, which has a positive influence on
firm profitability. On the contrary, points of sales offering products or services
requiring a time to think prior deciding about a purchase (financial products,
insurance, and informatics) are being inspired by cold or pastel colors. In
contrast, red shades evoke more anxiety than green or blue colors (Vysekalova,
2004, 2009; Bellizzi and Hite, 1992).

Green (2002) paid some attention to colors in his publication. He considers
color an aesthetic device used to create emotional appeal, to set the mood or to
create associations. Color plays a role in the basic visual processes. Color affects
the three principal visual functions: perceiving contrast, attracting attention and
separating "figure" from "ground."

Understanding these functions offers the insight into how customers
perceive POP advertising and how marketers can create designs with impact.
All perception starts with contrast in the difference between an object and its
background. A contrast comes in two varieties: brightness (light vs. dark) and
color or hue (e.g., red, green or blue). The eye detects brightness contrast five
times better than it detects color contrast. Marketing materials, therefore,
should always present small details and text using high brightness contrast.
Never use color alone to define shapes unless they are very large. The single
biggest mistake that package and other graphic designers make is to create
designs with little brightness contrast. On a retail shelf, shoppers often see
packages at a distance or peripherally. Therefore unless colors are carefully
chosen, graphics will be indistinct and text will be illegible. While contrast can
help to increase conspicuity, some colors have an inherently better ability to
attract attention than do other Colors.

Green (2002) summarizes in his report basic objectives collected in his
scientific research:

1. Color consists of three properties: hue (red vs. green), value or
brightness (light vs. dark) and saturation (vivid vs. pale)
2. All humans divide hues into 11 basic categories: black, white, red,
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green, yellow, blue, orange, pink, gray, brown and purple.

3.  There are four perceptual primary colors: red, green, blue and
yellow. Brown is sometime also seen as a primary color.

4. Brightness contrast is very important in producing legible text. The
single biggest mistake that designers make is sing insufficient
brightness contrast.

5. Color similarity is the best way to convey that two things are similar.
Color differences, therefore, are the best way to convey that two
things are different.

6.  When offered more than six colors, person's ability to pick out
individual elements declines.

The information summarized above shows that when implementing POP AD
and other devices, a color may play a role at the level of efficiency of a concrete
application. The choice of colors, however, must respect and take into
consideration color codifications of concrete brands and products to avoid
inconsonance between an actual color and subconscious perception built by
long-acting advertisement for these products (Tellis, 1998; Vysekalova, 2004).
Apart from color structures of promoted goods, however, it is still necessary to
consider psychological effect of colors on customers - relation among color and
feelings and reactions.

In the sphere of colors, this research will examine reactions of customers to
colors in relation to well-established brand colors, which may be in conflict with
the theory about subconscious perception of concrete colors and their influence
on behavior.

2.2.1.2 Sound and Music

Many researches focused on how music affects purchase behavior and decision
making. Music is the most commonly studied general interior cue (Smith and
Curnow, 1966; Milliman, 1982, 1986; Andrus, 1986; Yalch and Spangenberg,
1988, 1990, 1993; Baker, Levy and Grewal, 1992; Areni and Kim, 1993; Chebat,
Gelinas-Chebat and Filiatrault, 1993; Gulas and Schewe, 1994; Dube’, Chebat,
and Morin, 1995; Herrington, 1996; Hui, Dube’, and Chebat, 1997). Based upon
the results of these articles, it appears that the music played in a store can have
a significant impact on a variety of behaviors including sales, arousal,
perceptions of and actual time spent in the environment, in-store traffic flow,
and the perception of visual stimuli in the retail store.

It was found out for example that when faster music is playing, customers
move faster through stores, the type of music can affect products selection
(Krofianova, 2009). There is known an example from a wine shop, when
customers were buying more expensive wines while listening to classical music
and choosing French wines while listening to French music (Vysekalova, 2009).
In his study, Nauta (2004, p. 34) confirmed that: "Using a sound in connection with
in-store elements increases their efficiency and has a positive influence on sales.”

Some psychological researches focused also on psychological influence of
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music on customers directly in the store. Music underlines the overall
atmosphere and the related emotional reactions of customers. Music
participated in the fact whether we perceive the environment as pleasant or
unpleasant and it contributes on creating a long-term relation to the given
environment.

The researches North and Hargreave (1996) and Dube, Chebat and Morin
(1995) confirmed that in the case the customers like the music, they perceive the
store environment as pleasant and are willing to come again. "Music in a store
creates a sound background, which must be selected to match the taste of most
customers. It also affects subjective estimation of the time we spend at the place. Music
can make us to spend more time in the store in comparison to our intention.”
(Vysekalovéd, 2004, p. 68)

In the research conducted by Yalch and Spangenberg (1990) and Franék
(2002), there was found that in a clothes shop younger customers spent more
time than they had intended, if there was some background music. Researches
of willingness show unambiguously that people are willing to spend longer
time in a certain place if there is music in the background. Psychologists'
explanation for this underestimation of length of time is that in the moment
when our cognitive system focuses on processing of some non-time stimulation,
which could be just music, we pay less attention to the activity of our “internal
clock”. The above cited authors also found out that if people enjoy the music,
their willingness to wait even in boring and non-stimulating environment
increases. "Music relaxes shoppers so that they put more goods into their baskets than
they really came in for” (Hackley, 2005, p. 129). This theory can therefore be
understood that thanks to music, buyers feel more relaxed, they are willing to
spend more time in store and thus buy more.

However, the impact of music can be mediated by the age of the shopper
(Yalch and Spangenberg, 1990; Gulas and Schewe, 1994), music tempo
(Milliman, 1982, 1986), music volume (Smith and Curnow, 1966), music
preference (Herrington, 1996) and by the use of background or foreground
music (Yalch and Spangenberg, 1990, 1993; Areni and Kim, 1993).

Another interesting finding in this area of investigation is that music can
influence behavior even when customers are not consciously aware of it
(Milliman, 1982; Gulas and Schewe, 1994). Nine found studies investigated
music’s effect on actual rather than perceived time spent in the environment.
When viewed as a group, these nine studies yield conflicting results. Smith and
Curnow (1966) found music volume influenced time spent in the store,
Milliman (1982, 1986) reported that music tempo had an effect on time spent,
and Yalch and Spangenberg (1988, 1990, 1993) found that age mediated the
effect of music style on time spent in an environment. Gulas and Schewe (1994)
and Areni and Kim (1993) found that music style did not influence time, while
Herrington (1996) found no relationship between time and music tempo.
However, variables were operationalized differently in the above mentioned
studies that reported different findings. It appears that some differentiations in
music styles produce differences in time spent in the store while others do not.

Yalch and Spangenberg (1988, 1990) operationalized music styles as either
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foreground (music with vocals) or background (instrumental music) and Yalch
and Spangenberg (1993) used foreground, background, and new-age music as
different music styles. Gulas and Schewe (1994) manipulated music style by
using big band and classic rock, while Areni and Kim (1994) used classical
music and Top 40 hits. Differences in levels of a particular parameter also
occurred in these studies. For instance, Milliman (1982, 1986) used different
numbers of beats per minute for the low and high conditions, respectively 73
and 94, than Herrington (1996), who used 60 and 104 beats per minute.
Additionally, Milliman’s second study was performed in a restaurant setting. In
the two supermarket studies, time spent in the environment was also
operationalized differently. Milliman (1982) noted the time it took customers to
pass between two designated points in the supermarket, while Herrington
(1996) noted the time between when a shopper entered the selling area and
when he or she arrived at a checkout line.

The rising trend of playing music in supermarkets and hypermarkets in
Europe is explained by a great aversion to silence. There are cited examples of
companies, in which there was necessary to sound offices for the suppression of
anxiety caused by too quite air conditioning or double glazing. There is also
mentioned a study when shop-assistants in clothes shops expressed their
aversion to points of sales without music, which they described as sad, empty,
soulless, lifeless, cold, and unpleasant. So it is evident that in stores without
music, customers are in a worse mood, less contact goods of such a store and
are more stressed. Music should attract customers' attention to a certain product
category and highlight a store and its specialization. Very important fact is that
music evokes imagination and certain atmosphere (Vysekalova, 2004).

During detailed searches of literature, there were not found any researches
dealing directly with use of music or sound for POP AD. However, from the
above mentioned theories it is obvious that use of music in selling environment
may help influence shopping behavior of customers, which implies that use of
music, or other sound, directly on the POP AD could have the desired effect,
and that functions of described models valid for selling environment generally
may be valid also for use on POP AD as a part of selling environment.

2.2.1.3 Odor

A general interior variable that is currently attracting some research interest is
the odor or aroma. Three recent studies have examined the effects of odor on
shopping (Hirsch, 1995; Mitchell et al., 1995; Spangenberg et al., 1996). Mitchell
et al. (1995) found that different types of odor significantly influenced behavior,
while Spangenberg et al. (1996) found that the nature of the odor did not have
an impact on customer behavior but that the presence or absence of an odor did
affect behavior. These studies together also suggest that odor can influence
sales, processing time, variety seeking behavior, and perceived time spent in a
store. "For example, ambient promotion has a long-standing, in-store tradition in
retailing: supermarkets pipe the smell of baking bread into the shop to create a relaxed
and pleasing ambient that is conductive to uncritical purchasing” (Hackley, 2005, p.
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129).

Odor arouses positive emotions to the stay in the store and the shopping
itself (Vysekalovéd and Mikes, 2009). According to the results of the research by
Szekeressova (2005), more customers occurred by bakery products when they
smelled fresh bread from the bakery located in the store area and they were also
shopping more in this category compared to stores where there was not the
smell of fresh bread. For example, during the time prior Christmas, it is
recommended to use scent of tangerines evoking the Christmas atmosphere
rather than the scent of conifers (Szekeressova, 2005).

Odor is an effective tool to attract customers and it is advantageous for
categories, which, for example, are a subject of sales promotion and that enables
to spread an odor symbolizing the category through spatially flexible POP AD
for instance to attract buyers and increase sales in the category (Hackley, 2005).

Experience shows that an odor may be a tool of revival also in bank points
of sales. To increase the number of customers by cash dispensers, a French bank
used an odor, which was developed in accordance with the communication
strategy of the bank. This communication tool significantly increased the
frequency of customers (Krofidnovéa et al., 2009). The presence of odor that
matches the topic or products in the store has a positive influence on evaluating
point of purchase and products placed there.

As in the previous chapter describing the influence of music, it was not
possible to find concrete researches dealing with use of odor on POP AD in
searched-in literature. However, it is obvious that odor can influence customers'
behavior and that it can be effective to work with it in association with POP AD.
There is an opportunity to spread odor around displays that would support
products or odor related to them and thus to try to use it when influencing
purchase behavior of buyers.

2.2.1.4 Design and form

In the sphere of in-store communication, design is perceived as a proposal of
shape and overall harmonizing visual features of a product and it is considered
one of the attributes, with which we work on developing and implementing in-
store communication tools (Kovatik, 2009).

Alexander (2001) or Varley (2001) state that POP merchandising is used to
draw attention to a product or a service, and may be a display, graphics, object
or all of these and it ultimately brings value to shopping experience.

The design of the POP display should be customized and should contain
special features in order to maximize the brand-specific graphics and colors 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 transmitted quickly and effectively, preferably in an attractive
design. This successful merchandising strengthens the advertising and
marketing messages, including brand benefits, packaging design, and unique
selling propositions (Reeves and Bates, 1961). It is not only the visual design of
the POP that should be concerned, but also the display has to be checked for
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safety issues as well. It has to be customer friendly, understandable, and
effective and it should hold no defects (Skaredoff, 2004).

"High quality design is not necessarily intended only for an expensive, luxury
product. There exist many projects, in which a very creative design for a POP tool,
which presented a common product of lower price level, was created. According to
experts in the sphere of POP design, there does not exist a direct relation between a
cheap product and cheap design of in-store tools” (Kovatik, 2009, p. 159 - 164).
According to Kovaiik (2009), it is necessary to harmonize the POP design with
an image of complex brand communication. In the past, emphasis was placed
especially on the fact that a POP tool must be functional. However, what is
more and more important today are the aesthetical features of such a tool and
the fact that the POP tool and the campaign are in conformity with each other
and the POP design is integrated into the overall communication campaign of
the brand. Kovatik (2009) also wrote that conformity of the POP design with the
promoted product concerning its color and shape is also important.

To get the most positive aesthetic response among customers, Jansson et
al. (2003) have studied people's preferences in design, since the decisions that
customers make are not always based on logical choices in an in-store
environment. In fact, the design features or the interaction between the
customer and the POP may trigger off some emotions and memories, which on
the other hand might affect the customers’ choice and decision (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 the product and support sales promotions (Skaredoff,
2004).

The physical form or design of a product is an unquestioned determinant
of its market success. A good design attracts customers to a product,
communicates to them, and adds value to the product by increasing the quality
of the users' experiences associated with it. Bloch (1995) introduces a conceptual
model and several propositions that describe how the form of a product relates
to customers psychological and behavioral responses. Having presented this
model, the author describes numerous strategic implications (Bloch, 1995).

There are lots of different design principles or theories that might be
relevant to POP display (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).

Unity is characterized by a design of different elements that are in
harmony together. That means that the image as a whole must be more
paramount than the different parts of the image in the viewers’ eyes. The
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 studied since the time of Renaissance
architects. One of the best known examples of the ideal proportion is the
“golden section” as seen in Figure 3 (Jansson et al., 2003). 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
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segment (Jansson et al., 2003)

C
cistoaas aistob

FIGURE 3 Golden Section, adapted from Jansson et al. (2003)

The focal point attracts attention to the particular areas of the design and
constrains the rest of the design. The point is to make the viewer put his or her
attention to that specific design for a longer time than to another. That is
important in the consumption world we live 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 this study presented by Jansson et al. (2003), it was also found that all of
these factors are important when assessing the attractiveness of a POP media.
The average importance varies since proportion was found to be the most
important factor in two of the POP displays while in the third POP display
unity took priority over proportion. When looking overall at the results, it can
be seen that preferences regarding the three factors were the same, except for of
proportion where the golden section was the most popular in two cases and the
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. It 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. As explained in the last chapter, a POP display should also be clear and
have some mystery in it. Clarity is explained as related to symmetries, repeated
elements and unifying textures in a scene (ibid.). The two elements - clarity and
mystery - create four segments by the orthogonal relationship between the two
dimensions; as we can see in Table 1.

TABLE 1

Clarity without mystery Clarity with mystery
Peripheral processing Central processing
Elementary Enchanting

Neither clarity not mystery
Peripheral processing
Sombrous

Mystery without clarity
Central processing
Deceptive

Four types of POPs, adapted from Jansson et al. (2002)
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Clarity means that the information 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).

Design and form of display might have led most markedly to the creation
of the display, its attractiveness and visibility in stores full of competing stimuli.
Thus we cannot ignore them. In practice, it is also necessary to consider the
image of a concrete brand when selecting display. We will describe this below.

2.2.1.5 Material used

In their publications, Alexander (2001) and Varley (2001) focused on the
influence of the nature of material used for POP advertising equipment.
According to their conclusion, the decision regarding the type of material to be
used on in-store displays depends on varieties of areas influencing its selection.

- The type of a product being sold: For food retailing the materials
should be easy to clean, such as ceramic and marble tiling. In a
jewelry store, plush carpet flooring may help to create a luxurious
and intimate atmosphere.

- The cost involved: Some materials are very expensive and, whilst
investing in good quality materials is often worthwhile for
mainstream retailing, a discount store would send confusing
messages if the interior decoration looks too expensive. Something
robust and basic, such as textured plastic, is a more suitable choice.

- The store traffic: A busy store, such as a supermarket or hypermarket
where customers are likely to be visiting in their work boots, needs
to use durable material which will withstand demanding conditions.
Even though a substantial entrance mat is essential in any store, the
flooring must not become slippery when damp and it must be easy
to clean. For much maintenance, department stores incorporate
wood block or tiling in the main walkways and restrict the use of
carpets to the departmental display area.

- Fashion: Stores selling fashion-oriented merchandise must keep up
with trends in interior decoration in order to maintain a modern
image. The problem is that the more fashion oriented the store looks,
the faster it may look out of date. Hence fashion retailers have to
accept frequent refurbishments as a part of the retail strategy. That
being the case, these retailers can experiment more with the materials
and they don't have to be so concerned with their longevity. Both
Miss Selfridges and Topshop target the teenage to mid-twenty-year-
old customer, and expect to refurbish their stores every two to four
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years.

- Environmental and safety concerns: Materials should keep up with a
retailer’s desired image. If a retailer professes to be concerned with
environment issues, than natural materials (from sustainable
sources) are more likely to be in tune with the overall store design.

Retailers also have to conform to health and safety regulations. For example,
glass is very popular in retail architecture, but of course it has to be of a type
that will not be dangerous to the public.

Therefore it is necessary to focus on material especially in terms of
technical requirements (for example loading capacity, mechanical ruggedness
in environment and time) and visual features (design).

2.2.1.6 Lighting

The impact of lighting was examined by Areni and Kim (1994), Baker, Grewal,
and Parasuraman (1994) and Baker, Levy, and Grewal (1992) and Clow and
Baack (1999). These investigations suggest that lighting factors can influence
both the store image and the examination and handling of merchandise.
However, Areni and Kim (1994) also found that lighting levels did not influence
decision making and consequent sales.

On the other hand, Skaredoff (2004) published that increasing of sales
could be done by using light and motion to make the customer notice the POP
display. Skaredoff (2004) and Underhill (2000) concluded that the overall level
of ambient light needs to be such that customers can see the merchandise
clearly and the store looks bright and inviting. However, lighting can be used to
create interest in the POP display itself. Lighting is an integral part of any off-
shelf POP display and enormously enhances the dramatic effect, with product
areas being accentuated by suspended lighting and pin spots.

Lighting can also affect the color of merchandise. This can be used
positively to highlight products; for example a blue light might be used to
create a cool and hygienic mood in a toiletries department, whereas orange
lighting enhances the color of brand. However, lighting can create problems
when it comes to color matching, and so retailers and brand producers should
ensure that they use both store lighting and natural lighting when approving
color matches in the product development process (Varley, 2001, p. 160).

Underhill (2000) deals with the new trends, in terms of presentation of
goods in his publication. These are represented by active presentations, which
use mainly various flashing and moving lights to attract customers' attention.
Tests of various types of facilities made by Underhill (2000) led to some
interesting and impressive results: in the case of cooling sales displays for soft
drinks, 46 percent of customers noticed their illuminated version compared to 6
percent in the case of unlit version. llluminated exhibitory module at the end of
aisle attracted 37 percent of customers, while its original unlit version attracted
only 16 percent of customers. Since a certain moment, particular facilities began
to disturb each other. “In business, there are so many means for goods presentation



56

trying to attract attention of customers that they start to visually blend and disappear
among others and are perceived as monotonous. Today, the same applies for means and
strategies used for presenting goods, where the use of a lighting element may play an
essential role in an application” (Underhill, 2000, p. 210 - 211).

The results of a recent study of Bollrath (2003) also support that argument,
indicating that lighting - lighting of POP displays specifically- is a powerful
sales tool. The tested POP display lighting system was specified in an
undershelf application in a new store design and it was featured in two
prototype stores. Three Hem SlimLites were installed in an endcap display in
each of the stores. The displays were located up front and visible from the mall
walkway. Researchers continuously monitored shoppers via video cameras
they had installed in each store. On day one, the endcap was illuminated in
store one and was not illuminated in store two. Approximately 13,500 shoppers
were observed during the two days. The results were dramatic. In the test store
there was sold more than twice as many products during the time the endcaps
were illuminated than during the time they were not. Of the customers who
browsed the endcap merchandise, 33.3 percent made a purchase when the
lighting was on compared to 14.3 percent when the lighting was off. Along with
increasing sales, the display lighting also affected overall customer behavior. In
reviewing the video footage, Merchant Mechanics found that 21.6 percent of
passers-by glanced into the storefront when the end-cap display was
illuminated compared to 12.1 percent when the lights were off. Also the
illuminated display was nearly twice as effective in converting passers-by into
store customers. Overall, 4.6 percent of store customers browsed the
illuminated display compared to 2.6 percent of customers who browsed it when
the illumination was off. The average amount of browsing time increased from
8.4 seconds when the light was off to 17.8 seconds when the endcap was
illuminated. Display lighting is probably the design element with the quickest
return on investment (Bollrath, 2003).

2.2.1.7 Graphic, brand and information structure

POP AD is the last potential source of information about a product before
buying it, excluding packaging: “A customer can gain information related to a
specific product from merchants via point-of-purchase displays, salespeople,
advertisements and the Internet” (Noble et al., 2006, p. 178).

The average customer spends a half a minute shopping in POP display
section. The attention he pays to POP materials is less than two or three
seconds. If we want to tell them something, we must do it quickly, simply and
clearly (Charvat, 2007; Jacoby and Craik, 1979).

The best POP displays are those that are integrated within the other
marketing messages (Tellis, 1998). “Logos and message themes used in
advertisements normally appear on the POP along with any form of special sales
promotion. Many times a POP display only has three tenths of second to capture the
customer’s attention. If it fails, the customer simply moves on to other merchandise.
Colors, designs, merchandise arrangements, and tie-ins with other marketing messages
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are critical elements of effective POP displays” (Clow and Baack, 1999, p. 123).

The main function of graphical communications of information at the
point of sale is especially to get the attention of buyers for the purpose to
provoke the purchase of promoted goods. The way to get attention is a subject
of many theoretical considerations and concrete studies. Vysekalova (2008)
talks about four methods how to influence the customer, how to draw their
attention to communicated information. It is about the manipulation with
material stimulations (influencing particular senses, especially sight and in
some cases also hearing), providing information (information advertisement
providing important or interesting information), awaking emotions
(stimulating emotional impulses, emotions, for instance advertising appealing
to parental instinct or love for animals) and offering value (offering to meet
needs, sometimes the brand itself represents the value) (comp. Rooney, 2007;
Tellis, 1998).

"In an environment saturated with stimulations that still urge people to do
something, a significant problem is to attract their attention” (Vysekalova, 2004, p.
25). This can be managed for instance via thematic signs and displays generally
featuring full color graphics promoting a specific theme or event, e.g. season,
holiday, sporting, or charity tie-in have a very positive influence on shopping
behavior (Blatt, 2002, Rooney, 2007). Making a very personal connection elicits
emotional affinity and opens new paths to connect well with the shopper
(Rooney, 2007).

For our interpretative orientation, especially meaning and meaningfulness
of given information on POP display under the given conditions of momentary
reaction seems to be interesting: "First of all, we must attract the attention of the
customer. When we succeed in doing this, it is necessary to provide them clearly and
logically with our message. If we fail to get their attention at first, they will not notice
anything that will happen. If we say too much too early, we will overload them and they
will not pay their attention to us anymore. The message brought by in-store displays
must be brief, simple, sufficiently large and expressive, because otherwise it will be
absolutely functionless” (Underhill, 2000, p. 62).

Haugen and Weems (2001) bring a different point of view. These authors
wrote that we can never let the display overpower the product. A fundamental
axiom of the POP designer is to always allow the product to emerge as the
"star" of the display. They also describe story-telling, which is one of the most
compelling forms of persuasion. The structure of a display can tell a story of the
product or service by creative use of shape or colon with very few words,
displays can tell stories of products, their features and their successes. Creating
a theme can also be a design consideration. Seasonal themes can be supported
by brief holiday messages and strengthened by the basic colors of that season.
Themes can also be created to relate directly to the product. A display that
merchandises pickles could look like a giant pickle barrel. A display that
merchandises automotive motor oil could be designed to look like a pickup
truck or an Indy race car. Themes can draw the customer into a feeling of being
connected to the product (Haugen and Weems, 2001). On the other hand, in
some cases, it is advantageous to create a display image without a direct
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connection to direct attributes of exhibited products. For example, if the
intention of the implementer is to change the display, supplement it or create its
image, for example to give an impression of luxuriousness of a product, or
connect a product with a different category through the display (for example to
show perfumes for men in a display simulating sports car).

An interesting study was performed by Boston (2003). He discovered that
marketers and retailers may only have one location to provide an advertising
message to customers in store. For some categories, the main stocking location
is shopped by a majority of category shoppers, such as cosmetic products. Yet
for other categories, such as snacks, a large portion of customers purchase from
product displays found on store floor locations from week-to-week. Therefore,
the message needs to have "dual placement" (advertising occurring at the
product display and main shelf during the same week). The study found that
every time the marketer-provided POP appeared on a product display, it was
only accompanied by a similar message at the product's main shelf location
from 13 to 37 percent of the time. The strongest dual placement occurred in the
beer category, with 37 percent of product displays' advertising tied to the main
shelf advertising. The least dual placement was found in the category of upper
respiratory infection drugs. Across all studied categories, three fourths of POP
display messages were not connected to the respective main shelf. Therefore the
customer who is shopping for the product at the main shelf and is not walking
past the display will miss the advertiser's message (Boston, 2003).

Based on his researches, Bocek (2009) published that within the
communication on in-store displays there is an ideal synergy of emotional and
informative level of action of POP, i.e. except affecting the image of the brand to
try to inform a customer of improvements or rational reasons why they should
buy the promoted product.

The debate on transmitting information on POP does also have a gender
level. Meyers-Levy (1989) has shown that women tend to favor a more detailed,
elaborative processing style consistent with left hemisphere processing,
whereas men favor a more holistic manner of processing, consistent with right-
hemisphere processing. Given this distinction, women are more likely to
process information that is verbally descriptive and elaborate, whereas men are
more likely to process information that is in a graphical form such as charts,
photographs, and illustrations. As such, retailers targeting the presentation of a
product and pricing information to women should focus on more elaborative,
verbally descriptive messages, which would be most consistent with magazines
or newspapers. On the other hand, when targeting men, more visual depiction
of information (e.g. animated illustrations) would be the best (Pieters and
Warlop, 2002). “As such, even though our findings showed that men tended to seek
product information more than women, retailers can alter the presentation and
dissemination of this information to help women in the attainment of this information”
(Noble et al., 2006, p. 178). Similar conclusions may be very useful while aiming
in-store displays at concrete target groups of products and brands.

Shaw (2001) published that displaying products on POP advertising
media is an effective way to promote discounts, advertise new products,
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publicize competitions and provide information for shoppers, such as facts,
figures and recipes. Similarly, Smékal and Skokan (2007) found in their study
that the graphics on sales displays provides beneficial information about
discounts, promotional actions and launching of new products or product lines.
The information placed on carriers must be short, clear and brief. In addition, if
a carrier allows using a text on its body that is easy to be registered (not too
long and written in capital letters) and therefore read, then such in-store carrier
may increase the probability of realized purchase in a significant and very
positive way (Smékal and Skokan, 2007).

The role of a brand relates closely to this topic. Almost all practical
marketing effort is focused on strengthening and extending knowledge of a
brand name and its logo. Previous studies have shown that in-store promotion
can make a customer 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. Eye-
tracking studies have shown that eye-movements in front of brands displayed
on a detail shop shelf are valid measures of visual attention and are generally
correlated with brand consideration (Pieters and Warlop, 1999, Russo and
Leclerc, 1994).

In the context of our work, brand is very important especially because we
are testing displays of two concrete very well-known brands (Coca-Cola and
Snickers) and present them for participants of our research during Focus Group
discussion. Unfortunately, we do not have the research data of products of
these brands at our disposal, but we should consider that, in each category,
there exist many differently known and promoted brands, which compete with
each other. Individual brands are not determined only by their own existence,
but also by their relation to competing brands. Particular brands then choose
different strategies of success, different ways how convince a customer.
According to Advertising Research Foundation, what is notionally being
measured is not persuasion, but bonding to change the feelings about the
brand. Consider the three sorts of people in relation to a brand: existing users,
switchers (time-to time users and considerers), and rejecters. Only the mid
group can show a persuasion-shift via brand choice. The rejecters are unmoved
and the existing users are already there, so they cannot move. In reality,
"persuasion" is a surrogate for and will be weakly correlated with bonding. So it
is far more sensible to measure changes in bonding for the whole target
audience rather than go through this spurious ritual (Advertising Research
Foundation, Inc., Truncated record, 2004).

Let us conclude that on POP displays, it is necessary to formulate clearly
the main message - the reason why customer should prefer the promoted
product to a non promoted one. The concrete content depends on a type of
product, way of shopping including decision-making processes, expectations of
a customer and a brand itself. There should not be missing any message of an
added value of such a product, emotional or rational (Charvat, 2007;
Lelovicova, 2006).

According to the research of Underhill (2000), a good solution is to place
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something attracting the attention with its color scheme or decorations on the
rear wall of a display or a wall behind it, for example to install a device
generating audio or visual effects into the rear part and so to cause customers
feel that there is happening something they do not want to miss (Underhill,
2000, p. 79).

In the psychologically oriented marketing theory (Charvat, 2007;
Lelovicova, 2006), pictures are perceived as a nonverbal part of advertisement.
Pictures are important elements of any advertising, because they can be used
for several purposes. They help to attract attention, facilitate communication,
strengthen persuading and make advertising easier to remember. The vast
majority of materials from field studies suggest that putting a picture into an
advertisement increased attention. Generally, the larger the picture, the greater
is its ability to attract. But there exists a compromise between a benefit from a
big picture, consisting of attracting attention, and benefit from communicating
message through a text. The ability to attract is affected also by a type of the
picture. People and their faces are more impressive than images showing
lifeless subjects. According to this theory, it may be partially caused by our
instinct. Human is a society man, he is attracted rather by pictures of other
people than by pictures of animals or subjects. It was found that children react
rather to pictures of human faces than to geometric shapes (Charvat, 2007;
Lelovicova, 2006).

According to Areni et al. (1999), some people digest environmental stimuli
better than others and as a result, retailers need to make the in-store
environment as digestible as possible (Davieset et al., 2003). Jansson et al. (2002)
have found that aesthetics of a POP display affect the customer in four different
ways. That plays a role in the attractiveness of a POP display. There are three
factors which have been identified as attracting people. These are clarity,
mystery and legibility. The first two of them have reasonable internal validity.
POP displays that attract the most have a combined value of clarity and
mystery as seen in Figure 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 display in a busy retail environment. Mystery
might draw people to explore further the product in question and also to
motivate them to process the information displayed (ibid).
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FIGURE 4 Model of the three attracting factors, adapted from Jansson et al. (2002)

But the researcher considers this classification of components of influence of
POP AD simplified and therefore it is necessary to put this view into wider
context in terms of other aspects influencing shopping decisions.

2.2.1.8 Location of POP advertising floor display in shop

An important factor in performance of POP materials is their location in store
(Krofianova, 2009). Related to environmental psychology, there is a special
field of psychology modeling the influence of diverse environments on emotion
and behavior (Mehrabian, 1978, 1976). We can gain knowledge from both
cognitive and affective approaches of environmental psychology on how store
environments affect customers' arousal and emotions during their shopping
trips (Groeppel-Klein and Baun, 2001).

The central question of cognitive approaches to environmental psychology
concern the ability of individuals to perceive, recognize and remember
environments. Findings of brain research, perception theory and gestalt theory
can help explain the memory representation of spatial information, the so called
"mental maps" (Ittelson, 1977, Russell and Ward, 1982). Several empirical
studies of store environments (e.g. Sommer and Aitkens, 1982; Grossbart and
Rammohan, 1981; Bost, 1987) give evidence of a significant correlation between
the existence of store maps (knowledge about the location of specific products,
POP media, service centers, escalators or cashier zone) and sentiments
regarding shopping convenience. Grossbart and Rammohan (1981) draw the
conclusion that retailers should study the imparting of verbal and non-verbal
information in order to improve the internal maps of customers. Such
"landmarks" can be provided by "merchandising themes" (products that are
usually used together are presented side by side in the store and decorated as
taken from life), visually striking elements, and clearly separated aisles and
product display zones.

Consequently, in order to best achieve orientation pleasantness in retail
stores, a most favorable level in stimulation is recommended: a clear and simple
structure which is cognitively "relaxing" on one hand, but highly activating key
objects that help to form mental store maps on the other hand (Groeppel 1991;
Groeppel-Klein, 1998b; Flicker and Speer, 1990; Winer, 1985).
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At the point of sale, we can fulfill other expectations of shopping behavior,
which we often do not realize or express. It is a social experience, for example
by connecting today's shopping centers with entertainment centers, self-
consciousness (connections to products that could be satisfied or confirmed by
some aspects of ourselves) and fulfillment of desire, for example desire for risk
(Styx, 2003). Styx (2003) also says that merchandising should harmonize
special-purpose environment of business to enable identification of buyers with
a purpose, for which they came, and confirm emotionally receptive state
eagerness to purchase. The thing is to create environment that could enable to
sell, but also that people want to purchase and enjoy it. For this, there are used
POP materials, which allow an individual approach when presenting a product
to a customer.

Researches confirm the fact that very much depends on the location of the
concrete POP display, and that this attribute has a great influence on its sales
success (McClure and West, 1969; McKenna, 1966). In this sphere, there was
identified the greatest deal of materials and information. The placement of POP
displays inside the store plays a role in stimulating customer interest in
promoted brands (Ani¢ and Radas 2006; Bo¢ek 2009; Smékal and Skokan 2007).
"The spatial placement of advertisement in store can itself affect the attention that it
receives” (Tellis, 1998, p. 184).

“It is important to understand the impact of each in-store display type by
location" (Kingdon, 2008, p. 52). An attractive design of carrier definitely
contributes to higher noticing and so it increases an overall effect on sales of
product, but generally we cannot separate completely an actual placement of a
concrete carrier from its attractiveness, and research confirmed that the actual
placement of a carrier is a little bit more important factor compared to the
creative design itself (Smékal and Skokan, 2007; Bocek, 2009).

In a store where the environment is full of visual objects, it is not easy to
make the promoted product or brands stand out (Broadhead, 2005). That is why
it is important to match the POP material to the space where it will be shown.
Even though size is important, so is the message, which may need to be
different in smaller stores from 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 (Broadhead, 2005). According to Varley (2001),
space management in retailing is concerned with providing a logical,
convenient and inspiring interface between the product range and the
customer. It also needs to be considered that the practical requirements of
individual products will have a bearing on their space allocation, thereby
applying pragmatic retail management into the theoretical concepts regarding
space allocation in relation to performance. “Fine-tuning the allocation of space
within a detail outlet therefore requires extensive amounts of high quality data together
with a pragmatic and customer-orientated managerial approach at store level” (ibid., p.
146 ).

As to develop an attractive positioning of POP displays in store layout
there are many objectives to take into consideration, one central thing to
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concern is the trade-off between ease of finding merchandise and at the same
time, provide a varied and interesting synergy with store layout. This is mainly
determined by the needs of the customers who are visiting the store (Newman
and Foxall, 2003). Besides the area where most of the merchandise is displayed
and stored, Levy and Weitz (1992) shows that there are feature areas, which are
designed to get the customers' attention, and include endcaps, promotional
aisles, freestanding fixtures, windows and walls (Newman and Foxall, 2003;
Davies and Hart, 1996). Levy and Weitz (1992) further explains that 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 POP displays and therefore they should be
attractive by regulations and rules, concerning store layout, to avoid costly
mistakes when using POP displays.

Discussion on POP display location phenomena approached e.g. by Varley
(2001) or Blatt (2006) is positioning of POP displays to complementary products
categories or to the product home categories. Within the overall store layout,
decisions concerning which categories of merchandise should be placed next to
one another need to be determined. This is where the principles of space
allocation and store layout are intertwined. A store layout must provide logic to
the customer, whilst helping the retailer to achieve its own objectives in terms
of exposing the store visitor to as much of the product range as possible and to
increase the value of the transaction of each customer. This is done by getting
customers to buy additional items that might be linked to the intended
purchase or by encouraging them to “trade up” by buying a higher value item
than they had originally intended to buy. Although the achievement of this
kind of retailer objective might be viewed as a manipulation of customers, more
and more shopping trips are made with only a vague plan or list. Introducing
product suggestion on the shelf, or by virtue of the store layout, could be
viewed as a provision of retail service making the shopping experience easier
and more convenient for the time pressured customer. ”“In supermarkets,
customers find dips displayed alongside Nacho chips and salad dressings alongside pre-
prepared salads. In a department store, accessories will be located in their own
department for customers who have a specific purchase in mind and alongside larger
items like suits or coats in order to encourage impulse buying” (Varley, 2001, p. 183).
This "cross merchandising" concept blends two or more product promotions
with the intent of increasing sales. For example, turkey stuffing and gravy may
be placed in the soups aisle, and cocktail sauce may be placed in the seafood
section of the store. This strategy may be more effective than only having the
on-floor promotions directly in front of the product (Blatt, 2006). "A natural
connection with the product or event, and visible location, are needed for the proper
POP placement have an impact” (ibid., p. 37).

One of studies performed by Adams (2004) monitored POP AD located in
unrelated categories - cake displayed in the cosmetic aisle. Exit interviews
discovered some shoppers had noticed the display, but did not take the product
from it because they were not "in the cake mood". However, the unit triggered a
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recall when shoppers got into the cake aisle. This was interesting because we
always think of the POP AD as an on-the-spot impulse purchase prompt, yet
here it was acting as a trigger (ibid.). Adams also put POP AD for chocolate to
the test and located it in the pet food aisle. By using technology that recorded
eye movements, he found shoppers looked at the chocolate but did not recall
seeing it when asked later.

Managers should encourage customers to shop in as many aisles as
possible and provide exposure to as many products categories and in-store
displays as possible. “For instance, frequently purchased products or “destination”
items (e.g. milk) can be displayed in locations that will lead customers past as many
other categories as possible, or displayed next to less frequently purchased products”
(Inman and Winer, 1998, p. 3).

Curhan (1974) presents that customers are more likely to pass by some
store locations than others (e.g. the front of store vs. halfway down an aisle). In
other words, a given customers' probability of exposure to a POP display
should vary as a function of the POP display’s location in the store. Curhan
(1974) examines location effects on sales of fruit and vegetables and reports that
POP display in high traffic areas attracts more buyers. He surmises that “This
effect is observed because customers” attention is drawn to them and increases sales
result” (Curhan, 1974, p. 293). Inman and Winer (1998) predicted that end-aisle
display and display at the checkout counter will generate greater exposure than
in-aisle display, leading to concomitant increase in in-store decision making. It
was also published that “quality of POP display placement in-store is the
combination of proximity of the POP display to the product and the quality of the store
location. More heavily visited locations in the store, where shoppers stop — and therefore
can be reached by a POP display - are more valuable. Examples include the front lobby,
frontend caps and service counters” (Adams and Spaeth, 2003, p. 12). Also Charvat
(2007) confirmed the important role of placing POP displays. According to his
theory, customers are walking on beaten paths and do not want to look for
goods or buy them in unsuitable places. He proposes to place goods only in
places where people can expect them (in aisle of a section, at the head of
shelves) or where they can be used as an inspiration or reminder. So the
especially frequent zones are the ones located in the main direction of
customers flow, main lanes, areas on the right of the customers flow, aisle
crossings, areas around cash-desks and traffic devices. In contrast to this, zones
with low frequency of movement are areas around entrances, behind cash-
desks, higher floors, middle lanes or areas on the left of customers flow (Cimler,
1994).

Also other authors mention similar assumption as the above mentioned.
They also recommend localizing POP displays in places where customers must
stay for any reason, ie. not in places where customers only pass through
(Underhill, 2000; Bocek, 2009; Cimler and Zadrazilova, 2007). Placing POP
displays with impulsively purchased goods is suitable to be within reach of
customers waiting in any queue, because such application helps to shorten a
waiting time of customers making the shopping more pleasant for them. "IWe
should also remember that the person at the head of a queue does not need any
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distraction, because they are almost to go. Materials used for presentation of goods,
banners, displays with goods or anything else should be placed where the second or
third person is waiting in a queue” (Underhill, 2000, p. 194).

Adams (2004) published that placement of POP displays needs to be
around shopping missions. If the POP display is not located where shoppers are
in the right mode to receive it, they will not see it. He has also found in his
research that shoppers switch from location to shopping mode as they walk
around a store. During location mode they are subconsciously asking: "What do
I need and where is it?", while in shopping mode they are ready to make
purchasing decisions. POP displays sited where shoppers are likely to be in
location mode therefore fail to deliver high conversion. As gondola ends are in
areas where shoppers are likely to be, according to Adams (2004), in location
mode, this is a contentious point. “End-aisle display positions, eye-level positions,
and checkout-counter positions are most likely to increase sales for individual items.
Continuity of location is also important; shifts in store layout may decrease sales. (...)
Individual products are then arranged within departments; a number of criteria may be
used in positioning them. The most profitable items and brands will receive favorable
locations in places where the customer traffic is heavy” (Bermann and Evans, 1989,
pp. 470 - 471).

In their professional publication, Cimler and Zadrazilova (2007) theorize
the frequency of particular zones in stores. "Heavily frequented are zones by the
main direction of customers flow, especially- except main lanes of sales area — on the
right of the customers flow, assembly areas, lanes crossings (here, customer decides
about further directions of shopping), cash-desk zones, zones around traffic devices
(lifts, escalators). Weakly frequented are zones, in which customers do not
intend to do shopping or are not looking up for any reason, like “sales areas on
the left of the direction of customers flow, middle communications of sales rooms,
entrance zones (walking quickly), blind aisles, areas behind cash-desks, higher floors of
sales unit” (Cimler and Zadrazilova, 2007, p. 152).

2.2.1.9 Arrangement of products on POP display and merchandising

Also merchandising on a POP unit plays an important role, especially
replenishing goods and proper laying out of different types of products on POP
displays (Vysekalova, 2009; Treisman, 1986; Treisman and Sato, 1990; Barsalou,
1999; Hammond, 2006; Berekoven, 1990). The role of visual merchandising
within retail product management cannot be separated from many of the more
scientific aspects of retail product management, because of its crucial role in
creating and supporting the retail brand’s position (Din, 2000). In general, POP
displays alter the organization of products in-store and by that they change the
importance of attributes when customers make purchasing decisions (Areni et
al., 1999).

An issue to be managed during implementation of advertising POP AD is
the completeness or incompleteness of POP displays. Most retailers feel that
customers do not buy from empty or near empty shelves and therefore
products are often stacked completely in shelves and displays daily. This
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practice may intuitively contradict the expected implications of Robert
Cialdini’s principle of social proof. According to Cialdini (1993), the principle of
social proof suggests that individuals determine what is correct by finding out
what other people think. Applying Cialdini’s reasoning, retailers would expect
that relatively incomplete or partially stacked (but not depleted) POP displays
be more acceptable to shoppers. It means that we must observe a partial sellout
of promoted products from POP displays, which could have a negative
influence on shopping behavior of customers (Bocek, 2009, Rooney et al., 2009).

Also other authors are reasoning that customers' behavior in a store is
affected by stockouts of merchandise in shelves or in POP AD (Bermann and
Evans1989; Zinzer and Lesser 1980). One investigation determined that:
“Stockouts cause customers to have a lower store image, less satisfaction with purchaser
behavior and reduced purchase intention for particular product categories” (Bermann
and Evans, 1989, p. 168). Likewise, it is true that: “Sale shoppers are much less
sensitive to stockouts than non-sale shoppers” (Zinzer and Lesser, 1980, p. 221).

Adams (2004) has conducted interesting research about the adage that "the
eye level is the buy level". Positioning products generally at eye level and
maintaining multiple facings have long been recognized as caveats for
successful retailing (Lambert, 1994). “Much research hails the eye-level area as most
important for sales, yet above and below are also excellent P-O-P locations” (Blatt,
2006, p. 8). By placing products on different shelves the research discovered that
shoppers tend to focus their gaze 20 percent below their eye level. While this
would imply the POP hotspot is at this level on shelf, Adams points out that
products and categories are shopped differently. He discovered that each time
we drop down a shelf, the focus is 20 percent lower. However, this does not
mean other locations are unsuitable. If we approach from a distance, then eye
level does not necessarily apply. A promotional campaign may use different
pieces of material so that it is visible to the customer from ten meters, then
again at six meters, two meters and at the actual point where it is purchased
(Adams, 2004, Bocek, 2009). Location of POP should be based primarily on the
movement of the target group in a given store and it should respect the
described rule of “eye level” as much as possible (Bocek, 2009). Underhill (2000)
has the same opinion. He defines the zone, in which customers probably notice
the presented goods, as the one in a space bounded by heights a little bit below
the level of their eyes and above the level of their knees. Most of what is
situated above or below these lines will stay unnoticed, unless they purposely
look into these places. This is the result of our defensive way of walking - when
we look up, we do not see where we go (Underhill, 2000).

In this context, Lelovi¢ova (2006) in her article describes the necessity to
respect take-off zones and eye-level contact. She declared that anything placed
below 80 centimeters and above two meters we notice easily only from the
distance of more than two meters and we can barely reach it without bending
or standing on our tiptoes. Thus placing products and POP displays above
these height limits is not effective (Lelovic¢ova, 2006).

Smékal and Skokan (2009) in their research came to the same conclusion.
In their report, they described for example a zero notification of dummies of
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products placed in height or minimal observation of floor graphics. Although it
could logically be expected that people watch “where they step”, from the sight
recordings made within the study, researchers found that people's sight is
oriented much more forward and also the angle is sharper than we could
expect. People do not look underfoot when shopping; they get a sufficient idea
of where they are from looking forward. Because of that, the researchers do not
recommend placing any POP materials or goods too high or too low - in their
research, neither of these positions showed the ability to influence customers'
behavior adequately (Smékal and Skokan, 2009).

Underhill (2000) also examined the influence of well-arranged goods on
customers' shopping behavior. He made the research on POP displays located
by the wall with bags of differently flavored chips, in the place where
customers queuing at the check-out had an easy access to them and could buy
them impulsively. The problem was that the bags were laid out so neatly and
precisely that customers were not quite sure whether they could take them.
There was an easy solution: "In the moment when products were slightly disarranged
and several products disappeared causing some visible gaps, customers no longer
hesitated and began to take the goods off the display” (Underhill, 2000, p. 183).

Products also may be arranged by package size, price, color, brand, level
of personal services required, and or by customer interest. End-aisle display
positions, eye-level positions, and checkout-counter positions are most likely to
increase sales for individual items. Continuity of location is also important as
shifts in store layout may decrease sales (Bermann and Evans, 1989, p. 470 -
471).

2.2.1.10 Size of POP display and application of more displays in one shop

Attracting attention is the major goal of a POP display. One way of attracting
attention is by the sheer size of the POP display. POP displays that take up lots
of floor space and that tower into the air are very difficult to miss in the
marketplace (Haugen and Weems, 2001, Blatt, 2002). “Besides the display
placement, its size is the second most important factor influencing activation of
attention in point of purchase” (Tellis, 1998, p. 184).

Haugen and Weems (2001) focused on size of POP displays in their study.
Their theory says that the size of display positively affects the shopping
impulse, and that bigger formats of graphics and goods on hand on POP
display attract attention increasingly. Consequently, the sales results of more
robust POP display are better. They described also POP ADs simulating the
format of pallet sales, which could evoked the impression, by the way and
volume of laid out goods, that the goods is discounted, which in turn could
cause a higher interest in presented goods.

A very interesting experiment was approached by East et al. (2003). The
researchers believed that multiple POP displays application implemented in the
same shop at the same time showed a synergistic effect in sales performance. It
seemed more likely that a synergistic sales response would be found and that
two POP displays in the same store would give more effect than the sum of
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sales from single POP displays in two different stores. The authors of the study
expect that sales will be a positive function of POP display space but were
interested in the fact whether increases in space produce linear, increasing of
diminishing sales increments. To test this, they examined how much variation
in unit sales was produced by variations in retail space (measured in square
inches). G-shock Casio watches were selected as the product presented on POP
AD. Sections of twenty independent fashion and department stores in the UK
were used. These stores normally did not stock watches. This environment
ensured that there was no immediate effect from competitor brands. The
sections used varied in size from 1600 to 2890 square feet (144 to 268 square
meters) of retail space. POP display showcases, ranging from 144 to 7012 square
inches (nine square centimeters to 4.5 square meters), were allocated to the
sections. As the size of the showcase increased, there was a corresponding
increase in SKU (stock-keeping units) from 6 to 289. Allocation was random
subject to a constraint; not all store sections could accommodate the largest
cabinets, so these went to bigger sections. Because of this constraint, the
experimental design was imperfect since it was possible that the sales figures
for large cabinets reflected an effect of section size. The increase in showcase
size generated an increase in product sales. "The Pearson correlation coefficient
between the two variables was 0.88 (p0.01). The scatter plot shows that the relationship
between space and sales appears to be curvilinear with accelerating gains from increased
display space, though this assessment rests on relatively few cases.)” (East et al., 2003,
p- 132). The results from the two investigations seem opposed. When space in a
single POP display was expanded, there is a disproportionate increase in sales
but when two POP displays are used in the same location, the sales increase is
close to the sum of the increases obtained when single POP displays are used in
different locations. In the first investigation, there was some confounding
between the size of the store section and the size of the POP display cabinet.
Because of this, it is possible according to the theory of East et al. (2003) that the
rise in sales, disproportionate with showcase size, was related to the size of the
selling area but there is no obvious mechanism that would produce such an
effect. Another explanation for the findings from the first study was that “the
larger showcases were physically obstructive, and that this pre-empted attention. We
regard the finding from investigation 1 as tentative; further study is required on other
products and in other settings. If replicated, the finding has implications for display
space management and adds to our understanding of point-of-sale effects” (East et al.,
2003, p. 132).

On the other hand, bigger size of POP displays can be a problem in
relation to willingness of hypermarkets to place such applications, because of a
lack of space in sales areas, which is actually one of the biggest problems in the
sphere. Likewise, for the placement of more POP displays side by side, there
exist results of research indicating that grouping POP displays was not
necessarily a good thing. It gave a block impact and large area of activity, but
people didn't take in the detail. In contrast, the individual units were more
effective; people stopped and looked (Adams, 2004).

Generally, we can say that psychological research of shopping behavior
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quite convincingly proves the success of some strategies aiming at customers'
senses. From our perspective, especially interesting are the concepts, which in
spite of their focus on senses, take into account the customers' conscious
attitudes, too.

In this sphere of research, anyway, we see a promising inspirational
source for possible entrepreneurial innovations and opportunities in the sphere
of POP AD.

Now, Let us review briefly some other concepts and researches, which go
outside the framework of the previously reviewed attributes of POP ADs, and
their possible impact on the customer decision making. In the next chapter we
will focus on complementary phenomena which relate with POP ADs rather
indirectly, but in particular cases also enter “in game” when customer
encounters them in hypermarket.

2.2.2 Social environment, collective normativity and individual preferences

Some psychologists have a tendency to distance themselves from behavioral
solutions. For example Kandel (2000) and Schwartz and Jessell (2000) confront
the original behavioral model with current knowledge. Unlike the behaviorists,
they no longer focus only on the stimulus-response properties of behavior;
instead, they focus on the information processing in the brain that leads to
behavior. Customers simply do not think and act as behaviorist psychology
would have had us believe. If a view of a specific aspect of customer behavior,
like interacting with advertising, is formulated in terms of a psychological
theory that is simply not true, then we end up with an understanding that is
both incorrect and totally inapplicable to the real human behavior that we are
trying to understand and influence, as well as the forces that combine to cause it
(Weilbacher, 2001).

2.2.2.1 Role of time

Time plays more and more important role when customers are deciding.
Customers realize how valuable their time is (Lelovicova, 2006). They actively
decide how to spend time optimally (ibid.). Space of retail stores is overfull of
POP displays, teasers of the shop itself and informative, navigation and price
posters. The customer is completely overloaded with them, and to some extent,
he unconsciously and consciously ignores them. The large number of them
located in stores and outside them surely decreases effectiveness of each of
them. The time customers need to select goods is very short and the selection
itself is highly automated (Smékal, 2007).

Time, a nonrenewable resource, has affected the way customers think and
act about shopping. Time-starved shoppers are looking for ways to manage
their shopping time. According to a study described by Rooney (2007), there is
a wide range of shopper behaviors that can be labeled "selective shopping."
These behaviors include visiting only needed aisles, minimizing the number of
shopping trips, avoidance of browsing and limiting the amount of time spent in
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the store. That is why the important role of POP advertising was discovered in
its ability to provide promoted products quickly with needed information
background, which helps to save shopper's time (Rooney, 2007).

During the development and implementation of POP means it is thus
important to consider also the time factor and to apply media to help to save
customers' time, for example getting related products within product categories
closer, application of a space so that they do not stand in the way of walking
buyers or undemanding communication on POP means as already mentioned
in the previous chapters (Lelovi¢ovéa, 2006). This fact should be considered also
in graphics and communication showed on POP displays.

2.2.2.2 Social normativeness

Beyond the considered impact of physical characteristics of POP displays on
customer in-store choices, a sizeable body of Social Psychology and Marketing
literature exist that document the impact of “social influence” on customer
choices (Asche, 1952; Bandura, 1977; Bandura et al.,, 1966; Cialdini, 1985;
Venkatesan, 1973; McAlister et al., 1989; Nord and Peter, 1980; Griffin and
Buehler, 1993; Smith and Bell, 1993 and Bearden and Randall, 1990). Various
labels may be found, e.g. Observable Learning, Modeling, Normative Influence,
Conformity, Compliance or Social Proof, but the topics are the same. Every one
of these labels suggests that one way customers determine what is correct is
finding out what other people think is correct. Furthermore, Nord and Peter
(1980) explain that we observe other people’s behavior and outcomes and then
we adjust our behavior accordingly. Hawkins et al. (1998) further suggest that
normative influence and social proof phenomena are common in both low and
high involvement situations. As extensive as the literature may be on the
subject of normative influence and modeling, to the best knowledge of these
authors, none of these works addresses the potential existence or impact of
Virtual Modeling or Virtual Normative Influence. These are situations when
customers may observe the traces of other people’s behavior, but not the
behavior itself or the consequences of others” behavior (ibid.)

Evaluation of reaction to in-store stimuli is demonstrated in the theory of
Need for Cognition and Deal Proneness.

2.2.2.3 Need for Cognition

The prior research demonstrates that individuals differ in terms of their
likelihood to engage in effortful, systematic thinking. Need for cognition is one
of the determinants of motivation to process information content (e.g.
Haugtvedt et al., 1992). Specifically, those with a high need for cognition are
more likely to use message content as a basis for judgments than those with a
low need for cognition (Haugtvedt et al., 1992; Maheswaranand and Chaiken,
1991). Thus, shoppers with a high need for cognition should be less influenced
by mere exposure to a product category or POP display than shoppers with a
low need for cognition (e.g. Inmann et al., 1990; Inman and McAlister, 1993). “If
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so, we would expect that shoppers with a low mneed for cognition would make
proportionally more in-store decisions” (Inman and Winer, 1998, p. 8).

2.2.2.4 Deal Proneness

Customers who are more deal prone should be more motivated to process in-
store stimuli in their quest for good deals. These types of customers may be
accustomed to changing their plans in the store or at least leaving their plans
open regarding the specific brand to purchase (Bucklin and Lattin, 1991).

Measures of deal proneness (e.g. Liechtenstein et al., 1995, Liechtenstein et
al., 1993) assessed respondents’ propensity to purchase items on deal. Since
many deals are not seen until the customers have arrived in the store, ceteris
paribus some level of in-store decision making is required to take advantage of
deals. Thus, we expect that deal-prone customers will be more likely to make
in-store decision (Inman and Winer, 1998).

2.2.2.5 Role of emotions in customer decision making

"Emotions are crucial for the advertisement, because they are an indispensable part of
human  thoughts” (Du Plessis, 2005, p. 2). Emotions do not only form
subconscious reactions to advertisement, but also bring, form and control our
conscious thinking of brand, products and services (Du Plessis, 2005). Emotions
are important as a source of motivation by themselves. "People are looking for a
strong experience not only in order to meet their needs, but also for themselves”
(Vysekalova, 2004, pp. 28 - 29). We can define emotions as a state of emotional
excitement, which is showed by a certain type and level of biochemical activity
of the brain and body. For example, anger, pride, favor or sadness are emotions
that mean a certain level and quality of excitement. Emotions result in a mental
activity, but of a different kind than thinking, and they can exist independently
on logical thinking. Yet emotions generally arise or disappear as a result of a
sequence of thoughts started by stimulation (Vysekalova, 2004).

Factors that influence a shopping customer are a complex regarding the
personality of customer or a product itself. The “first impression” is essential.
When it represents an emotional effect of the product or POP media to attract
us, we will differentiate it from others. This is what will make customers take a
product in their hands and only then they consider such factors as quality and
price (Vysekalovd, 2009). Similarly, an advertisement causing a positive
emotional reaction has a better impact than the one not causing it. Advertising
works so that in connection with a given brand, it brings emotions, associations
and memories. The customer must take into account these associations when
they think of a brand, ideally when considering the purchase. Only then, the
advertising can affect our behavior. “Emotions help to stimulate and control our
attention. In order to fulfill their role in ensuring that we pay attention to the right
thing, emotions must work quickly and easily. Basically, emotional reaction to any
event brings negative or positive feelings so that this situation attracts or repels us”
(Du Plessis, 2005, p. 5).
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Although advertising professionals can bring various emotions in order to
attract attention, they prefer some of them more. "They are a parental instinct, love
for animals, sexual excitement and curiousness. The presence of children in
advertisements is a mechanism catching attention of parents. Children and many adults
love animals spontaneously, and so their use is a good tool to catch attention as well as
fear” (Tellis, 1998, pp. 174 - 180).

The stimulations that should bring emotions are pictures, sounds, odors
and other stimuli expressible in sales environment. Stimulations are more
interesting, easier to follow and easier to remind than arguments. There exist
three models, through which emotions should get a recipient to action: implicit,
explicit and associative (Fader and Lodish, 1990). "Dramatic approach, story,
demonstration, humor and music are important methods used to bring emotions. The
strongest one is probably dramatic approach, because it employs the audience
completely”(Tellis, 1998, p. 215). On the other hand, humor and music do not
have to be as attractive as a dramatic story, but they require much less time and
they can be easily combined with other methods of conviction, for example
logic. Especially music can easily accompany most of the other forms of
communication, participate in creating mood and support conviction (Tellis,
1998).

The intentional influence of creators of a marketing communication on the
emotions of customers can thus increase the probability of catching attention of
a customer for POP ADs and promoted goods, and so to help improve sales
success.

2.2.3 The summary of the theory of customer psychology and social
environment

Theories and researches presented in the previous parts of chapter 2.3 are
valuable by their conceptualization of customers' thinking. They are not usually
conceived as being entirely isolated individuals here, but rather as a part of a
wider social context. They have their own history, intentions and experience,
from which they proceed.

We must be aware of the difference between researches focusing on input-
output of statistical dependence compared to those that conceptualize human
consciousness. We dare say that behaviorally oriented researches rather more
effectively tend to the theory of POP displays while the others, in fact, concern
rather the theory of a customer and eventually his reactions to the environment.
This has implications in practice, because while rather behavioral studies may
affect practical decisions directly in the form of POP AD, theories
conceptualizing a customer can help us better adapt a POP AD to characteristics
of anticipated customers. For example, the need for cognition theory could find
a use when deciding about the form of POP display offering books to customers
in a coffee lounge.

For our research, it is also necessary how the above summarized literature
move our understanding of the nature of the situation, in which purchase takes
place: we know that purchase from POP display in hypermarkets is happening
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very quickly and in the environment full of a variety of other sense
stimulations.

2.3 Demographic aspects

As well as in the case of other forms of communication, we must take into
account the role of segmentation in researches in the sphere of POP media.
Going back to Kotler (2003), customer characteristic and needs can be identified
by studying demographic factors. Demographics are easily identifiable and
measurable population statistics.

Kollar and Willet’s 1967 benchmark study identifies several characteristics
associated directly with unplanned purchasing: household size, gender of
shoppers, number of shopping trips per week, number of purchases, use of a
shopping list, major shopping trip and the number of years that the shopper has
been married.

Customers can be described in term of these demographic factors;
population size, number of households, place of residence, mobility, gender,
employment status, age, occupation, ethnic or racial background, marital and
family status, educational level, income, and physical traits (Bermann and
Evans, 1989; Tellis, 1998; Hackley 2005).

Now we will introduce the impact of basic socio-demographic variables as
they are described by many researchers, who decided to go this direction, and
whose findings are interested in the context of shopping from POP AD.

2.3.1 Gender

Researchers have found significant differences between men and women in
their information processing (Allinson and Hayes, 1996, Meyers-Levy, 1989;
Meyers-Levy and Maheswaran, 1991; Meyers-Levy and Sternthal, 1991),
expression of emotions (Brody and Hall, 1993; Stearns, 1992), gift exchange
behaviors (Gould and Weil, 1991) and shopping behaviors (e.g., Grewal et al.,
2003; Otnes and McGrath, 2001). To explain these differences, researchers have
either relied on sociological, biological, or mixture of the two explanations.
Sociological explanations include theories such as gender schema (Bem, 1981),
self construal (Cross and Madson, 1997), multi-factorial gender identity
(Spence, 1984) and socialization differences (Moschis, 1985), whereas biological
explanations include cranial hemispheric activity (i.e., left brain vs. right brain
dependent) (e.g., McGlone, 1980) and sex hormone differences (e.g., Reinisch et
al., 1979). Some researchers believe that both biological and sociological
elements play a role in observed gender differences as seen in Meyers-Levy’s
selectivity model (Meyers-Levy, 1989, 1994; Meyers-Levy and Maheswaran,
1991; Meyers-Levy and Sternthal, 1991).

Women enjoy shopping more than men, they are more aroused by the
shopping environment (Donovan and Rossiter, 1982; Mehrabian and Russell,



74

1974, LaBarbera and Tucciarone, 1995, Bagozzi, 1991, Wells, 2003). Because
women are more likely to buy than men when they visit a store (Lucas, 1998),
this finding would suggest that women enjoy the shopping environment to a
greater extent, and that this finding would make the relationship between
emotional response and the overall evaluation and repatronage decision
stronger. Therefore, the effect of emotional evaluation on the overall evaluation
will be higher for women than for men.

On average, responsibility for shopping still falls primarily upon the
woman of the household (e.g., Biebly and Biebly, 1988; Chebat and Yuccaro,
1995; Crosby, 1991; Perkins and Demeis, 1994). This role puts women in a better
position than men to recognize household needs that might be fulfilled by a
particular category purchase. In a study of gender roles, Thompson (1996)
reports that the women interviewed describe themselves as being more aware
of household needs than their spouses. He also finds that women process
information in much more context-dependent fashion than men and are more
likely to attend to contextual information and multiple cues in the environment.
Based on these factors, we expect women to make more decisions than men.

According to Shaw (2001), the typical female is phenomenally efficient.
They will scan familiar shelves or fixtures for offers and promotions without
breaking step, and when asked for the prices of competing products within a
category she has shopped, she will often be able to recite the key products or
price points relevant to her. The key elements of her behavior are planning,
consideration and efficiency - both in terms of time (needed for shopping and
cooking) and money (Shaw, 2001). "In contrast, the majority of males appear to be
still shopping hand to mouth. Men are very visual and impulsive shoppers. 'What looks
nice today? ... What do I fancy? ... Oh, I remember seeing that advertised.' Male
behavior tends to reflect a more impulsive, self-focused style, often shopping with a
sense of bravado, with certain higher-involvement items bought simply because they
will create the right impression if someone looks in the basket. Price focus rises with
unglamorous categories because they are no longer about the self, or relevant to the self"
(Shaw, 2001, p. 37).

As to researches in the Czech environment, according to Vysekalova
(2008), women place bigger emphasis on the truth, informativeness, clarity, and
easiness to remember an advertisement than men and they also require more
often the use of decent and common words.

2.3.2 Age, income and shopping party size

There are also differences within age groups. For young people without
children, especially in smaller towns, visiting a shopping center means “an
escape from the reality” (Vysekalova, 2009). Vysekalovéa (2008) in her researches
did not confirm the hypothesis that in demand of advertisement, there exist
absolutely crucial differences among the age category 29 and less and others.
Although the younger group more often than the average imposes requirement
on “craziness” of advertisement and its diversity, these demands are still on one
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of the last places compared to the others. The age group of people over 60 does
not differ significantly from the others in most of the attributes; they only more
often place emphasis on advertisement without violence and on its decency.

The psychological cost of thinking may increase as an individual ages,
which suggests that older customers may be less motivated to process POP
media information than younger customers. Consistent with this notion,
Zeithaml and Fuerst (1983) find that accuracy of price recall and usage of price
information is lower among older customers, and Beatty and Smith (1987)
report that price search decreases with age. Since younger customers have
greater motivation to process in-store stimuli, we argue that they will make
more decision at the point of purchase.

Although the aspect of income may not influence the need of recognition
directly, we expect it to constrain customers from acting on the recognized
need. In other words, shoppers with higher incomes are free to make impulse
purchases as a result of need recognition, while shoppers with a lower income
are restricted by budget limitations. “As a result, we expect higher-income shoppers
to make proportionally more unplanned purchases” (Inman and Winer, 1998, p. 10).

The research on shopping party size (Kahnand McAlister, 1997) suggests
that shoppers accompanied by another shopper spend more. Customers who
are shopping for a larger household have the opportunity to recognize more
needs than customers who are shopping for themselves. The some logic that we
used in the context of shopping party size applies to household size, except that
the other members of the household are in absentia and, therefore, are
dependent on the shoppers to recognize their needs. In other words, large
households have more potential needs to be recognized than smaller
households (Inman and Winer, 1998).

2.3.3 Summary of demographic aspects

The interest tracking demographic data can be very useful for production and
implementation of POP AD in connection with the target group, for which it is
determined. While the statistical findings are very far from anything we could
call an authentic experience of the world at the level of aggregate analysis, it is
possible to describe and further analyze certain regularity in the behavior of
members of these widely defined groups on their basis.

2.4 Sociological perspective and POP advertising

Sociology is one of the most various social-science disciplines and so it is not
possible to give a summary of everything written about the phenomena related
to shops and POP advertising. We would like to introduce at least two
interesting contexts which are good to bear in mind in this research.
Specifically, we will focus mainly on a change of life preferences and attitudes
towards consumerism and consumption as Daniel Bell (2000) calls them



76

postmodern and associates them with so called post-industrial society.

Before we do so, Let us recall Arndt's (1985) scheme of paradigms in
marketing. It is necessary to note that sociology is well positioned to observe
relations of power and conflicts in society, and so the emphasis on conflict used
to be a part of many theories and analyses. Specifically, Klein (2005) and
Hertzova (2003) point out that marketing may be used as a corporate guise in
such cases when the brand’s products are being made in other countries than
the customers think. Here we talk about the socio-political paradigm.

Ritzer (1996) also focused on a rationalized commercial institution and he
refers to dehumanized character of some of these institutions. We would
include him probably into liberating paradigm, which is quite markedly
embodied by the leading postmodern sociologist and critic of the current
customerism Zygmund Bauman (2000, 2002, and 2006).

We leave these paradigms aside of research design not because it might
not be important, but rather because it is not clear how it could help to produce
better POP AD. We will at least touch these two paradigms briefly.

2.4.1 Historical change of social normative of consumption

As we mentioned at the beginning of this work, the hypermarket and also the
POP AD are historically quite a new phenomena. We would like to offer at least
a brief explanation, which reflects finding a hypermarket being a part of long-
term changes in perceiving regulatives of consumption in Western countries.

Bell (2000), the author of the conception of post-industrial society, noted
that in the nineteenth century consumption, “enjoyment” was related to much
stricter social criteria of suitability. This Puritan condemnation of consumption
still valid in the first half of the 20t century bore some irritable potential -
especially for modern artists: "Within artistic sphere, there is just a few of those who
oppose the absolute freedom, illimitability to experiment, domination of instinct over
order, intellectual imagination rejecting rational critique” (Bell, 2000, p. 63). Bell
argues that “it was the artistic freedom, irritated and provoked dominant tight-laced
bourgeois norms in the 1920s, which became socially dominant in the 1960s” (Bell,
2000, p. 32). It happened against the background of the “fat post-war years”
when dynamics of the economy really democratized consumption at its
psychological sensual level.

The 1960s can be considered the imaginary beginning of so called post-
industrial society: "Post-industrial society fundamentally transformed everyday
modern economy” (Bell, 1999, p. 197). It is especially the transition of labor from
industry to service sector, beginning of global economy and increasing the
significance of the social segment of highly educated experts, which
corresponds to the new and dominant role of education in the process of capital
reproduction. All of these have a certain impact on the sphere of consumption
and, more generally, leisure.

If we take into account the comfort of the post-industrial society with its
emphasis on “leisure time” and services, it is not surprising that at this time we meet
the first shopping center, which could be compared to today’s ones, with their prototype
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called Southdale Center in Eidna, Minnesota, USA built in the year of 1956” (Ritzer,
1996, p. 44).

This time period is characteristic for the disintegration of moral regulative
of consumption perceived as a whole “moral judgments occur mostly individually
in specific cases of consumption, which violates moral normative valid primarily outside
the context of consumption” (Hilton, 2004, pp. 114 - 115). Barriers that people
formerly felt in situations of “unbound”, “useless”, libertine” consumerism fell
behind the gates of new hedonistic times. "Mass consumption was a sign that
people have nothing against the idea of social change and personal transformation
within the important sphere of the life style” (Bell, 2000, p. 76). So there does not
only happen a full social legitimization of enjoyment and desire, but also a
justification of innovative changes in individual self-creation and resulting
instability of personality of a large part of society members.

Simply said, there were not removed only the former norms of
consumption, but also the individual chance of selection was widened to the
whole culture, to all institutional norms associated with early modernity and its
institution such as family and gender, class, profession and neighborhood
(Bauman, 2002, pp. 87 - 146; Beck, 2004, pp. 113 - 243). For example, the
institution of family ceases being an institution, i.e. “external oppressing power,
which markedly separates normal from deviant, and which regulates human acting in
such extent, in which people chose and choose an alternative type of co-existence, stop to
associate the obligation to have a child on behalf of a quality of relationship” (Giddens,
2000, pp. 77 - 78). The conformity of gender roles stops to exist and divorce rate
increases in a similar way as the relative frequency of children born outside
marriage. For example Mozny (2002) documents these trends on the model of
contemporary Czech society.

Family, as an entirely self-evident phenomenon and part of most
biographies suddenly appears as a “problem”. As to profession, hardly
anybody can harbor a realistic hope for lifetime employment on the same
position or even in the same branch, there is more and more of so called flexible
employments, there increases a share of long-term unemployed people and
work ceases to be associated with the meaning of life, service for society or even
humanity (Lipovetsky, 1996, pp. 136 - 142).

Another big part of human lives begins to be dependent on arbitrariness
of an individual in an environment, where clear socially enforced normative
disappears and where suddenly everything is possible (Beck, 2004). But
according to Bauman (2002), also the flustering possibility of failure, permanent
dissatisfaction or permanent impugnment relate to the possibility of choice. In
this context, the shopping center works as a kind of vent, as the last illusion of
the lost world of community compound of such people “like me”. "When we are
in a shopping center, we feel like we are “somewhere else” (ibid., p. 158). Regardless
of the various conflicts in society, we are all the same in a hypermarket and
such hypermarket itself is always the same - only the number of visitors
changes. "On the whole, the trip into the “space of consumption” is a way to very
misunderstood community, which as well as an experience from shopping, finds itself
permanently “somewhere else”. During the few minutes or hours, for which this
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community lasts, people can scratch their backs against “other similar people”, spend
time with those who profess the same religion, who visit the same church, spend time
with other people whose otherness can be put aside out of sight at least in this place and
this time, do not think of it or infirm it” (ibid., pp. 162 - 163).

We mention these thoughts here in order to have the full picture.
However, thanks to other mentioned authors, we can state that, in society, there
has historically happened democratization of consumption in a form of so
called shopping as leisure time activity, which is associated with a shift of
normative regulating consumption to bigger permissivity and hedonism. This is
related to impulsive character of shopping from POP AD even in the
anonymous environment of hypermarkets.

2.4.2 Shopping center as a rationalized institution

As already showed by one of the founders of sociology, Max Weber (1998),
rationalization is one of the main characteristics of modernity and one of its
main driving engines. It expresses human ambitions to create such social
structures that would lead them by the most effective ways possible directly
towards a goal set - that will happen without delays, if these people have to
think about actual state of affairs again and again.

These structures represent a huge source of efficiency, but they also have
their negatives, which consist primarily in attracting efficiency of means of
acting at the expense of questions about their morality or moral qualities of
goals that are to be achieved (Weber, 1998; Ritzer, 1996). Studying of
bureaucracy led Weber to concerns that the enthusiasm about its advantages,
the ability to predict costs and profits and to optimize management will lead
the society into the “iron cage”, i.e. bind it with a system of bureaucratic
regulations, whose fulfillment will be enforced at the expense of any alternative
that will destroy everything sacred and transcendent (Weber talks about
“disenchantment of the world”), undermine the sense  of personal
responsibility and destroy willingness for activity of the individual. If the aim
of rationalization is to allow people not to restrain from thinking, then “it
deprives the human experience of sense and significance” (Weber, 1998, p. 123).

The influence of bureaucracy as an institutional form on personalities of
its employees was later described by Merton, who, among others, stated that
the administrative system itself can make its members blind to the
consequences of their actions in favor of adhering to strict observance of
regulations and established procedures, which may change the whole structure
to desperately ineffective tool of organization of lives (Merton, 2000).

From the studies going in this direction, there is worth mentioning the
ethnomethodological research of John Manzo (2005) proceeded in five North
American shopping centers. He focused on food courts and searched how the
spatial zoning (small “temporary” tables and chairs, dining space not fully
separated from the pedestrian zone) influences customers' behavior. He
watched behavior of customers, whom he interviewed consequently. He also
interviewed the security staff. He found out that customers perceive food courts
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in the same way as coffee-lounges, organize sitting their way, lead their
dialogues as private and consider tables “their own”, if sitting at them. To the
conclusion he adds that the results of subsequent interviews show that
customers of fast-foods usually ate quickly and left, which is exactly what is
requested from them through the above mentioned space zoning - they usually
accepted it and understood as such (Manzo, 2005). The result of this research
certainly cannot be generalized, but it gives evidence that the inner feeling of
freedom may be integrated with partial external influencing of participants and
their acting through external factors, in this case by organizing the space.

We should also mention the phenomenon of civil or political
consumerism, which consists in campaigns boycotting certain products or even
retail chains for their immoral activities. In Western countries, it is a relatively
common form of political activism, which also seems to be very effective in
some cases (Hertzova, 2003). As well as a shopping center is able to define
newly what “political” and “public” means, civil society can define what is a
private matter of a firm and where the meaning of its activities grows into a
public matter. As it is possible to perceive civic engagement as a private
consumption activity, also the private consumption of goods can become an
expression of civil engagement and so a public matter. Potential of POP display
for giving a notice of relation of offered products with some engaged
perspective in the world has already been mentioned above.

Critical reflection of a shopping center as a fully rationalized institution of
a public character warns us against a high risk of emphasis of positivistic
paradigm on controllability and efficiency, because it threatens by creating
perhaps too rigorous and evidently invasive conditions for purchase.

Before introducing the concept of our research, we should briefly discuss
paradigmatic conflicts playing role in marketing research. This discussion is
important as it is defining influences and arguments for consequent selection of
our paradigmatic position and overall research approach.

2.5 The conflict of paradigms and its implications for the
marketing research

The marketing research, which traditionally studies also decision making and
purchasing behavior in connection with advertising, represents especially a
practical effort to provide a deeper insight into the problem of effects of
advertising and customers' expectations and for this purpose expects to be
inspired by a number of traditionally separated social-science disciplines and
research orientations (Hackley, 2005). In this study, we intend to show that
there exists a good reason to try getting out from a relatively homogeneous
focus on increasing sales using statistical researches following mostly the
context of some attributes of POP AD or customers who meet it in shopping
center environment. Before we specify this reason explicitly, it will be useful to
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summarize briefly the core of the problem consisting in disputes about the
nature of knowledge among various research traditions. It will be shown how
this conflict reflects in marketing research, which will further allow us to
include our research into a certain type of a science practiced in this sphere.

2.5.1 The conflict of paradigms and the “truth” in marketing research

Authorities in the branch of theory of science (Hunt, 1990, Anderson, 1983,
Beck, 2004, Fay, 1999), who use the term “paradigm”, refer to Kuhn (1997). In
his work, we can find the following definition of paradigms: "Paradigms are
accepted examples of actual science practice, examples that include law, theory,
application and instrumentation. All this is provided by a model, from which a certain
coherent tradition of science research is derived” (ibid., p. 10).

That has implications for social sciences. Disputes about their scientism
have been ongoing since the social sciences were established (Fay, 1999;
Harrington, 2006). With regard to the objective of this work, we will try to
summarize briefly what causes the biggest conflicts among different paradigms,
which deal or may deal with POP AD.

In this endeavor, we proceed mainly from the work of Brian Fay (1999),
who distinguishes positivism, perspectivism and relativism within the current
discussion about the nature of science and its ability to get to an objective truth.
Largely, these differentiations correspond to a type of reaction to Kuhn's work
as we will demonstrate in the examples of texts about philosophy of science by
the authors who considered paradigms in the context of a marketing research.
Fundamental distinction can be done depending on how paradigms stand
towards so called epistemological and ontological relativism (Fay, 1999;
Anderson, 1983, 1988; Hunt, 1973, 1983, 1990).

Positivism is a vision of science that is most strongly claimed allegiance to
the legacy of natural sciences of the nineteenth century. The social scientist
must be free from any previous forms of knowledge such as tradition,
metaphysics or prejudices to obtain reliable knowledge that objectively
represents unchangeable laws of reality. That can be achieved by an empirical
method that will enable to reflect the undistorted truth limited by sensual
perception of human beings, and the systematic character of which guarantees
comparability of results. Then, the science practice consists in a systematic
accumulation and classification of obtained facts (Fay, 1999, pp. 239 - 242).

Probably its most influential proponent in a marketing theory and
research is Hunt (1976, 1983, and 1990). This author condemns Kuhn's work for
its nihilism in relation to the possibilities of science. He rejects both
epistemological and ontological types of relativism. The former claims that
there does not exist any privileged source of the truth about the world, because
no objective criterion of “truth” is possible and any temporary paradigm will be
(or can be any time) replaced by another paradigm. The ontological relativism
claims that the idea of the reality shared by all people is not justified, because
bearers of different paradigms really struggle for a different conception of
reality different realities expressed by a network of their own thought (Kuhn,
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1997). For example, Hunt (1990, p. 3) wrote: "In brief, if reality relativism was true,
and scientists’ theories did not "touch base" with some reality external to the theorist,
the pragmatic success of usefulness of science over the last 400 years would be totally
inexplicable, that means, a miracle." In his work, Hunt stands up for historically
earlier positivistic theorists and, although he admits that no theoretical
statement can be recognized as true forever, it is necessary to test empirically
such statement, and so to reach an objective judgment about its truthfulness just
because it can be disproved by such empirical tests as measuring statistical
dependence. The unprovable statements are not scientific.

As the second variant, Fay (1999) offers perspectivism that basically leaves
the vision of one truth and offers many partial truths instead, which are
revealed always from one of possible perspectives that corresponds to the
knowledge level, professional focus of the scientist, but also to the culture, in
which the social scientist lives and which he shares with other members of his
community. Scientist's access to reality cannot be ensured by any method of
“pure facts” collecting. So called facts are “saturated with theory”, they do not
come out from anything and certainly do not classify themselves. But how then
can we describe the science? It is primarily a network of theories, which provide
quite a number of perspectives, but always share together some basic
conceptual schemes. Fay wrote: "Typically scientific activities — observation,
classification and explanation - are being proceeded within a certain conceptual scheme
the scientific community brings into its work. Conceptual schemes are providing a
framework, in which all scientific thinking unwinds" (ibid, p. 97). In this conception,
perspectives may differ, but basically it is well possible that they communicate
with each other and mutually enrich each other. It shows that we necessarily
share one reality and it is essential to reject ontological relativism. But it is
necessary to accept the plurality of perspectives the epistemological relativism
leads to. We can name Anderson (1983, 1988) as a supporter of the
epistemological relativism, who carefully argues this position for marketing.
Anderson (1983, 1988) wrote: "... positivisms reliance on empirical testing as a sole
means of theory justification cannot be maintained as a viable description of scientific
progressor as a normative prescription for the conduct of the scientific activities. This
point is essentially noncontroversial in contemporary philosophy and sociology of
science. Despite its prevalence in marketing, positivism was abandoned by these
disciplines over the last two decades in the face of overwhelming historical and logical
arguments that have been raised against it. (...) Thus, the relativist stance appears to be
the only viable solution to the problem of scientific method.” According to Anderson
(1983, 1988), relativism implies that there are few truly universal standards of
scientific adequacy.

Then the relativism represents the whole group of directions that
move even further in their skepticism towards science and demand of objective
truth. These directions of thoughts lead the thesis that there does not exist any
mutual and obligatory conceptual framework, and that knowledge and learning
(epistemological relativism) and also the reality (ontological relativism) are
functions of incommensurable conceptual schemes and could be viewed only
within their framework, only from within themselves. They cannot be
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“translated” from one to the other and so people are trapped in their separated
worlds without the chance to reach the shared truth. For example, Hunt (1990)
reproaches Kuhn as well as Anderson for this opinion.

The German sociologist Ulrich Beck (2002) observes impacts of paradigms
and mentions many examples of strategies, which can make relative the claim
of positivism to truth. For example, he wrote: "Ethnological research of science
finally 'veveals' even in the supposed place of the birth of scientific rationality (in
laboratory) that the prevailing practices resemble rather to modern variants of rain
dances and rituals of fertility, which follow principles of career and social acceptation”
(Beck, 2002, p. 272). In terms of the real research practice of opposing groups, he
describes the situation as a partial closing up into the own positions. As to his
opinion, positivists have responded to the statement “Everything goes!” in a
way “So what?” These scientists further continue in applying their method, just
their language is humbler as to the demand of the truth. This could deceptively
promote the vision of unshared realities.

The idea that Fay uses to confront the vision of unshared reality is simple.
Even the conflict of paradigms assumes a certain degree of conformity, because
if not, it would necessarily lead to the attitude that “the other one” does not
have a different opinion, but that he does not have any opinion at all and thus
he cannot give us anything we could understand (Fay, 1999). In other words,
an ideological conflict among paradigms could not happen in the existence of
the plurality of completely separated realities (Hunt, 1990).

Thus it is possible to justify why after all we share the same reality and
predicate of the same world. It would seem that positivism and relativism are
quite distant from each other, but we still can find a feature that is similar in
both of the directions. Both emphasize the requirement that science reflect the
world. The difference between them is that the positivism accepts this
requirement without any doubt, while relativism uses it to infirm it: “The
existenice of one shared reality or at least one shared conceptual scheme through the
impossibility of fulfilling it” (Fay, 1999, p. 250). In this sense, we would like to
dissociate ourselves from both of these extremes and accept solution offered by
Fay.

The presumption of a good research, in perspectivist epistemology, seems
to be especially the effort to express an opinion of different concepts of the
object of our interest, which are available in social sciences. Thus if we are
interested in POP AD, it will be necessary to introduce several possible
perspectives, and if possible, benefit from them in the knowledge of differences
of basic assumptions of our own position.

But what are the types of scientific interest in marketing?

25.2 The practical impact of epistemological inconsistency on
marketing research

In a certain scientific discipline, the paradigm boundary itself seems to be a
subject of rules of perspectivism, because there may be many perspectives that
emphasize various theoretical components, by which paradigms and their
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research practice differ. In this work, we cannot have the ambition to give their
comprehensive overview. But one of these concepts caught our attention,
especially because it reacts to the practical problems that conform to the ones,
on which our study wants to focus. Specifically, Arndt (1985) offers the same
typology of paradigms we use here, and although his work is not up-to-date,
with regard to the older date of publishing, it is unquestionably topical
considering the diagnosis of the marketing practice.

He identifies two concrete dichotomies which, combining each other,
create four paradigms. All these paradigms put different types of questions
against the logic of Kuhn's (1997) definition. The first dichotomy refers to the
focus on external “objective” observation of behavior compared to the effort to
understand in internal terms, which is, in terms of the acting subject. But the
interest in marketing structures no less also the attitude the scientist assumes
towards the possibility of conflict among the marketing world and marketing
communication and customer. Each of the resulting paradigms showed in the
Picture 4 has its own metaphors (at the end of the arrows) as Arndt indicated
the basic frames the proponents of these paradigms use for detection of the
reality.
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FIGURE 5 Four paradigms of marketing science, adapted from Arndt (1985, p. 16)

The situation in the research of POP AD will be presented here in other parts of
this chapter. It could be described as a dominance of logical-empiricist
paradigm (Arndt, 1985; Anedson, 1988). There are relatively many studies that
used the interpretative paradigm, but we could not find any study, which used
the interpretative research potential on POP AD. We will try to follow the
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interpretative paradigm inspired by constructivist view on the human and his
experiencing of everyday reality.

Like Anderson (1988), Arndt (1985) criticizes the marketing research
because it focuses almost only on superficial learning about the reality by using
statistical methods. Arndt (ibid.) distinguishes three types of activities within a
marketing research depending on what types of statements come into conflict.
Statements for empiricism are empirical and theoretical; the ones for criticism
are empirical and value sentences. Then he describes constructivism as follows:
"Constructivism implies comparing theory statements with value statements to see to
what extent the foreseen world is also preferred world. (...) The conclusion is in terms of
adequate or inadequate. In case of dissonance, theory and value statements are more or
less equal in priority, and both may be changed" (Arndt, 1985, p. 14). So the main
advantage of constructivist approaches within marketing research is not
referring to the not entirely clear claim of empiricist studies on the truth, but
rather pointing out the fact that they can be impotent as to the possibility of
their use in practice of production and application of marketing tools. Our
observation about the current state of research in the sphere of POP AD
concerns just to this. As we have observed in the section devoted to behavioral
researches; that gives us many clues for a construction of concrete POP displays
in the form of isolated variables. Because of the nature of the problem, they
cannot create a model of phenomena and relevant properties that are important
and in concrete cases decide about whether the POP AD interests a customer,
underwhelms him or even makes him angry or irritates him. As Arndt wrote:
"By emphasizing measurability and intersubjective certification, the paradigm
concentrates on certain variables and relations, while excluding others. The logical
empiricist paradigm, reflecting empiricism as a research orientation, assumes that
marketing relations have a concrete, real existence independent on the observer and a
systemic character producing regularities in marketing behavior. Marketing systems are
viewed as being equilibrium-seeking. These assumptions have much in common with
the view of the universe as clocklike mechanism of separated parts, all working together
under immutable lows" (Arndt, 1985, p. 16).

As already noted, such researches seem to be strong in providing practical
clues at completing and implementing concrete POP displays, and in this sense
their results will reflect into the semi-structured scenario of interviews led by
informants in FGDs. However, it is essential that in this case, this research is
interested in how participants of interviews really perceive POP displays on the
basis of their long-term experience with many POP displays they buy from.
Where logical empiricism seeks regularity in terms of cause-effect, we will focus
on meaning (Fay, 1999; Harrington, 2006), which distinguishes logical
empiricism from interpretative approaches (Arndt, 1985).

We share the idea in which a customer is not perceived in conflict with
marketing products, and we are concerned mainly about increasing sales,
which distinguishes logical empiricism and interpretativism from socio-
political and liberation paradigms. Arndt (1985, p. 17) wrote about the
interpretative paradigm in marketing: "The subjective world view, which shares the
assumptions of interpretative paradigm (...), holds that reality does not exists in any
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concrete sense, but it is a product of subjective and intersubjective experience of
individuals. Therefore, marketing behavior must be understood from a viewpoint of
participant rather than a detached outside observer. Such understanding can only be
attained by a direct, give-and-take interaction with the member of the population in
question."

Thus we expect more adequate knowledge about POP AD that will not
result only from the fact what separately perceived attributes increase sale
ability (as this is the objective), but it will also take into account which POP
displays pleased or irritated our informants, which problems they associate
with POP displays and whether POP AD ever succeeded to make ordinary
shopping in a store nice experience. This decision of ours leads to the choice of
constructionist approach, so now Let us introduce the research subject in this
context, too.

2.6 Constructionism as a resource of research of POP advertising
floor displays

After we have summarized the theory and researches, which can be applied
directly to shopping POP displays or hypermarket environment from the
perspective of behaviorism, psychology, demography and, partially, sociology
and also discussed influences of paradigmatic positions, we can move on to the
formulation of the research and its theoretical foundations.

In the first part of this chapter, we will introduce theoretical foundations
of our interpretative and constructionist approach through the brief discussion
of concepts of phenomenology, phenomenological sociology and social
construction of reality. Then we will introduce our insight into the situation,
which is in the center of our attention, when a customer encounters a POP AD
and decides in a moment whether he uses it or not. This is the phenomenon of
so called impulsive shopping on which we focus. According to the author's
experience, the understanding of the decision plays an essential role as it helps
focus the research orientation on the conscious subjective meaning of shopping
act, although we know that this act proceeds within seconds and it is not
practically being planned in advance.

In the second part of the subchapter, we will further specify how
constructionism helps to perceive such an element of reality of shopping from
POP AD, which is invisible for the logical empiricism paradigm. Consequently,
we will conclude this chapter with expectations, which we have after having
answered research questions by this research design.

2.6.1 The origins of social constructionism
Before presenting the concrete influence of the social constructionism on the

orientation of our research, we will briefly attend to the sources of its
inspiration. Some important ideas had been present in both European and
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American philosophical traditions already before the social constructionism,
which should be characterized as a paradigm of sociology focused on
knowledge and benefiting mainly from the European phenomenology and
American pragmatism.

Let us begin with the phenomenology. It was established by Edmund
Husserl as a reaction to the widely perceived social crisis in the era of fin de
siécle, i.e. at the turn of the 19t and 20t centuries. Let us add that it was not the
only definition of the crisis origin, other ones are offered by, for example,
Sigmund Freud, Max Weber or Husserl's schoolmate and the first Czech
President Tomas Garrigue Masaryk. For Husserl, the European one was a crisis
of sciences (Husserl, 1972). Husserl notes that the exact science allowed
unprecedented progress of the European intellectual tradition in terms of
controlling the natural world. However, in its present form, it never can answer
fundamental questions asked by the humanity, questions about the meaning,
which has grave consequences not only for science, but also for the whole
spiritual life of societies, culture and policy. Exact sciences or humanities, which
imitate it, cannot give people better directions in their everyday life filled with
worries and joys. He thinks that the science became alienated from people by
the fact that it rejects the non-scientific knowledge about the surrounding
world, which makes sense without offering a meaningful alternative. The
world, which makes sense for us, is a world of our everyday life and Husserl
introduced a term “Lebenswelt” for it. Phenomenology is an attempt to reform
the science.

Phenomenology wants to be a science about essential developments of
one's experience. Phenomenology presents these developments as something
that one can comprehend.

The phenomenological method is thus based on the belief that the
resources rejected by the positivism as being subjective, are achievable by
meaningful knowledge of the things themselves, i.e. phenomena, the nature of
existence of which results from themselves.

The human is therefore not just a complex of nerves, blood vessels and
muscles, but a being, which has the own home, is looking for the meaning of
life and can experience joy or sorrow.

At about the same time, in North America, there was developed a
pragmatic philosophy, which, like the positivism, rejects metaphysics - not
because of the immeasurability of its thesis, but due to its inability to be used in
human practice. Unlike the positivism's, this philosophy's effort for explanation
does not exclude the effort for understanding. Here we will mention only two
significant authors. The first one is George Herbert Mead, who is followed by
the social constructionism especially in terms of the analysis of self-awareness
and awareness of others. Mead distinguished (Harrington, 2006, p. 166) “I” and
“me” as two parts of “self”. While “1” arises from the experience of self
separated from the surrounding environment and experience of the own
creativity, “me” is a component of “self” created by interactions with our
significant others, in which we are able to look at ourselves through the eyes of
the others and draw consequences from it for our behavior. Mead talks about
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taking over the role of the other so that our identity permanently depends on
our interactions with the social surroundings.

Berger and Luckmann (1999), whom we will discuss further in the
concrete context of the social constructionism, further refer to William I.
Thomas (1923), mainly to Thomas's theorem, which is: “If people define a situation
as real, then it is real also in its consequences.” For the social science, Thomas
introduces the term of a definition of a situation, which is necessary for the
possibility to react to any situation by some meaningful way. There may be
more definitions for the same situation, which implies that the reality is being
constantly co-created by our ideas about it.

Finally, we get to Alfred Schiitz (1962), the founder of the
phenomenological sociology, which also draws from the above mentioned
pragmatism and also from the work of Max Weber. According to Schiitz, each
individual is provided with so called everyday used fund of knowledge, which
is created by the knowledge used for interpreting the lifeworld (Lebenswelt). It
is a necessary basis of how to deal with things, how to understand the world,
how to manage a situation and communicate with the others. According to
Schiitz, the lifeworld is an interpreted world. This interpretation is derived
from the stock of everyday knowledge, which contains typification. Each
individual assumes that his stock of everyday knowledge corresponds to so
called general stock of knowledge and that all of this will retain its validity: i.e.
that previous successful acting can be repeated and the lifeworld will still exist
continuously. Especially important is Schiitz's methodological standpoint,
according which the phenomenological sociology studies the typification of the
lifeworld using the second order typification. This sociology creates hypotheses
about the subjective meaning of behavior, which affects the form of reality,
especially the social reality and so it is possible to test these hypotheses
empirically. Berger and Luckmann (1999) take over many of considerations and
concepts by Schiitz (1962). However, they supplement them to establish a
systematic sociological theory of knowledge, which today we recognize rather
as a separate paradigm applicable for any sphere of social life.

Further, we could mention many authors, who share the same skepticism
in terms of the positivistic knowledge focused on externally observables. We
have chosen the social constructionism as a theoretical context for research of a
customer encountering with a POP AD, because this approach offers a really
systematic conception of the above presented thoughts, which also simplifies
the using of terms and concepts.

2.6.2 Social construction of reality and shopping from POP advertising floor
displays

If we refer to constructionism as a socially scientific paradigm here, it is still a
very large group of concrete research approaches and theoretical inspirations.
For our research, it is determinant mainly the methodological orientation to
Grounded Theory. It sets clear research principles for data collection and
analyzing, which will be described in following chapter. However, the selection
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of Grounded Theory is, in our case, related to what could be described as a
change of paradigm regarding above described phenomena related to
paradigms. This change of a perspective is related to the work of Berger and
Luckmann (1999) called “The Social Construction of Reality”, which in its time
(originally 1966) somersaulted the existing sociology of knowledge by a
synthesis of phenomenological sociology and theory of American pragmatists
(Harrington, 2006).

A social construction (also called a social construct) is a concept or practice
that is the construct (or artifact) of a particular group (Berger and Luckmann,
1999). A construct in the philosophy of science is an ideal object, where the
existence of the thing may be said to depend upon a subject's mind. The
construct opposes to a "real" object, the existence of which does not seem to
depend on the existence of a mind. In a scientific theory, particularly within
psychology, a hypothetical construct is an explanatory variable which is not
directly observable (Bunge, 1974).

From this point of view, the constructivism as itself is a paradigm, which
is interested in the ways in which people interpret or construct, individually or
collectively, the social and psychological world in specific linguistic, social or
historical contexts (Delanty, 1997). All forms of constructivism have a mutual
presumption that no statement about the world concerns directly the reality.
Actually it is not possible to get around the importance of individual and
collective creation of knowledge and the dependence of this process on a given
cultural and historical context (Delanty, 1997).

We can find similar considerations related to constructivism also in the
case of Schutz (1971), who thought that the reality becomes relative for us only
through its meanings and interpretations. “Strictly said, there does not exist
anything like a clear and simple fact" Schutz (1971, p. 5). According to Schutz
(1971), all facts are actually isolated from their universal relations, which are
done thanks to processes of consciousness. So it is an interpreted fact - so called
construct. For example, also Glaserzfeld (1996) says that “each construct of a
reality remains a product of a subject, which creates it". Instead of referring to an
objective reality, we may distinguish between two alternative constructions
using the practice. As a result, used constructions of the reality and procedures
are changing all the time. Research must therefore deal with constructions of
the world in different communities and different spheres of human activities
(Gergen, 1985). Also Lincoln and Guba (1985) describe the constructivism as
being such a scientific discipline that considers the reality as specifically and
locally constructed and, regarding a formal and content perspective, as
dependent on an individual or a group of people. These constructions are not
true in any absolute meaning. The world, in which we live, is a human
construct in many perspectives. Even all aspects of our personal knowledge
bear the seal of being constructed by us. As to the research purpose, then its
objective, according to Lincoln and Guba (1985), is to understand and
reconstruct constructions by people (including researchers), while this process
should be open to new conceptions and perspectives. But the researcher is
being trapped into the role of an observer and participant of this process to a
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certain extent. He cannot hold any external standpoint. The knowledge
acquired from this process consists of these findings, about which there is a
relative agreement (or there is evident at least a tendency to this agreement)
among competent individuals, who concern the interpretation of this
construction nature (Lincoln and Guba, 1985).

According to Berger and Luckmann (1999), any human knowledge shared
by two and more people is a construct, too, which we are trying to capture
within the Paradigm Model. It is a social construct, because it is the behavior
perceived by more people, who behave based on that during their normal
shopping. When interpreting our results, in this context, we should bear in
mind that our approach to customer shopping experience is not immediate. We
used the Grounded Theory and FGDs, as a mediator in this research. That gives
the status of a social construction to the researches as to a complex (Berger a
Luckmann, 1999). We do not suppose that results of our research reflect the
objective truth non-problematically, but we suppose that they construct a
behavior model referring transparently to constructs by customers themselves.
That will be similarly useful for professionals working within practice as
constructs by customers are useful for them during their shopping. Customers
use various constructs, which help them find their way in the reality and its
typical situations. Thanks to these constructs, a customer may consider
themselves a certain type of a customer within these constructions (what do I
do typically in comparison with the others). That allows us to construct a
second order typology for the data (Schutz, 1962).

Before we concretely introduce the concept of Social construction of the
reality by Berger and Luckmann (1999), it is also necessary to discuss briefly the
terminology relating to the constructivism itself. Hacking (2000) compared in
detail various meanings of using the term 'constructivism" and he
recommended distinguishing whether constructing mathematical objects are
different compared to constructing material objects. There is also a big
difference between attempts to construct such an object as gender, and on the
other hand an object of theoretical physics called quark. Hacking (2000)
recommends  distinguishing  constructivism,  constructionalism  and
constructionism, as these terms mean theories and methodologies created in
different, considerably disparate scientific discourses. Constructivists,
constructionalists and constructionists live in different intellectual
surroundings. Hacking (2000) reserves the term 'constructivism" to
mathematics (L. E. J. Brouwer et al.), the term "constructionalism" to logic and
philosophy (R. Carnap, B. Russell et al.) and the term "constructionism" to social
sciences and humanities (P. Berger, T. Luckmann et al.). Within our work, the
term '"constructionism” is relevant. According to Hacking (2000), it is the
already mentioned work "Social construction of reality" (Berger and Luckmann,
1999) which is the original and methodologically supporting work establishing
the concept of social construction. He adds: "According to Berger and Luckmann,
experience of each of us constitutes itself in the social environment, which is full of
social relations as well as material subjects", while the "prototypical example of the
social interaction is the 'face-to-face' situation, from which all other examples are being
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(....) derived" (Hacking, 2000, p. 25). Therefore is about the way of constituting
the experience under the influence of the particular social environment.

Although there is no space for further clarification of the nature and
development of this history of disputes, it will be useful to mention at least the
main controversy demonstrated in usage of the phrase "social construction".
Hacking (2000) notes that the statement saying that something is a "social
construct" may consider only a conception of a given thing, which exists
separately from the world of human ideas as being socially created, and a
subject to a change, or the "social construct" should indicate that the existence of
this thing itself changes in a direct dependence on people's ideas and therefore
its independent existence is not possible. We admit the first conception. In
connection with the POP AD, we therefore claim that POP AD is not simply
what people think it is. On the contrary, we think that POP ADs represent a real
category of objects and we are trying to learn about human experience to
understand better customers' perceptions of various types of POP ADs and
various types of encountering them. Knowledge of professionals, who may
construct their ideas of a POP AD and its task, might build their thoughts in the
way preventing successful drawing of customers by real existing POP AD,
should be adjusted to the knowledge from customers” perspective. Hence we
admit that POP ADs depend on human imagination about them. But not all
ideas are good, which is proved by unsuccessful POP ADs.

With reference to the above mentioned, we adopt the triple terminology
differentiation by Hacking (2000) which makes the meaning more precise as to
the term and thus we further use the term constructionism in our work.

Now let us briefly discuss the concept of the social construction of reality
by Berger and Luckmann (1999). At the beginning, we should say that their
above mentioned work "Social Construction of Reality" is based on ideas of
many authors, whose theories Berger and Luckmann recognize partially or
completely, or they prospectively develop them or refuse them. Among these
authors, there were for example the German philosophers Max Scheler or Karl
Mannheim, further Werner Stark, Karl Marx, Max Weber, Emil Durkheim,
Vilfredo Pareto, Friedrich Wilhelm Nietzsche, Bronistaw Kasper Malinowski,
Sigmund Freud and others. Wilhlem Diltheye in his work considers historicism
a direct predecessor of sociology. Berger and Luckmann also referred to the
work by Robert Merton and Talcott Parsons, but they said that they did not
surpass considerably the conception of knowledge sociology by Mannheim
(Berger and Luckmann, 1999). They also cited George Herbert Mead, whose
socio-psychological data they used for the analysis of the internalization of
social reality.

Among other examples of concrete approaches and theories, which Berger
and Luckmann (1999) admit in their work, there was mentioned also Karl Marx.
They cited his findings of the dialectic relation between the social reality and
the individual reality. From Marx, they cite for example the meaning of the
term "ideology" or "false consciousness". At the same time, they admit that their
presented anthropological data are being strongly influenced by Marx. Another
significant inspiration from Marx's thought is continuity to his "Theory of



91

Alienation", on the scheme of which they explain the origins of the "social
reality". This term occurs mainly in Marx's work Economic and Philosophic
Manuscripts of 1844 (Marx, 1961) and subsequently is repeated in his other
works. Berger and Luckmann were inspired also by Marx's terminology, on
whose bases they created the fundamental terms of social construction of the
reality (typification, habitualization, objectification and institution). Examples
for these terms further used in our text were terms by Marx (1961):
“objectification =  Vergegenstindlichung,  externalization =  Entiusserung,
internalization = Verinnerlichung, reification = Verdinglichung and alienation=
Entfremdung.”

How to perceive the claim that social reality is constructed? Let us start
with basic definitions. Constructionism in this form still assumes a shared
reality we define as: ,, (...) a feature belonging to phenomena, to which we attribute an
existence independent of our own will (these phenomena will still exist even if we do not
wish s0)” (Berger and Luckmann, 1999, p. 9). Knowledge, defined as
"...confidence that these phenomena are real and represent carriers of certain features”
(ibid.), is in the key relation to the reality. Social construction of reality thus
indicates a process, during which any set of knowledge is socially identified as
the reality - socially binding reality, from which consequences result. While the
reality here is basically in the position of a dependent variable, whereas
knowledge is independent variable, the multiplicity of knowledge does not
impede the conception of one mutually shared reality. The authors then
formulated the key question of the whole theoretical concept as follows: "How
come subjective meanings become objective facts?”(ibid., p. 24).

The key concept for accomplishing these ambitions is a concept of a
person and their everyday reality, which is mediated by what they know about
it. People live in many realities mediated to them by their intentional
consciousness (it is always a consciousness of something relative). They
consciously move in these realities. They consider the everyday life reality
superior. Within it they organize their lives among various surrounding
institutions. Everyday existence is a basis for creating natural world perception,
it is an urgent reality experienced in a state of permanent vigilance. "The reality
of everyday life is organized along the axis ‘here’, where my body is, and the axis ‘now’
of the present moment. Via this ‘here and now’, we concentrate our attention on the
reality of everyday life” (ibid., p. 28). Anchoring in everyday reality is mediated
by a language. The structure of this reality is created by space and time.

Knowledge about everyday reality is formed by many elements, but
typification holds a significant position. Everyday life is standardized in two
ways - on one hand, there is a typification of a person or object, with which the
actors enter into the interaction, and on the other hand, there is typification of a
situation, in which actors interact. Interactions inhere to a greater or smaller
degree of anonymity, which increases in time with processing from “here” and
“now” to “that time” and “there” as well as from close person to strangers. If
everyday reality is as it should be, person within it responds to typical
situations in a typical way, which gives a certain order to their life. “Social
structure is a summary of these typifications and repeatedly occurring patterns of
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interaction arising based on these typifications. That is why the social structure is a
basic element of the reality of everyday life” (ibid., p. 38). So is this social structure
objective or subjective, i.e. dependent on the idea of an individual?

Human consciousness has the ability of objectivization, when a content of
the subjective consciousness gets the objective nature referring to the original
subjective state: “These objectivizations are used as more or less stable characters of
subjective processes of their originators, whereby their availability is extended outside
the framework of the 'face to face' situation where they can be perceived
immediately”(ibid., p. 39). Language plays an important role here as a source of
characters for objectivization as a material, from which there results a human
effort to make subjective contents objective in form of characters (speaking,
text). Any significant topic, exceeding various spheres of reality, can be defined as a
symbol. The language tool, by which this overlap is achieved, may be called a symbolic
language” (ibid., p. 45). Different layers of the reality can have their own
symbolic language: religion, fishing or science. So these are the symbolic
systems that define the relevant reality and allow people to communicate about
it and co-create it.

Knowledge is mainly focused on practical actions of everyday life, the
typical situations. Practical knowledge does not have an ambition to reveal the
true nature of everything. Such knowledge is probably not possible and so it is
not necessary to perform everyday routines. “The reality of everyday life is clouded
in a half-shade of our dreams” (ibid., p. 49). Knowledge of an individual is always
limited and cannot conceive such wide knowledge to understand the world as a
whole, there always happens something “behind one's back” and does not
infirm a knowledge necessary for everyday living and does not think of it until
it brings desired results according to expectations connected to used
typifications. Berger and Luckmann proceed from the view that human
species compared to other animals seems to be very poorly prepared for life in
terms of their instincts and basically does not have any “natural environment”
(ibid., p. 50). The great advantage of the human is that they can work with
characters, use language and thanks to that, the world gains a meaning for them
with thousands of its manifests. Thanks to the language, people can predict
possible future difficulties. Their instinctive unpreparedness for the world
makes them seek actively for ways of behavior important for survival in the
specific “here and now” situations, and to share them with others in the form of
symbolically preserved experience. , Thanks to its ability to exceed the 'here and
now', language may get over various spheres of everyday life and arrange them into a
meaningful whole. These overlaps have spatial, temporal and social dimensions. With
language, they can bridge a gap between their and other person's spheres of action. I can
synchronize a course of my life time with others and I can talk with them about
individuals or groups of people, who are just not with us in the face-by-face situation. In
consequence of these overlaps, language can make 'present' various objects that are not
spatially, temporally and socially 'here and now'. Thus many experiences and meanings
can be objectified as 'here and now” (ibid., p. 44).

Therefore, thanks to a character objectification of experience of others,
man learns to do certain standardized tasks in a standardized way in certain
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typical situations. Thus he escapes uncertainty that would happen had he have
to define each situation again and again and think of how to proceed in each
situation. That is how man keeps a necessary feeling of stability, which
cultivates him, e.g. through the inner world of instincts and their outer
expressions (ibid, p. 55).

These settled ways of acting usually appear as habitualization that is the
individual habit to do things in a stable manner, which could be easily imitated
in the future. At the moment one is talking to others to share experience of what
is what and how to do something, these typifications are getting to be shared
and gradually and generally accepted as valid within a given group. Thus the
original habitualization can become an institution - a symbolically described
way of acting shared by more people, instructions in the form of characters with
meanings disconnected from the experience of its creator. The authors wrote
about the institution: "The institutionalization occurs always during a mutual
typification of habitualized activities by a certain type of performers of these activities.
In other words, any such typification is an institution. We must emphasize that
mutuality of typifications of institutions and typicalness of activities as well as
performers in institutions are very important. Typifications of habitualized activities
representing basis of institutions are always shared typifications” (ibid., p. 58).

Institutions (in the broad sense), which have proved to be useful, are
passed on from a generation to another and so are fully objectified - they are
given to children as an objective part of the reality without relation to their
designer or designers. The objectification happens thanks to secondary
knowledge, which describes the reasons, for which a concrete activity must be
performed in a concrete way in which the institution is legitimized.

We could certainly continue in describing this conception, but now we
ought to go back to the POP AD. Based on the above mentioned, we can deduce
that a POP AD is a typical part of sales space of a hypermarket as an institution.
Shopping from it may or may not be subject of habitualization, i.e. e. practices.
But a POP display certainly works as a character in several levels. For us, it is
important that as a character, it usually refers to a marketed product and its
brand. However, it can refer also to other things in order to persuade a
customer to purchase, but mainly as a character, it refers to the intention of its
implementers to sell displayed goods. As described above, we typically buy
from it within a short time period and now we will focus right on this
circumstance.

2.6.3 Purchase decision making and impulse buying

Only less than a third of purchase decisions of fast-turning goods, which
contains also the categories of confectionery and soft drinks belong, is
specifically planned (the customer has decided in advance about a concrete
product and brand). A third of purchases is generally planned (planned
purchase of a certain kind of product, decision about a concrete product or
brand is made in a place of purchase) and a third of purchases is totally
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impulsive (Lelovi¢ovd, 2006). Other researchers declare that pure impulse
purchase decision making is relatively rare - certainly less than ten percent of
all transactions and possibly around eight percent in routine purchasing
environments (Prasad, 1975, Madison, 2004). According to another major study
approached by Levy and Weitz (1992), in supermarkets, about 53 percent of
purchases are completely decided without a plan (on a given shopping trip); ten
percent are partially unplanned; and three percent are unplanned substitutions.
“Over 80 percent of the purchases of those products involve some level of impulse
behavior; candies, gums, snacks, pasta, cookies, crackers, and condiments” (Bermann
and Evans, 1989, p. 169).

For instance, other researches proved that at the moment, when a
customer enters a store to buy one thing, the lack he feels represents an
opportunity for a dealer to influence their decision to buy two other products
(Levy and Weitz, 1992, p. 52). Kacen and Lee (2002, pp. 163 - 176) published that
“Impulse buying generates over $4 billion in annual sales volume in the United States."

Values in the above mentioned citations are quite different, which refers to
many variables and more general complexity of this phenomenon (as to
geography, commodities, levels of perceiving a brand, or time). However, we
can say that impulsive shopping decision making generates very significant
profits to retail chains and producers and also it is significantly supported by
applying in-store communication.

As published by Hawkins and Stern (1962, p. 59), “The term 'impulse buying
decision' is generally considered synonymous with 'unplanned buying decision'. It
describes any purchase which a shopper makes but has not planned in advance.” They
also specified that: ""Reminder Impulse Buying' like impulse buying occurs when a
shopper sees an item and remembers that the stock at home is exhausted or low, or
recalls an advertisement or other information about the item or a previous decision to
buy it. 'Suggestion Impulse buying' is ab impulse buying decision provoked by some
in-store activity” (Hawkins and Stern, 1962, p. 59). It is interesting mainly
because it seems that there exist at least two different types of interaction of a
customer with a POP display.

Tomek and Vavrova (2002) mentioned that impulsive decision for a
purchase is mostly irrational, habitual - i.e. a routine, as it is automatic, often
motivated by indolence or loyalty to a certain object, extensive - provided by a
given possibilities of decision-maker and decision-making, limited - by various
factors, especially financial resources (Tomek et al., 2001). "With the partially
unplanned and substitution kinds of impulse purchases, some decision making takes
place before a person interacts with a retailer. In these cases, the customer may be
involved with any type of process (extended, limited, or routine). Impulse purchase
decisions are more susceptible to in-store displays than preplanned purchase decisions”
(Bermann and Evans, 1989, p. 168).

Researchers generally prefer not to use the term "impulse", but rather
"unplanned" as real impulse purchase decision purchasing decision making is
only a small sub-set (Prasad,1975, Kollat and Willet, 1969, Madison, 2004). They
have identified many different categories of this activity. For example, the
researchers McGoldrick (1982), Dagnoli (1987) and Vysekalova and Mike$
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(2009) divided purchasing decisions into:

Specifically Planned: the need was anticipated and the person bought the
exact item planned.

Generally Planned Purchase: the need was anticipated, but only in the store
the person decided upon the item to satisfy the need.

Reminder Purchase: the person was reminded of the need by something in
the store.

Entirely Unplanned Purchase: The need has been anticipated of entering the
store, not prior to that.

Other researchers, e.g. Dittmar and Drury (2000), have produced different
typologies, all illustrating that there is no such simple or categorical split
between an impulse purchase on one hand and a destination purchase on the
other. Planned and unplanned purchasing decisions lie on a continuum, a
question of degree; while some purchase decisions are very planned, some
marginally, some appear to be completely unplanned and so on.

The conventional theory behind this is that we have pre-dispositions to
decide about buying of certain product or brands before we enter the store.
These are created "by the normal channels" - marketing, prior experience or the
influence of friends. What appears to happen is that this predisposition is either
activated or not - either we do not buy or may buy a competitor - due to in-
store influences (Bradshaw and Phillips, 1993). About an impact of image
advertising in such context, we can say that: “What we perceive and mentally
process is driven by that image’s relevance to our interests on that shopping trip. It may
by something that is high up on our search priorities — a potentially much-planned
purchase decisions — or low down - a (semi) unplanned purchase decisions” (Liljenwall
and Phillips, 2008, p. 40)

Bucklin and Lattin (1991) referred to the two modes of shopping behavior
as customer decision states, and label them planned and opportunistic,
respectively. Their “two state” model holds that the factors influencing brand
choice and purchase incidence decisions differed depending upon whether the
customer’s shopping takes place in the planned or opportunistic state. The two-
state model extends recent research aimed at achieving a better understanding
of customer purchase behavior. By explicitly taking into account that some
customers on some choice occasions are not directly influenced by point-of-
purchase marketing activity, they improved upon the ability of existing models
(e.g. Guadagni and Little, 1983; Gupta, 1988) to fit customer purchase behavior.

Our approach also differs from other recent models suggesting that brand
choice may be the result of a two-stage (Landwehr, 1986) or phased (Fader and
McAlister, 1990, comp. Bucklin and Lattin, 1991) decision strategy. The
behavioral rationale for the two-state model is grounded in customer
information processing. The core hypothesis is that a customer who has
planned their shopping before entering the store is much less likely to
undertake external search once inside the store than a customer who has not
planned their shopping. The differing propensities for external search translate
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into differing propensities to process the information available inside the store.
Thus, the planned shopper is unlikely to be as influenced by in-store stimuli as
the unplanned shopper. This implies differing inputs into the customer’s
purchase incidence and brand choice decisions depending upon whether or not
the customer is shopping in the planned or opportunistic state with respect to a
given product category (Bucklin and Lattin,1991). Customers who make a large
proportion of their category purchases on deal are also likely to be the
customers who have postponed their decisions until after entering the store. By
indicated the definition, these are opportunistic shoppers. While some planned
purchases may be coincident with discounts, it is unlikely that such
coincidences would occur all or even most of the time. Thus, it is believed that
deal-loyal, or deal-prone (Webster and Frederick, 1965) customers are more
likely to be those who rely on in-store stimuli as reminders.

Dittmar and Drury (2000, p. 109) indicated that “POP advertising displays
should become a part of store interiors. Its function is to provide customers with
information fast, to help them in decisions about selection of goods, POP and provoke
them in shopping — activating their impulse buying behavior.” Similar conclusions
are typical for behaviorism with its emphasis on already discussed input and
output. How can we approach to this phenomenon based on the above
characterized constructionist perspective?

First of all, we accept that an impulsive decision process, also during the
customer's encounter with the POP AD, proceeds within a routine of the typical
shopping in logic of the above described structure of the everyday reality. But
we will deflect from the idea of the stimulation and resulting impulsive reaction
- not because the idea might have been wrong, but because we will focus on the
infliction of the meaning of impulsive shopping from the customer's
perspective instead of its cause and effect. None of these studies conceptualizes
how buyers perceive the impulsive purchase decision making. That is why we
mention the study of Kacen and Lee (2002), which tried to determine an
influence of culture on the impulsive shopping. The authors said that customers
have an easy access to impulse purchasing opportunities, but little is known
about this sudden, compelling, hedonically complex purchasing behavior in
non-Western cultures. Yet cultural factors moderate many aspects of customers'
impulse buying behavior, including self-identity, normative influences, the
suppression of emotion, and the postponement of instant gratification (Kacen
and Lee, 2002). So it is obvious that this typical behavior and decision making
has a different meaning in various societies and perhaps for different people
and this meaning may be a subject of scientific studies.

Thus we accept the thesis that the main objective of a POP AD is to sell a
product. We distance ourselves from the thesis that it should be achieved on the
basis of external stimulation and that there should be provoked impulsive
purchase decisions.

Arndt (1985) specifies this approach as a part of the ‘warfare marketing’
metaphor and, following the classics of Kilter’s marketing, he wrote: "Serving
customers best as prescribed by the marketing concept (...) is no longer viewed as the
only way to success. Instead, higher profitability may be obtained through reducing or
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eliminating the competition by using market power to chase competitors out of the
market. (...) The marketing warfare school uses unabashedly militaristic terms such as
objectives, strategies and tactics, campaigns, gQuerrilla operations, line and staff,
intelligence, propaganda, and target groups (of customers or the enemy?)" (Arndt,
1985, p. 16). If it was true that the impulsive purchase decisions could be
provoked and thus completely bypass a customer’s consciousness, the customer
would include such circumstances into their experience of a typical purchase
decision, where at home they typically unpacks many things, which they do not
need and cannot remember why they have bought them. Maybe there really
exist such customers, but this should be researched as a problem, not to be
claimed as a fact.

Generally said, not only behavioral marketing researchers have the theory
of the impulsive purchase decision making, but all customers having some
experience with this type of shopping will have a certain reflection. As Berger
and Luckmann wrote: ,, (...) only a few people deal with a theoretical interpretation of
the world, but each member of the society lives in a certain world” (Berger and
Luckmann, 1999, p. 21). We would like to deal right with the understanding of
this world in its typical characteristics.

In the following chapters, we shall analyze the relation of entrepreneurial
marketing and entrepreneurial opportunities and the employment of these
concepts in our work.

2.7 Theoretical framework on the entrepreneurial nature of
research

In this chapter, we will review themes and theories related to entrepreneurship,
EM and EO recognition, creation and exploitation. This theoretical summary
will provide us with the conceptual framework for the further analysis through
the theoretical discussion of research findings about role of POP AD in
customer shopping decision making with related EM and EO theories. This will
help us show and comprehend how “understanding” (Harrington, 2006, p. 162)
of the customer shopping decision making process when encountering POP AD
and focus on how” (...) ways, in which people individually and collectively interpret
or construct their social and psychological world”, in specific contexts (Hendl, 2005,
p- 91) could be theoretically exploited as EO for POP advertising entrepreneurs.

POP advertising entrepreneurs find themselves operating in a new
competitive landscape. The contemporary business environment in European
economies can be characterized in terms of increased risk, decreased ability to
forecast, fluid firm and industry boundaries, a managerial mindset that must
unlearn traditional management principles, and new structural forms that not
only allow for change but also help create it (Bettis and Hitt, 1995; Hitt and
Reed, 2000).

The professional association POPAI Central Europe (2012) presents, in
accordance with typology of SME Union (2012), those because of their usual
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size and performance, POP advertising entrepreneurs operate as SMEs (Small
and Middle Enterprises). These enterprises usually have limited resources and
expertise, and therefore have a limited impact on the market (Dodd, 1997;
Grander and Soda, 1995; Johannisson, 1986; Starr and Macmillan, 1990) .
Resources, such as finance, facilities, and technology, contribute to limited
marketing activity relative to larger companies and competitors. Limited
specialist expertise may be a constraint because managers in SMEs generally tend
to be “generalists rather than specialists, they will usually have a technical or craft
background and are unlikely to be trained in any of the major business disciplines”
(Gillmore and Carson, 1996, p. 32). Further, marketing expertise is often the last
of the business disciplines to be acquired by an expanding small company. As
small businesses have fewer orders, fewer customers, and fewer employees
than large companies, they will have less impact on the market (Carson,
1990). These characteristics make it more difficult for SMEs to do marketing
activities and especially employ commercial or academic research to their
operations. Whatever they do needs to be cost effective and efficient.

Recent literature in management and strategy has also focused on the
crucial role of marketing and research (Bettiol et al., 2011) in the context
characterized by increasing attention of consumers to intangible factors (Vargo
and Lusch, 2004), by the empowerment of consumers (Waite et al., 2006), by the
relational and social nature of consumption practices (Cova, 1997; Muniz and
O’Guinn, 2001) and by the presence of an increasing number of competent and
knowledgeable consumers (Verona et al.,, 2008). Other related changes have
been emphasized as: “the increasing importance of intangible elements in the
generation of value” (Vargo and Lusch, 2004); the importance of aesthetics in
consumption and buying decisions as a response to the proliferation of fungible
products and solutions (Verganti, 2006; Ravasi and Lojacono, 2005; Bertola and
Teixeira, 2003); the demand for immersive experiences in consumption and for
involving and rich consumption contexts (Pine and Gilmore, 1999). Such a
scenario represents a challenge for small and medium-sized enterprises (SMEs)
(Berthon et al., 2008; Carson, 1990; O’'Dwyer et al., 2009).

Contemporary thought emphasizes the potential contribution that the
understanding (Harrington, 2006) of customer shopping decision making when
encountering POP AD, as defined in chapter 3.1, may influence the design and
overall execution of POP ADs created and supplied by POP advertising
entrepreneurs. In many instances, the emphasis has been in the form of
recommendations that entrepreneurs should focus upon design, graphics, color,
scent, music, merchandising themes (e.g. Turley and Millman, 2000) and other
direct aspects to generate favorable cognitive and emotional influences on
customers in order to stimulate them in impulsive purchases (Paridon et al.,
2006). Other suggestions emphasize that entrepreneurs should make it easy for
customers to locate, inspect, and purchase needed items (Titus and Everett,
1995), thereby enhancing customer's satisfaction with the shopping experience.
The expectation being that increased satisfaction could improve sales volume
and the potential for future sales of POP advertising entrepreneurs (Babin and
Darden, 1996). Understanding of a customer’s decision making process and the
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related ability to reflect their expectation in store corresponds with this
assumption.

In this context, the deeper understanding (e.g. East et al., 2003;
Weilbacher, 2001) of the aspects influencing customers’ decision making
specifically during shopping from POP AD may contribute to the emergence or
occurrence of other important market related thoughts, or behaviors important
for entrepreneurs. Miles (2005) suggests that the ability to harness
entrepreneurship effectively and efficiently to create superior value offerings
for customers determines which firms succeed in the market. If a firm has a
superior market position, or competitive advantage, it will generate superior
financial returns over its competitors (see, for example, Hunt, 2000; Hill and
Jones, 2004). In order to establish and strengthen its customer franchise and
renew its advantageous market position, a firm must constantly seek out
opportunities to create additional value for its customers through innovation of
its products, processes, strategies, or domain (see Covin and Miles, 1999; Hunt,
2000; Miles et al.,, 2003). Thus, the ability to sustain innovation over time
becomes instrumental for firms seeking to create and maintain a competitive
advantage. In SMEs, especially in innovative ones or in those engaging in
strategic renewal (Kuratko and Audretsch, 2009; Hitt et al., 2003; O’'Dwyer et
al., 2009), entrepreneurs formulate original and novel visions that can create
value for the customer (Bettiol et al., 2011). These firms often exhibit a market-
driving posture (Schindehutte et al., 2008; Bjerke and Hultman, 2002) and are
characterized by a strong entrepreneurial orientation (Green et al., 2008;
Lumpkin and Dess, 1996).

The process of creating a competitive advantage through leveraging
entrepreneurship in a large-firm corporate context was discussed in Covin and
Miles (1999), Miles et al. (2003), Miles (2005) and Darroch et al. (2005). Here, the
authors link EM with competitive advantage and propose that competitive
advantage as a process that cycles through the establishment, dissipation by
competition, and renewal of an advantageous market position that consists of:

e  the discovery or creation of a radical Schumpeterian innovation;

e  assessment of the opportunity based on its propensity to create or
renew competitive advantage;

e  creation of competitive advantage by leveraging innovation to
exploit attractive opportunities; and

e  dissipation of positional advantage by competition and shifts in the
environment (see Venkataraman, 1997; Miles et al., 2003; Miles, 2005;
Darroch et al., 2005).

Based on research, this dissertation attempts to contribute to the theoretical
framing of product development strategies in POP advertising SMEs through
the development of a Paradigm Model centered on understanding of aspects
playing role in customer’s decision making when encountering POP AD in a
hypermarket. We maintain that the creation of opportunities this way relies on
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the ability of the entrepreneur to develop interpretive frameworks that give
meaning to POP ADs produced by his or her company. This act of sense
making and the resulting outcomes —novel concepts or ideas—need to be also
made “accessible to consumers and stakeholders in order to be precipitated into value”
(Bettiol et al., 2011, p. 2). Only then it is possible to exploit it as opportunity.

Through the following theoretical discussion, we will review aspects of
entrepreneurship, generally how entrepreneurs could recognize, create and
exploit EOs by dint of better knowledge (research) of a customer’s decision
making when encountering POP ADs.

2.7.1 Definitions of Entrepreneurship concept

In this section, we will look at what the different entrepreneurial attributes and
closely related concepts are presented in the literature. It appears to be clear
that some people, but not all, tend to “respond to situational cues of
opportunities” (Shane and Venkataraman, 2000, 218-219) which is often seen to
be the foundation of entrepreneurial activity.

The entrepreneurial attitude in the working world has become something
that is very desirable today (Laakonen, 2012) and it has been a prolific field of
study in the last 20 years (Ireland and Webb, 2007; Acs, 2006; Audretsch and
Thurik, 2001; Stangler, 2009). Its contribution to economic growth, to the
“dynamism and restructuring within and across industries and regions, made it a
crucial topic in academic and policy debates” (Bettiol et al., 2011, p. 6).

As the academic field of entrepreneurship has evolved and matured, it has
been benefitting from the injection of ideas derived from a broad array of
theoretical traditions and methodologies. The approaches loaned from other
fields have helped to cultivate “the garden of entrepreneurial theories (...) from
many different disciplines and perspectives” (Gartner, Bird, and Starr, 1992, p. 27).
This has allowed entrepreneurship researchers to develop and refine the
understanding of the “social processes involved in entrepreneurial action”, and has
led to novel and incremental advances in theory development (Di Domenico et
al., 2010, p. 681). To date, most researchers have defined the field solely in terms
of who the entrepreneur is and what he or she does (Venkataraman, 1997).

Entrepreneurship involves the nexus of two phenomena: the presence of
lucrative opportunities and the presence of enterprising individuals
(Venkataraman, 1997). Shepherd, Patzelt and Haynie (2009, p. 3) define an
entrepreneurial mindset as “the ability and willingness of individuals to rapidly
sense, act, and mobilize in response to a judgmental decision under uncertainty about a
possible opportunity for gain.” This, in fact, is in line with Turner’s (1982, p. 20)
assertion that individuals can regulate their social behavior in terms of
“situation-specific self- conceptions so that social stimuli are construed and behavior
controlled in the appropriate manner adopting to different situations, i.e. seizing and
exploiting an opportunity” Ireland et al. (2003, p. 967).

Consequently, the field involves the study of sources of opportunities; the
processes of discovery, evaluation, and exploitation of opportunities. The
defining objectives of entrepreneurship in general, after all, are growth and
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wealth creation, and wealth is only created through the combination of effective
opportunity seeking behavior and effective advantage-seeking behavior
(Ireland, Hitt and Sirmon, 2003). Companies encourage entrepreneurial
behavior in all levels of the organization to dig deep for those qualities in order
to sustain and improve their position in the market (Laakonen, 2012).

Although the phenomenon of entrepreneurship generates research
questions for many different scholarly fields, scholars are fundamentally
concerned with three sets of research questions about entrepreneurship: (1) why,
when, and how opportunities for the creation of goods and services come into existence;
(2) why, when, and how some people and not others discover and exploit these
opportunities; and (3) why, when, and how different modes of action are used to exploit
entrepreneurial opportunities(Shane and Venkataraman, 2000, p. 218).

Entrepreneurship was also defined as the process of creating value by
bringing together a unique package of resources to exploit an opportunity
(Stevenson et al., 1989). That greatly complies with the aims of this study as we
are bringing together academic approach as a resource for creation and
exploitation of unique EO. Also, it results not only in the creation of new,
growth- oriented films, but also in the strategic renewal of existing firms (Guth
and Ginsberg, 1990; Pinchot, 2000; Morris and Kuratko, 2001). The process
includes the set of activities necessary to “identify an opportunity, define a business
concept, assess and acquire the necessary resources, and then manage and harvest the
venture” (Morris et al., 2002, p. 4). Stevenson et al. (1989) argue that the need
for entrepreneurship is greatest when firms face diminishing opportunity
streams, as well as rapid changes in technology, consumer needs, social values
and political roles.

Various observers have suggested that entrepreneurship is the principal
agent of change operating from within an economic system (Birch, 1981;
Ronstadt, 1985; Timmons, 2000). Such change comes in the form of new
combinations of resources, or innovations, which eventually displace existing
products and processes. Schumpeter (1934) used the term "creative destruction"
to describe the continual disruption of economic equilibrium brought on by
entrepreneurial activity. An entrepreneurial perspective is reflected in Sony
founder Akio Morito's conclusion that "the nature of business is to make your own
product obsolete" (Morris and Sexton, 1996).

Entrepreneurship has also been viewed as an organizational orientation
underlying  dimensions: innovativeness, calculated risk-taking, and
proactiveness (Miller and Friesen, 1983; Covin and Slevin, 1994).
Innovativeness refers to the seeking of creative, unusual, or novel solutions to
problems and needs. Calculated risk-taking involves the willingness to commit
significant resources to opportunities that have a reasonable chance of costly
failure, but also creative attempts to mitigate, leverage or share the various
risks. Proactiveness is making things happen through whatever means are
necessary. The more innovative, risk- taking, and proactive the activities of the
firm, the more it is entrepreneurial. Thus, entrepreneurship is not an either-or
determination, but a question of degree. Lumpkin and Dess (1996) note that a
firm's entrepreneurial orientation can be characterized by various combinations
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of those underlying dimensions.

As shown above, various researchers are discussing entrepreneurship
from several perspectives, but no structured typology of these phenomena was
found. It will be very beneficial to create a typology in this area, but it is not an
aim or intention of this text.

The field of entrepreneurship has also produced a substantial body of
literature on investigating what entrepreneurial qualities are. Opportunity
seeking, recognizing, seizing and exploiting define most of those (McMullen
and Shepherd, 2006, p. 132). In order for an individual to be able to make their
entrepreneurial ends such as creation, new venture formation and exploitation
of opportunities come into fruition (Shepherd and Haynie, 2009a, p. 322),
entrepreneurial insight is needed to search for markets where the same insight
can be applied to produce new goods or services (Ireland et al., 2003, p. 968). In
addition to being sensitive to opportunities, being able to tolerate uncertainty,
and being action oriented, the literature frequently brings up risk taking and
bearing skills, being innovative, possessing knowledge and social networking
skills and generally being entrepreneurially alert as salient qualities for
entrepreneurial individuals. According to Littunen (2000), the risk factor
involved is one of the reasons why entrepreneurs also have to be achievers by
nature whereas being innovative means that they must have the ability to come
up with solutions in novel situations.

Now we shall summarize theoretical funds related to sub-discipline of
entrepreneurship paradigm - EM. This paradigm will help us understand the
essence of the EO.

2.7.2 Definitions of Entrepreneurial marketing

The objective of this work is to present entrepreneurial marketing (EM) as an
integrative theoretical framework for approaching opportunity recognition,
creation and exploitation under certain conditions of POP advertising and POP
AD business. EM synthesizes critical aspects of marketing and
entrepreneurship into a comprehensive conceptualization where marketing
becomes a process that firms can use to act entrepreneurially. This
conceptualization is intended as an effective approach for marketing in an era of
environmental turbulence and a time when firms face unique pressures for
improved resource productivity (Morris et al., 2002, p. 2).

Marketing and entrepreneurship are traditionally regarded as “two
separate academic disciplines” (Hills et al., 2008, p. 1). A growing awareness of the
importance of entrepreneurship and marketing for successful entrepreneurship,
has recently “led to attempts to combine the two disciplines in entrepreneurial
marketing'' (Stokes, 2000, p. 1).

EM as a field initially grew out of academic interest in the transactional
epistemological ~ (Hubik, 1999) interface between marketing and
entrepreneurship (Morris, Schindehutte and LaForge, 2002; Hills and La Forge,
1992). The field of entrepreneurship has developed rapidly over the last twenty
years and the interface between entrepreneurship and marketing was found to
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be a “fruitful focus for research, especially when applied to the behavior of small and
medium-sized businesses” (Hills et al., 2008, p. 1). One reason for this is that
researchers have identified a number of commonalities between
entrepreneurship and marketing. In particular, opportunity and change have
been identified as key areas of overlap between entrepreneurship and
marketing (Miles and Darroch, 2006).

Omura et al. (1993) argue that both entrepreneurship and marketing focus
on identifying opportunities in a changing environment what complies with the
aim of this study.

Similarly others (Bjerke and Hultman, 2002; Shaw, 2004; Hills and Singh,
1998) argue that EM is about identifying market opportunities and
transforming resources of all types - knowledge, money and technology to co-
create products which consumers perceived to be of value. Opportunities
represent unnoticed market positions that are sources of sustainable profit
potential. They derive from market imperfections, where knowledge about
these imperfections and how to exploit them distinguishes EM. The availability
of opportunities tends to correlate with rates of environmental change,
indicating a need for marketers to engage in heightened levels of both active
search and discovery.

Further, “exploitation of opportunity entails learning and ongoing adaptation by
marketers before, during and after the actual implementation of an innovative
concept”(Morris et al., 2002, p. 6).

Collinson and Shaw (2001), too, conclude that entrepreneurship and
marketing share three significant areas of overlap: both are change-focused,
opportunistic in their nature and innovative in their approach to management.

In this context, EM is also characterized by responsiveness to the
environment and an intuitive ability to anticipate changes in customer demands
(Shaw, 2004). By means of theoretical review, we found that EM is much more
opportunity driven than traditional marketing, with entrepreneurial marketers
often creating new product and market opportunities through the innovation of
products, process, strategy, or domain (see for example, Covin and Miles, 1999).
In an EM organization, entrepreneurship and marketing permeate all areas and
levels of the organization, with the organization being focused on recognizing
and exploiting opportunities (Gronroos, 1990; Gummersson,1991; Morris et al.,
2002) EM is fundamentally an opportunity-driven and opportunity- seeking
way of thinking and acting. EM is also defined as “the proactive identification and
exploitation of opportunities for acquiring and retaining profitable customers through
innovative approaches to risk management, resource leveraging and value creation”
(Morris et al., 2002, p. 5). EM represents an opportunistic perspective wherein
the marketer proactively seeks novel ways to create value for desired customers
and build customer equity.

The marketer is not constrained by resources currently controlled, and
product and market innovation represents the core marketing responsibility
and the key means to sustainable competitive advantage (ibid.).

Consequently, Kuratko (1995) describes a today's entrepreneur as follows:
an innovator or developer who recognizes and seizes opportunities, converts
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those opportunities into workable and marketable ideas, adds value through
time, effort, money or skills, assumes the risks of the competitive marketplace
to implement these ideas and realizes the rewards from these efforts.

EM is also considered as a specific form of marketing that takes place in
small organizations where the lack of resources forces to relatively
unsophisticated but creative marketing initiatives (Hills et al., 2008; Berthon et
al., 2008). In fact, resource constraints force entrepreneurs to be creative in
leveraging and stretching limited pools of available resources (Morris et al.,
2002), thus “planning and executing creative and innovative forms of marketing”
(Bettiol et al., 2011, p. 5). On the other hand, SMEs usually undertake marketing
efforts when they have to convey innovative products, services and business
concepts to the market (O'Dwyer et al., 2009; Schindehutte et al., 2008). A
company's position on this spectrum is context specific, reflecting the firm's
particular circumstances and environment. The context for EM is more
fragmented, dynamic, hostile and emerging markets where the marketer must
act as an innovator and change agent. This conclusion is consistent with
empirical evidence suggesting entrepreneurial actions become especially
relevant under conditions of environmental turbulence (Davis, Morris and
Allen, 1992).

Further, Morris et al. (2002) suggests that EM must replace a focus on
short-term exchange with an emphasis on acquiring and retaining customers
(see Gronroos, 1999; Srivastava et al., 1998) and building customer equity in the
long run (Blattberg, Getz, and Thomas, 2001). It has also been argued that EM
must play an important role not only at the organizational level in
product development, supply chain management, and customer
relationship management (Srivastava et al., 1998), but also at the functional
level in processes that link a firm to its customers, such as customer-product,
customer-service, and customer-financial (Moorman and Rust, 1999). This
research results are also aiming to provide opportunity through bringing new
approaches and consequent value to relationship with customers of POP
advertising entrepreneurs. There exist clear indications that many successful
POP advertising entrepreneurs “live” continuously with the market, their
vision and customers’ preferences present in their minds, constantly thinking of
how to improve customer value (Hultman, 1999). When they recognize a way
to use market changes to gain competitive advantage they tend not to be
constrained by their previous conceptualization of strategy, but quickly adapt
their strategy to the new set of opportunities (Morris et al., 2002).

Principles defined by the EM theory provide us with a context for this
research creating EO to increase competitiveness of POP advertising
entrepreneurs.

From the EM theoretical perspective, we interpret the findings of this
research also as entrepreneurial opportunities. This gives the research a unique
value, both theoretical and practical. Through analytical theoretical discussion
of research findings and collected theoretical concepts we will interpret them in
specific entrepreneurial contexts (POP advertising in the Czech Republic) as a
potential source of product and business strategy innovations and the
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consequent profit. This approach will show theoretical opportunities to
innovate, develop and implement better POP ADs.

We have already described the EM paradigm and the role of EO in it. Now
we also need to look at and briefly summarize and explain theoretical
definitions of innovations, which closely relate to this study as already
mentioned above.

2.7.3 Roles of innovation

Making an opportunity of innovative product offerings was found to be the
primary focus of EM in the earlier work (e.g. Stokes, 2000). In this context, it is
also important to discuss the relationship between EM opportunity and
innovations.

In the literature focused on innovation, Cumming (1998, p. 22) examined
definitions of innovation ranging from that of the Zuckerman Committee from
1968 that defined innovation as “a series of technical, industrial and commercial
steps”, to the 1996 definition given by the CBI and DTI Innovation Unit, who
stated that innovation is; “the process of taking new ideas effectively and profitably
through to satisfied customers”.

In the past 30 years, the definition of the word “innovation” has, from its
early interpretation as a process or the introduction of change, morphed into its
current standing which includes terms such as creativity, performance,
profitability and customer satisfaction, a finding reflected in literature
(Johannessen et al., 2001; McAdam et al., 2000; Knight et al., 1995). From an
SME perspective, innovation commonly refers to new products or processes
which address customer’s needs more competitively and profitably than the
existing solutions (O’'Regan and Ghobadian, 2005; Zahra et al.,, 1999), and
comprise a key SME success factor (O’Regan and Ghobadian, 2005; McEvily et
al., 2004; Banbury and Mitchell, 1995). Similarly as in the following opportunity
theory, the innovation theory (e.g. Ardichvili et al., 2003) also dichotomizes the
basic typology of innovation sources as its discovery and creation (e.g. Von
Hippel, 1988).

Such innovative ability gives SMEs their competitive advantage, a key
element in capturing market success and inter-firm competitiveness (Mole and
Worrall, 2001; Conrad, 1999) which enables them to exploit opportunities
through new products and markets while improving also their cost base and
pricing policies (Mole and Worrall, 2001). Innovative new businesses create
new competencies based on current and future market trends and customer
demands; they are driven by a profit seeking mission. Chance or luck helps
small companies recognize and take advantage of an opportunity (Cummins et
al., 2000; Bjerke, 1997). Innovation is evidenced through the production of a
unique concept pieced together from existing ideas and concepts (Cummins et
al., 2000). Therefore, its success is determined by its newness, the extent of its
adoption (Johannessen et al., 2001), and its translation into an exploitable
opportunity for the SMEs (Arias-Aranda et al.,, 2001). Many of the actions
undertaken by the entrepreneurs are key concepts in the marketing theory,
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which suggest that the well implemented EM is undertaken by firms who
identify new opportunities, apply innovative techniques to bring the product
and service to the marketplace and meet the needs of their chosen target
market. Again, the central element of managing many activities in a fluid,
changing environment is stressed (Collinson and Shaw, 2001).

EM literature also identified a relationship between innovation, EOs and
company performance (Connor, 1999; Hurley and Hult, 1998; Jaworski et al.,
2000; Slater and Narver, 1998; Verhees and Meulenberg, 2004). Narver and
Slater (1990) propose that the practice of continuous innovation remains an
ever-present element of all components of a market orientation (Tajeddini et al.,
2006), while many entrepreneurial activities, such as the identification of new
opportunities, the application of innovative techniques, the conveyance of
goods to the marketplace and the successful meeting of customer needs in the
chosen market, are also elementary aspects of the marketing theory (Collinson
and Shaw, 2001). They propose a more in-depth approach to EM that takes into
account the characteristics of the entrepreneur, whereby marketing and
entrepreneurship are seen to have three areas of interface: “change focused;
opportunistic in nature; and innovative in their approach to management” (Jones and
Rowley, 2011, pp. 29 - 30). Kuratko (1995) describes an entrepreneur as ‘an
innovator or developer who recognizes and seizes opportunities, converts those
opportunities into workable and marketable ideas, adds value through time,
effort, money or skills, assumes the risks of the competitive marketplace to
implement these ideas and realizes the rewards from these efforts’. Miles and
Darroch (2004) consider EM activities to be closely coupled with creating
superior advantage by using innovation to create products, processes and
strategies that better satisfy customer needs (Covin and Miles, 1999), while Hills
and Hultman (2006, p. 222) describe EM characteristics which reflect such
activities as ‘a flexible, customization approach to market’ and ‘innovation in
products, services and strategies’. Hills and Hultman (2006) see innovation as a
fundamental element of EM and they propose a theoretical model of the
research field of EM that “incorporates entrepreneurship, marketing and innovation
as the core elements” (Jones and Rowley, 2011, pp. 29 - 30).

At an organizational level, sustained innovation involves the ability to
maintain a flow of internally and externally motivated new ideas that are
translatable into new products, services, processes, technology applications,
and markets (Runser and Spanjol, 2001). It is a feature or trait that emerges from
a complex set of internal and external relationships (Cooper, 2000).

With EM, the marketing function plays an integral part in sustainable
innovation. Its roles range from opportunity identification and concept
generation to technical support and creative augmentation of the firm's
resource base to support innovation(Morris et al., 2002). Further, EM seeks
discontinuous and dynamically continuous initiatives that lead the customer, as
well as the more conventional marketing emphasis on incremental
improvements and line extensions that follow customers.

Within this context, innovation takes the form of either radical or
incremental innovations, where radical innovations produce fundamental
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changes in the activities of an organization and large departures from existing
practices, whereas incremental innovations are an improvement of an existing
process, product, service or market approach, and involve a lesser degree of
departure from existing practices (Ettlie and Subramaniam, 2004; Johannessen
et al, 2001). Although continuous incremental innovation concentrates on
existing market conditions, discontinuous innovation focuses on altering
market conditions to gain competitive advantage (Ettlie and Subramaniam,
2004; Gardner, 1991). Moreover, McAdam et al. (2000) clarify that with regard
to innovation in business, radical innovations result from advances in
knowledge, as opposed to the more common incremental innovations, which
result from ongoing improvement of techniques. Gardner (1991) and Zairi
(1995) also identify that continuous innovation does not require any changes in
consumer behavior. This is because the “new” product functions in the same
manner as its predecessor, therefore minimizing disruption to established
behavior patterns, and reducing the risk of innovating for a company. In
contrast, dynamically continuous innovations use new technology to serve an
established function where consumers often adapt their behavior. This
adaptation may be resisted if the change in behavior is substantial and if the
costs are too high (Zairi, 1995; Gardner, 1991). While a small number of SMEs
may experience rapid growth as a result of an innovation, the majority of SMEs
successfully engage in a process of incremental innovation, which has a
cumulative and positive effect on their business (Carroll, 2002; Stokes, 2000).
POP ADs based on the customer centric approach (Hfebecky, 2012) results
of this research fulfill the above mentioned opportunity concepts given by
definitions of innovations by providing much higher value, respectively more
effective influence on customers’ decision making, without a direct cost
increase. This research shows that an investment into expensive, technically and
design advanced POP ADs does not have to be advantageous. Instead, it is
necessary to create them using a relatively simple form, which better reflects
expectations and habitualizations of target customers. For this, creators of POP
ADs need knowledge of aspects affecting their success or failure, when it is
sufficient to take them into account already in designing phases and then
during their positioning. Just the systematization of these POP AD aspects
playing a role in customers’ decision making process during an interaction with
them by a form of the Paradigm Model represents an objective of this research
and provides clear opportunities for POP AD innovations and during their
development and implementation. Taking them into consideration may lead to
a direct cost saving for investors thanks to better ability to influence customers’
shopping decision making process. Due to the fact that POP advertising
entrepreneurs have been doing their business since the beginning of this branch
within a very dynamic sphere of marketing communication, it is likely that they
will see a profitable opportunity for innovations and they will really use them
in their daily practice. This opinion could be supported by the fact that it is an
incremental innovation (Ettlie and Subramaniam, 2004; Johannessen et al., 2001)
without the necessity to change existing processes of POP AD product
origination fundamentally and so it is an opportunity without any significant
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business risk (Ray and Cardozo, 1996). At the same time, it is an action centered
opportunity creation (Schumpeterian) characterized by a fundamentally
different set of effective actions reflecting the inherently uncertain (as opposed
to risky) nature of opportunities (Lingelbach et al., 2012). The knowledge,
which we created, extends the existing knowledge and possible approaches of
in-store advertising entrepreneurs, it gives an opportunity for competitive
advantage and also entrepreneurs may probably be at an origination of a new
trend in their business.

After the review of superior theoretical concepts focused on
entrepreneurship and EM, we will define and discuss EO concepts in the
following chapters.

2.74 Entrepreneurial opportunity

2.7.4.1 Opportunity in entrepreneurial context

Explaining the discovery and development of opportunities is a key part of
entrepreneurship research (Venkataraman, 1997; Stevenson et al., 1989). To
have entrepreneurship, we must first have EOs (Shane and Venkataraman,
2000). EOs are those situations in which new goods, services, raw materials, and
organizing methods can be introduced and sold for higher price than the cost of
their production was (Casson, 1982). Although recognition of EOs is a
subjective process, the opportunities themselves are objective phenomena that
are not known to all parties at all times (Shane and Venkataraman, 2000, p. 224).

Within product market entrepreneurship, Drucker (1985) has described
three different categories of opportunities: (1) the creation of new information,
as occurs with the invention of new technologies; (2) the exploitation of market
inefficiencies resulting from information asymmetry, as occurs across time and
space; and (3) the reaction to shifts in the relative costs and benefits of
alternative uses for resources, as occurs with political, regulatory, or demo-
graphic changes.

Entrepreneurs also identify business opportunities to create and deliver
value for stakeholders in prospective ventures. “While elements of opportunities
may be 'recognized’, opportunities are made, not found” (Ardichvili et al., 2003, p.
106). Careful investigation of and sensitivity to market needs and as well as an
ability to spot suboptimal deployment of resources may help an entrepreneur
begin to develop an opportunity (which may or may not result in the formation
of a business). The need or resource “recognized” or “perceived” cannot
become a viable business without this development. Opportunity development
also involves entrepreneur’s creative work leading e.g. to creation and
discovery of innovations as a rich source of EOs (Gaglio, 2004; Von Hippel,
1988).

Opportunities often evolve from interactions between markets and
environments that involve the creation of new means-ends relationships
(Busenitz et al., 2003). With the exception of the opportunities category, all of
the other areas in and of themselves have received extensive research attention
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from other areas of management as well as non-management disciplines. This
might suggest that opportunities could become the unique domain of
entrepreneurship. No academic discipline has therefore developed the area of
opportunities, and research is certainly needed here to lay a better foundation
for future entrepreneurship inquiry (Busenitz et al., 2003). Entrepreneurship is
thus considered a function (Klein, 2008; Foss et al.,, 2008) performed by
individuals both in novel ventures and in existing organizations. The function
of the entrepreneur is to obtain unique kinds of services and performances from
organizational resources that end in novel and original business concepts,
products and processes (Penrose, 1959; Foss et al., 2008). Along similar lines,
Shane and Venkataraman (2000) defined entrepreneurship as the activity that
involves the discovery, evaluation and exploitation of opportunities to
introduce new goods and services, ways of organizing, markets, process, and
raw materials through organizing efforts that previously had not existed.

Studies on entrepreneurship have converged towards the analysis of the
processes occurring at the nexus between individual action and EOs. While
there is a vast consensus on the role of individuals, the nature of EOs is a highly
debated topic and has been at the center of interesting analyses lately (Bettiol et
al.,, 2011). Also Shane and Venkataraman (2000) posit that entrepreneurial
phenomenon stands at the intersection between enterprising individuals and
profitable opportunities. According to the individual-opportunity nexus
perspective (Eckhardt and Shane, 2003), opportunities exist in the environment
within which the economic actors are located, independently from their
activity. Opportunities are exogenous and constitute the outcome of
competitive imperfections in markets (Alvarez and Barney, 2007). Due to the
existence of information asymmetries, aversion to risk, bounded rationality and
cognitive limitations, not all the actors on the market, are able to identify these
opportunities and thus act upon them (Bettiol, et al., 2011).

Now we have summarized theories about opportunities in context of
entrepreneurship paradigm. In the next chapter, we will define EO and also we
will briefly discuss this research in the context of these definitions.

2.74.2 Definition of Entrepreneurial opportunity

Opportunity is a central concept within the entrepreneurship field, and now
there is a critical mass of literature centered on the concept (Bettiol et al., 2011).
Without an opportunity, there is no entrepreneurship. A potential entrepreneur
can be immensely creative and hardworking, but without an opportunity to
target with these characteristics, entrepreneurial activities cannot take place
(Short et al., 2010). Recognizing this reality means that whereas historically
entrepreneurship research has tended to center on entrepreneurs and their
behaviors in creating new ventures, the role opportunities play has received
increased scholarly attention only in recent years (Short et al., 2010).

This review revealed that the increase of opportunity research has been
accompanied by a number of different processes associated with the term
opportunity(i.e., creation, discovery, recognition) (e.g. Ardichvili et al., 2003;
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Dubin, 1978; Doty and Glick, 1994; Short, Payne, and Ketchen, 2008). In
addition, numerous terms describing types of opportunities, or ideas similar to
the concept of opportunity, are found in the literature, such as ‘aha!” (Lumpkin
and Lichtenstein, 2005) or ‘eureka!” moments (Fiet, 2007).An opportunity is also
defined as an unexploited project which is perceived by an individual to afford
potential benefit (Casson and Wadeson, 2007, p. 298). Whereas some
definitions focus on the chance to introduce innovative goods, services, or
processes (e.g., Gaglio, 2004), others are primarily concerned with the role of
opportunities in creating new ventures (e.g., Baron, 2008).

The term opportunity has been employed in different ways by different
writers on entrepreneurship, and this has caused some confusion (Casson and
Wadeson, 2007). To date, presenting opportunities as either concrete realities or
as an enactment of an entrepreneur’s unique vision have shaped the two
dominant views of the opportunity construct (Alvarez and Barney, 2007). The
first view positions opportunities as discovered — that means, opportunities are
viewed as a function of a tangible reality. Opportunities exist “out there”
waiting to be found. Kirzner (1973), for example, suggests that opportunities are
like dollar bills blowing around on the sidewalk, waiting for an alert individual
to pick them up. The other dominant view posits that opportunities are created
as a function of enacted actions that occur during entrepreneurial processes. For
example, Ardichvili et al. (2003, p. 106) insist that “opportunities are made, not
found.” E.g. Schumpeter (1934) suggests that opportunities require large
amounts of capital to exploit, and that the commitment to exploit them can be
found only in minds of the highest order. Dimov (2007) takes similar view and
says that opportunities are products of a creative process that is more gradual,
involving a synthesis of ideas over time. A reasonable middle ground position
is that some opportunities are discovered whereas others are created. We expect
that the literature moves toward this position in the near future. We believe this
position surfaces intriguing contextual questions for scholars to explore
regarding when and how opportunities are found or created.

Variance in using the term opportunity may be a function of differences in
theoretical perspectives. Grounded in earlier contributions from Casson (1982)
and Shane and Venkataraman (2000), Eckhardt and Shane (2003, p. 336) define
opportunities as “situations in which new goods, services, raw materials, markets and
organizing methods can be introduced through the formation of new means, ends, or
means-ends relationships.” This characterization reflects the dominant view,
which is fairly instrumental and rational in its orientation.

Similarly, Morris et al. (2002) wrote that opportunities represent unnoticed
market positions that are sources of sustainable profit potential. They derive
from market imperfections, where knowledge about these imperfections and
how to exploit them distinguish EM. The availability of opportunities tends to
correlate with rates to environmental change, indicating a need for marketers to
engage in heightened levels of both active search and discovery. Further,
exploitation of opportunity entails learning and ongoing adaptation by
marketers before, during and after the actual implementation of an innovative
concept (Morris et al., 2002).
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EOs are also defined as opportunities to bring into existence new goods,
services, raw materials, and organizing methods that allow outputs to be sold
for more than their cost of production (Casson, 1982). These opportunities exist
because different people possess different information (Kirzner, 1997).
Incomplete information means that in any market transaction, people must
guess each other's beliefs about many things (Kirzner, 1973).

EM opportunity is actually approached as a special case of the creative
process (Hills, et al., 1999). Scanning activities can help identify trends and
developments but the ability to recognize underlying patterns that represent
unnoticed market positions or market imperfections requires creative insight.
Further, the marketer strives to expand opportunity horizon beyond that
dictated by current customers, products and business boundaries, in the process
“escaping the tyranny of the served market” (Hamel and Prahalad, 1994).

According to Dimov (2007), opportunities simply are creative ideas that
have been vetted through an evaluative process. In a general sense, the
entrepreneurial process is an evolutionary one where the pool of opportunities
is constantly changing over time (Eckhardt and Ciuchta, 2008). As such, the
ability to understand the role of time has implications for entrepreneurs as well
as related stakeholders. For example, the transition point at which
entrepreneurs cease to explore opportunities and begin exploiting them may
have significant implications for the performance of particular projects (Choi et
al., 2008; Ireland and Webb). In particular, Choi et al. (2008) argue that the
transition from exploration to exploitation should come sooner rather than later
for projects with a low degree of novelty because the need to act quickly is
paramount for such opportunities.

In broad terms, an opportunity may be also defined as the chance to meet
a market need (or interest or want) through a creative combination of resources
to deliver superior value (Schumpeter, 1934; Kirzner, 1973; Casson, 1982).
However, opportunities describe a range of phenomena that begin unformed
and become more developed through time (Ardichvili et al., 2003). In its most
elemental form, what may later be called an opportunity may appear as an
“imprecisely-defined market need, or un- or under-employed resources or capabilities”
(Kirzner, 1997). The latter may include basic technologies, inventions for which
no market has been defined, or ideas for products and services (Ardichvili et al.,
2003). Prospective customers may or may not be able to articulate their needs,
interests, or problems (Von Hippel, 1994). Even if prospective customers cannot
do so, they may still be able to recognize that something new has a value for
them when they are presented with it and have its operation and benefits
explained. Opportunities seen from the perspective of prospective customers
represent the value sought.

Underutilized or unemployed resources, as well as new capabilities or
technologies may offer possibilities to create and deliver new value for
prospective customers, even though the precise forms that new value will take
may be undefined. For example, the technology creating a material combining
properties of both metal and glass may be developed before there are known
applications; new medicinal compounds may be created without knowledge of
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the conditions for which the applications might be efficacious. Opportunities
arising from underutilized or unemployed resources, from technology or other
types of proprietary knowledge or abilities, may be labeled value creation
capability (Schroeder et al., 1996).

We do think that just non-use of knowledge resulting from understanding
customers’ decision making process is an actual neglecting of a very fruitful
source for increasing value and effectiveness of POP ADs and hence a profit
and competitive advantage of POP advertising entrepreneurs. As we have
already mentioned, understanding of direct and contextual aspects and their
relations is lacking as existing researches and theories belong mostly to psycho-
behavioral paradigm. Reflecting this, we recognize the opportunity in the actor
centered sociology approach, which is not notably represented in existing
theoretical funding. Involving this knowledge may have a similar potential as
an implementation of new technologies in different entrepreneurial branches. In
line with the definition, it is an opportunity, which can be also defined as an
unexploited project to afford potential benefit to introduce innovative goods,
services, or creative process that is more gradual, involving a synthesis of ideas
over time. It is an opportunity, when POP ADs can be introduced through the
formation of new means. Actually this approach can react to market
imperfections rising to cost savings of investors and their seeking for top level
of effectiveness of any advertising media. Knowledge of customers’ decision
making when encountering POP AD can fairly increase their selling potential,
besides keeping same costs or even cutting them down. By employing this
knowledge, the cost of production or development is not increased, but the
value is increased thanks to better functionality. The opportunity created by
this study can be also defined as the chance to meet a market need through a
creative combination of technical and intellectual resources to deliver superior
value (Schumpeter, 1934; Kirzner, 1973; Casson, 1982).

Above we have summarized features and definition of EOs from several
theoretical perspectives and in their context, we have also defined topic of this
research. Now, Let us focus on their recognition.

2.7.4.3 Recognition of Entrepreneurial Opportunities

Opportunity recognition is at the very heart of entrepreneurship (Lehner and
Kansikas, 2012) and identifying and selecting opportunities for new businesses
are among the core abilities of an entrepreneur (Stevenson et al., 1985).
Consequently, explaining the discovery and development of opportunities is a
key part of entrepreneurship research (Venkataraman, 1997).

Numerous models of opportunity recognition have been presented in
recent years (Bhave, 1994; Schwartz and Teach, 1999; Singh et al., 1999, De
Koning, 1999; Sigrist, 1999). These models are based on different, often
conflicting, assumptions borrowed from a variety of disciplines, ranging from
cognitive psychology to Austrian economics. While these attempts have
contributed to understanding of opportunity recognition, they fall short of
offering a comprehensive understanding of the process of opportunity
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recognition for two major reasons. First, each of these perspectives primarily
concentrates on only one of the various aspects of the process. For example,
Sigrist (1999) looks at the cognitive processes involved in opportunity
recognition; De Koning (1999) and Hills et al. (1997) at the social study network
context; whereas Shane (1999) focuses on the prior knowledge and experience
necessary for successful recognition.

Theories and researches are approached mostly at the individual level of
the entrepreneur. “Although an opportunity for entrepreneurial profit might exist, an
individual can earn this profit only if he or she recognizes that the opportunity exists
and has value” (Shane and Venkataraman, 2000, p. 224). Given that an
asymmetry of beliefs is a precondition for the existence of EOs, it must not be
obvious to everyone all of the time (Hayek, 1945). At any point in time, only
some subset of entrepreneurs will discover a given opportunity (Kirzner, 1973).

So how do entrepreneurs recognize opportunities in such a perspective?
One of the fundamental theories builds on the fact that opportunities are
considered objective and exogenous and in this context entrepreneurs engage in
processes of systematic search and discovery (Alvarez and Barney, 2007; Klein,
2008). This “discovery theory” of entrepreneurship has been put under scrutiny
by a number of scholars (Alvarez and Barney, 2007; Klein, 2008; Langlois, 2007;
Stangler, 2009; Foss et al., 2008). According to these critical views, the theory
does not take into consideration the fact that in a vast number of real life
situations, individuals cope with uncertainty that makes systematic search and
discovery impossible. In the situations of uncertainty, individuals neither can
collect all the necessary information to predict any kind of outcome, nor assign
a probability to potential outcomes (Langlois, 2007). Moreover, the objective
nature of opportunities is perceived as proposing a structuralist view of
entrepreneurship that paradoxically weakens the role of individuals in
entrepreneurial processes: in fact, it postulates that given the exogenous
existence of an opportunity, someone will sooner or later discover and exploit it
(Stangler, 2009). More recently, an opposite approach to the nature of
opportunities has maintained that opportunities are not pre-existent to the
action of the entrepreneur. On the contrary, opportunities are the result of
entrepreneurial action; they are created by it (Alvarez and Barney, 2007; Klein,
2008). The “creation theory” proposed by Alvarez and Barney (2007) fits with
the perspectives and assumptions in strategic entrepreneurship, since it
recognizes that entrepreneurs do not expect opportunities are formed by
recognizable shocks in the environment. In Alvarez and Barney (2007),
opportunities are “created endogenously by the actions, reactions and enactment of
entrepreneurs exploring ways to produce new products and services.” According to
the creation theory, entrepreneurs do not search. Instead, they “act and observe
how consumers and markets respond to their actions” (Bettiol et al., 2011, p. 7). They
proactively form these opportunities through their activities and through the
enactment (Weick, 1979) of the external environment. The crucial difference
between the two approaches — the discovery and creation theories— lies in the
nature of the entrepreneur. Entrepreneurs are not “different ex ante but ex post, as
a consequence of their being able to form opportunities and act upon them” (Bettiol et
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al., 2011, p. 7).

Opportunities also develop as individuals shape elemental ideas into their
full-blown business plans. But the process of opportunity development is
conceptually distinct from opportunity recognition or identification (Ardichvili
et al, 2003). What most literature on entrepreneurship calls “opportunity
recognition” appears to include three distinct processes: (1) sensing or
perceiving market needs and underemployed resources, (2) recognizing or
discovering a “fit” between particular market needs and specified resources,
and (3) creating a new “fit” between heretofore separate needs and resources in
the form of a business concept (Hills, 1995; De Koning, 1999). Recognition of the
research outcomes - understanding and knowledge of customer decision
making when encountering POP AD as opportunity, meets all the three above
mentioned aspects. These processes represent, respectively, perception,
discovery, and creation — not simply “recognition” (Christensen et al., 1989;
Conway and McGuinness, 1986; Singh et al., 1999). Either kind of opportunity
— market need or underemployed resources — may be identified or recognized
by some individuals and not others. These differences are due to the
heterogeneity in individuals’ sensitivity to opportunities for creation and
delivery of new value. Customers may differ in their abilities to articulate or to
recognize underserved or unmet interests. Individuals who develop new
capabilities for creating and delivering value may differ in the ways in which
they think about the new capability and its potential applications. These
individual differences may come from variations “in individuals” genetic makeup,
background and experience and in the amount and type of information they possess
about a particular opportunity”(Ardichvili et al., 2003, pp. 109 - 110). Some
individuals are so sensitive to market needs or problems that they perceive
possibilities for new products (or solutions) continuously in any environment in
which they find themselves (Endsley, 1995). Other individuals may be
particularly sensitive to identifying un- or underemployed resources, such as
unused land, idle production facilities, unexploited technology or inventions,
underperforming financial assets and so on. However, having identified such
resources, these individuals may not be able to define particular uses or users
for which the resources could create value. Inventors, scientists, or individuals
may generate ideas for new products and services without regard to the market
acceptance or commercial viability of inventions or a new technology. The more
fully developed opportunities for value sought, or value creation, are, the more
likely they are to become perceptible to a wider array of individuals. The more
precise and complete the description, the more readily identified the
uncertainties (risks) associated with the opportunity (Ray and Cardozo, 1996).

In this context, it is evident that the opportunity created by this research
does not have to be used or accepted by all POP advertising entrepreneurs, and
even in the case of its acceptance, an implementation of new knowledge into
entrepreneurial practice may differ according to individual features and
abilities of concrete entrepreneurs and their companies. Probably the POP
advertising entrepreneurs, who are still interested in similar knowledge (for
example by their membership in professional associations or participations in
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their educational events) without using it within their work, would be
inclinable to the use of this, or any similar, opportunity offering implementation
of new knowledge into existing processes. Based on the above mentioned
theory of Ray and Cardozo (1996), the advantage of the opportunity we have
created - its low rate of risk and high rate of reliability - is given by the chosen
academic approach as already discussed above. This will be further discussed
in the following text.

Another comprehensive conception of opportunity recognition in
entrepreneurial behavior is found in Kirzner’s (1973, 1979) work. The starting
point of Kirzner’s theory is the resource utilization perspective. According to
this perspective, entrepreneurs decide to start a new business or expand in a
new product-market when they think that there is an opportunity to redeploy
the resources away from present, suboptimal configurations, to more promising
opportunities (McGrath and Venkataraman, 1994). Kirzner argues that “at any
given time, market participants are engaged in a set of activities which is likely to be a
disequilibrium set”” (Kirzner, 1973, p. 137). In Kirzner’s conceptualization, the
maladjustment occurs when a set of resources available to an entrepreneur is
being used to produce units of a product A when the same resources could be
used to produce units of product B, which will fetch a higher price because it
delivers greater value to customers. That is exactly the case of “improved” POP
ADs reflecting new customer-centric (Hfebecky, 2012)knowledge. Due to
imperfect information, entrepreneurs continue to sell their resources to
customers at prices that are lower than they would command if they switched
to making of product B, e.g. better POP AD improved on the basis of better
knowledge of customer decision making. Kirzner’s elaboration suggests that
entrepreneurs sell not only products, but, rather, also their knowledge, the
ability to assemble resources and the resources already available to them. This
perspective allows entrepreneurs to move away from analyzing “what is” to the
discussion of “what is possible”, and opens an opportunity for entrepreneurial
discovery. However, the choice is not just between products A and B, or
between A and C. It is also a choice among different levels of quality and
product characteristics (Ardichvili et al., 2003). This theory also shows that
understanding of customer’s decision making in order to start managing the
aspects playing role in POP AD performance is a viable opportunity waiting to
be recognized by advanced POP advertising entrepreneurs. According to
Kirzner (1973), it also brings a chance to increase prices of “knowledge
updated” POP ADs in relation to their new increased value.

The critical role of timing in recognizing opportunities needs to be
mentioned, too. It dates to Schumpeter’s (1954) early notions that creative
destruction processes occur when new opportunities displace the already
existing business models. Thus, to fully understand the opportunity process,
one must understand the temporal dynamics of opportunities. As the creative
process unfolds, ex ante possibilities can only become ex post opportunities as
the feasibility of particular possibilities is evaluated (Dimov, 2007). Schumpeter
(1934) posed a process of “creative destruction” where new opportunities are
introduced to the market at the expense of existing ones. According to the
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above mentioned theories, it is likely that in the moment when entrepreneurs
systematically develop and offer the POP ADs considering the knowledge of
customer purchase decision making, the POP ADs commonly supplied today
will be insufficient compared to the innovated ones. Consequently, the
innovated ones will replace the old ones. Thus, there may be a situation, when a
new trend becomes a common standard. Investors may consider obvious that
design and execution of POP ADs will result from research based principles,
which are created also by this study. In context of this perfect design and
technical functionality of POP ADs, there will not be enough of them to satisfy
market the demand.

At the end, we need to mention that the creation of successful businesses
follows a successful opportunity recognition process. This process is cyclical
and iterative: an entrepreneur is likely to conduct evaluations several times at
different stages of development; evaluation could also lead to recognition of
additional opportunities or adjustments to the initial vision (Ardichvili et al.,
2003).

Simmonds (1986) posited that entrepreneurs should be engaged in an
ongoing process not only of recognizing opportunities but also of inducing
continual change in their organizations and, by extension, in the market. The
basic role of the entrepreneur becomes “organized rational innovation”. We can
identify similar process also within the POP advertising business, which
usually goes through a kind of evolution approximately every five years. That
always moves the whole branch forward in the context of general events at the
market and within the whole economy.

The last similar phenomenon was the top design penetration into POP
creation and development tools (Krofidnova et al.,, 2009). At first, it was a
unique approach, which gradually became a branch standard.

Today, the development of any POP AD cannot be done without work of a
designer. We can see a similar potential precisely in the mentioned conception
of customer centric (Hfebecky, 2012)knowledge as the basis for creating POP
applications. At the same time, it is necessary to realize, in the connection with
the above discussed theories (e.g. Shane and Venkataraman, 2000; Hayek, 1945;
Kirzner, 1973), that thanks to individual abilities and possibilities of recognizing
opportunities, the findings of this research are not a source of opportunities for
every in-store advertising entrepreneur.

However, they can be fully utilized by those able to make continuous
innovations and changes. The above mentioned theories and approaches also
support the possibility to use results of this research as an EO.

Now Let us focus on theories describing creation of EOs. These will help
us interpret this study as the creation of the EO.

2.7.4.4 Creation of Entrepreneurial Opportunities

The topic of opportunity creation is a concept widely researched in the EM
paradigm. It plays an important role in acting of entrepreneurs (e.g. Gruber,
2004; Morris et al, 2002). Opportunity creation in EM should be distinguished
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from opportunity recognition and exploitation (Morris et al, 2002; Shane and
Venkataraman, 2000) by the activity of the firm (Mort et al., 2011). As already
mentioned, entrepreneurial action centered on opportunity creation
(Schumpeterian) is characterized by a “fundamentally different set of effective
actions reflecting the inherently uncertain (as opposed to risky) nature of opportunities”
in this context (Lingelbach, et al., 2012, p. 138). Discovery-based (Kirznerian) EO
creation is a process consisting of defined stages around opportunity
identification and exploitation, resource acquisition, strategy and organizing
(Shane, 2003).

Thus, a process of recognition and then exploitation relies on the a priori
existence of opportunities “waiting to be discovered” (Mort et al., 2011, pp. 16 -
19). Opportunity creation is distinct from these objective opportunities that are
just waiting to be discovered (Morris et al., 2002). EO creation is identified with
the means of recognizing and exploiting “unnoticed market positions” (Morris et
al., 2002, p. 6); and in a theoretical advancement, we identify opportunity
creation as an active, ongoing and integral aspect of EM and as a prerequisite
for enhanced performance. The opportunity creation process suggests a much
more active approach. Firms actively create opportunities that can be exploited
using innovative approaches and products which actively contribute to their
speed of market entry, the essential performance criterion for successful
entrepreneurs. They are active in creating opportunity as new challenges
emerge to be overcome. Opportunity creation forms the basis or rationale for
the existence of the firm and is an ongoing mindset (Mort et al., 2011). It is
mainly the active innovation approach accomplished by the means of creation
of practical-theoretical knowledge about customers’ decision making when
encountering a POP AD, which has the character of rather opportunity creation
than of opportunity discovery.

The focal point of EM is innovative value creation. The task of the marketer
is to discover untapped sources of customer value and to create unique
combinations of resources to produce value. In dynamic markets, the value
equation is continually redefined. The ongoing responsibility of the marketer is
to explore and search for new sources of customer value.
The entrepreneur could engage in significant innovation that redefines
environmental conditions, is highly customer-centric (Hfebecky, 2012), and
includes numerous risks some of which the entrepreneur can mitigate (Morris
et al, 2002, p. 8). We make such a value by means of the creation of
opportunities, which we create after having understood customers when
encountering POP AD and implementing this understanding into the creation
of innovated, more functional and more efficient POP ADs.

Opportunities begin as simple concepts that become more elaborate as
entrepreneurs develop them. This process involves proactive efforts as well the
new product development does, but the developmental process here gives rise
to an entire business, not just a product (Pavia, 1991). Our position here departs
from the earlier literature (e.g. Kirzner, 1973) that considers opportunity
recognition largely a process of discovering something already formed.
Opportunity creation is regarded as a “continuous, proactive process essential to the
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formation of a business” (Ardichvili et al., 2003, p. 109 - 110). In this context, it is
necessary to mention again that the customer-centric (Htebecky, 2012) approach
towards POP AD creation does not mean only an innovative product
development, but mainly a significant opportunity for an innovation of the
whole POP advertising business, which may include involvement of results
from researches focused on shopping behavior and decision making of
customers as a standard into its existing rather technical-aesthetical approach
and so may move much closer towards a knowledge-based entrepreneurship
(Hfebecky, 2012).

On the individual level, the ability to create EO is a result of both the
possession of prior information and the cognitive ability to develop the
opportunity (Shane and Venkataraman, 2000). Mort et al. (2011) researched the
electrical switchgear company, who had very specific knowledge of industry
trends and needs leading to the ability to create opportunity by providing very
specific solutions to rectify power failures. “According to the CEO, the electrical
switchgear industry was dominated by age-old inefficient transformers. ‘So we looked at
all that. We said, OK, we must develop something better... so what we have got is a solid
bi-electric product... We eliminated the use of gas, we eliminated the use of oil, we are
maintenance free.” The new switch gear is built on artificial intelligence and
communication technologies. It not only locates the failure in a fraction of a second, and
tries to rectify it, but it also communicates the location of the failure to the base station.
Our latest generation has got (...) all modern communications capability and all sorts of
automation (...)” (Mort et al., 2011, p. 18). Another case described by Mort et al.
(2011) is about a company producing bags, which creates opportunity through a
“metastasizing” business model of continuous opportunity creation. Starting
with competition to the national postal service, they moved into speedy
delivery by means of bike couriers and harvested that business: a chance
meeting with a designer led to the opportunity to develop innovative bags,
following their experience with bags as part of the bike delivery company.
There is evidence of rapid learning from market experiments leading to the
initial opportunity being redefined in an ongoing creation process (Shane and
Venkataraman, 2000). Similarly, a standard part of development and features
of POP ADs could become a reflection of customers’ needs, expectations and
habitualized routines.

Opportunity creation also requires rapid market learning and
perseverance in the face of initial obstacles and the ability to take advantage of
contingencies or unexpected events as they arise. It is allied to the processes of
effectual decision making discussed by Sarasvathy (2001). Effectuation is an
entrepreneurial decision making orientation that may be best understood by
contrasting it with the more familiar causal decision making processes. Causal
decision making has a particular known or preferred outcome or end point;
causal decision making is focused on selection of the best options or means by
which to achieve a known desired outcome. Effectual decision making is
undertaken when the end point may not be known, or possibly only the broad
goal is known and the roadmap is not available. All that is known to the
decision makers is “who they are, what they know and who they know” (Sarasvathy,
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2001, p. 250). They must operate under a set of constraints to achieve the best
outcome within an acceptable risk framework. The knowledge we have created
supports rather the causal decision making of POP advertising entrepreneurs,
because it provides reliable research based instructions and rules how to create
more effective POP ADs. So we know an objective for acting (a better POP AD,
more satisfied customers and consequently better economical results) and also
the “roadmap to achieve it” (the above mentioned instructions and rules for
better POP ADs creation). These instructions and rules could be considered
legitimized options or means by which to achieve known desired outcomes
which are more advanced POP AD. An advantage of this entrepreneurial
approach is its lower risk rate compared to the case of effectual decision
making. This relates to the processes allowing entrepreneurs to “reduce
uncertainty and to make novel ideas and solutions intelligible and accessible to relevant
stakeholders” (Bettiol et al., 2011, p. 7 - 8).To obtain the commitment of
collaborators, employees and external providers of resources (e.g. suppliers) in
a venture that challenges the dominant logics and expectations, entrepreneurs
need to legitimate their ideas and to construct a consensus upon them (Bettiol et
al., 2011).

Customer orientation also relates to opportunity creation. It represents a
way of doing business, with the existing and actively created “needs of the
customer held as central tenant of an enterprise that ought to be considered at every
level” (Stokes and Wilson, 2010, p. 108). The process of entrepreneurship can
also be perceived as an over-arching imperative that is central to the philosophy
that guides all the activities of an enterprise (Kirby, 2003). This may coincide
with the notion of customer orientation if the entrepreneur can always truly put
themselves in the position of the customer and feel empathy with them
(Busenitz and Barney, 1997). A characteristic of many successful entrepreneurs
is that they do have an intuitive feel for what their customers want, an antenna
into the market place that never fails them (Granoveter, 1973). However, many
entrepreneurs have shown that “their intuition is not always a reliable indicator of
customer demand” (Stokes and Wilson, 2009, p. 108). The ability to make rapid
changes to what they do is also a key characteristic of successful entrepreneurs
partly because they do misunderstand the nature of the market place and
therefore have to make rapid adjustments to compensate for misjudgments of
customer needs and other decisions (Storey, 1998).

In connection with this research, we can define the above mentioned
customer-centrism from two points of views. The first one is the actual focus on
needs of customers of POP advertising entrepreneurs as POP advertising
investors. Results of this research will provide more efficient POP ADs mainly
through innovative approach - more efficient POP ADs may be created without
any significant cost increase. This approach is an example of the already
mentioned creation of demand, not just reacting to needs of market. When
entrepreneurs show ability to create customer-centric POP ADS (Hfebecky,
2012)and positive experience rises in market, implementers and investors of
POP ADs will probably demand this kind of POP ADs as standard. The
creation of increasing POP ADs effectiveness is one of the opportunities to
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provide customers with obvious contribution without the necessity of
increasing their expenses. The second point of view includes better POP ADs
for their users - customers shopping in hypermarkets. By respecting the aspects
identified by research during their implementation, innovated POP ADs will
better satisfy expectations, needs and habits of customers as social actors. POP
Ads will therefore actively participate on increasing customers’ satisfaction and
on increasing sales. Due to the unfortunate impact of the economical recession
on the whole advertising business, POP advertising entrepreneurs must think
of ways to innovate their approaches and provide high and more meaningful
value to their customers. This is the only way they may achieve the
preservation of growth in the era of declining advertising investments
(Krofianova et al., 2009) and total prioritizing of resources spent by investors.

So above we have discussed this research as a way of the EO creation. In
the last section focusing on the entrepreneurial context, we will discuss the
theoretical approaches to exploitation of EOs, with which we will discuss
concrete results of this research later in chapter 5, respectively their possible use
as EOs in entrepreneurial practice.

2.7.4.5 Exploitation of Entrepreneurial Opportunities

Subsequent to the recognition, discovery or creation of an opportunity, a
potential entrepreneur must decide to exploit the opportunity as the
characteristics of opportunities themselves influence their willingness to exploit
them (Shane and Venkataraman, 2000). An entrepreneur is someone who
“specializes in exercising judgment regarding investing scarce resources in opportunity
exploitation” (Casson and Wadeson, 2007, p. 298). In relation to this,
entrepreneurship involves three main functions: discovery of an opportunity,
procurement of resources for a project, and the realization of benefits through
project implementation. Competition with other entrepreneurs is liable to
emerge at each of these three stages (Casson and Wadeson, 2007).

EOs vary on several dimensions, which influences their expected value.
The exploitation of an EO requires the entrepreneur to believe that the expected
value of the entrepreneurial profit will be large enough to compensate for the
opportunity cost of other alternatives (including the loss of leisure), the lack of
liquidity of the investment of time and money, and a premium for bearing
uncertainty (Kirzner, 1973; Schumpeter, 1934). Not all potential entrepreneurs
will exploit opportunities with the same expected value. The decision to exploit
an opportunity involves weighing the value of the opportunity against the costs
to generate that value and the costs to generate value in other ways (Shane and
Venkataraman, 2000). Thus, people consider the opportunity cost of pursuing
alternative activities in making the decision whether or not to exploit
opportunities and pursue opportunities when their opportunity cost is lower
(Amit, Mueller, and Cockburn, 1995; Reynolds, 1987).

In addition, people consider their costs for obtaining the resources
necessary to exploit the opportunity. For example, Evans and Leighton (1991)
showed that the exploitation of opportunities is more common when people
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have greater financial capital. Similarly, Aldrich and Zimmer (1986) reviewed
research findings that showed that stronger social ties to resource providers
facilitate the acquisition of resources and enhance the probability of
opportunity exploitation.

Furthermore, Cooper et al. (1989) found that people are more likely to
exploit opportunities if they have developed wuseful information for
entrepreneurship from their previous employment, presumably because such
information reduces the cost of opportunity exploitation. Finally, the
transferability of information from the prior experience to the opportunity
(Cooper et al., 1989), as well as prior entrepreneurial experience (Carroll and
Mosakowski, 1987), increases the probability of exploitation of EO because
learning reduces its cost. As already discussed above, the opportunity created
with our research is not demanding in the case of exploitation, as to its direct
expenses. Certain expenses at the beginning of implementation process will
mean rather a high rate of time burden of employees of POP advertising
entrepreneurs as well as themselves. Also the risk of a failure is reduced to
minimum thanks to legitimizing instructions and rules created by an academic
researcher. Also the already mentioned previous experiences of entrepreneurs
from implementing for example design services into POP AD development
may support the motivation to innovate POP advertising services by
implementing customer-centric (Hfebecky, 2012)aspects. Thus, the knowledge
we have created has a considerable potential to be used in real practice of POP
advertising entrepreneurs.

Entrepreneurs” ability of resource leveraging, too, is connected with
opportunity exploitation, because recognized or created opportunity can serve
as a resource for entrepreneurs. At its most basic level, leveraging refers to
doing more with less. Entrepreneurs are not constrained by the resources they
currently have at their disposal (Morris et al., 2002). They are able to leverage
resources in a number of different ways, “including:

. Stretching resources much further than others have done in the past;
. Getting uses out of resources that others are unable to realize;

. Using other people's (or firm's) resources to accomplish one's own purpose;

. Complementing one resource with another to create higher combined value;

. Using certain resources to obtain other resources” (Morris et al., 2002, pp.
7-8).

Thus, EO exploitation is connected with “creative capacity for resource leveraging”
(Morris et al., 2002, p. 8). Perhaps the most critical form of leveraging involves
the ability to use other people's resources to accomplish the entrepreneur's
purpose (Morris et al., 2002), which is exactly the case of exploitation of results
of this study.

In the area of opportunity exploitation research, there are also some
scholars who tend to question why there is a stock of unexploited opportunities
waiting to be discovered (Casson and Wadeson, 2007). If these opportunities
exist, and could be exploited right away, why have not they already been
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exploited? This seems to point to inefficiency in the economic system, which is
difficult to explain (Casson and Wadeson, 2007). If there were a fixed stock of
opportunities, then, as new opportunities were discovered, the stock of
unexploited opportunities would decline until no new opportunities remained
to be discovered. Such 'stagnationist' thinking was once quite common (Keynes,
1936), but it overlooks the implications of learning and volatility. Experience
gained as a by-product from exploiting existing opportunities creates new
opportunities by making additional projects viable. Changes in the
environment can also make new projects worthwhile, whilst making others
obsolete. As the economy adapts to changing conditions, new opportunities
arise as fast as others are destroyed. The exploitation of opportunities is a vital
part of the economy’s response to external shocks. When new scarcities arise, or
existing scarcities tighten their grip, opportunities arise to economize on the
scarcer resources and substitute other resources for them instead. Opportunity
recognition, stimulated by the prospect of profit, encourages entrepreneurs to
seek out the projects which help the economy adapt to changing conditions. In
the Austrian theory, it is the prospect of profit from an opportunity that
motivates the search that leads to discovery (Kirzner, 1973). Even if we have
created an opportunity, right now just the economical conditions described in
the Introduction chapter are the main motivators for innovations of an
approach and product innovations in the sphere of POP advertising.

Casson and Wadeson (2007) discuss the role of Research and Development
(R&D) in the EO exploitation context. The decision to undertake an R&D project
is, in principle, no different from the decision to undertake any other kind of
project. However, R&D projects are not simple stand-alone projects, but are
complementary to the production and marketing projects that produce and sell
the new goods and services created by technology. In this sense, R&D projects
cannot be evaluated independently, but need to be evaluated as a part of a set
of projects which involves the exploitation of the research output, too. The R&D
project will be undertaken before the production and marketing projects, in case
the R&D is not successful. Because it identifies new long-term trends, this
approach to new project selection may well lead to radical innovation. There is
no guarantee that a purely incremental adaptation of existing types of project
will meet the challenges. A new R&D project may be required to address the
issues, possibly involving a combination of public and private funding (Casson
and Wadeson, 2007). It is also possible to characterize this research as R&D
project with the potential to set up a new long-term trend through involving
new approaches in development and implementation of POP ADs. That
includes also all the aspects mentioned above, including the already discussed
individual entrepreneurial ability and interest to be exploited in practice. A
focus on EO exploitation highlights that the skills firms need in order to exploit
opportunities are much different from the skills needed to identify
opportunities (Hitt, Ireland, Camp and Sexton, 2001). This leads us to expect
that firms’ relative ability to meet the dual challenges of strategic
entrepreneurship is a key moderator of the links between opportunities and
organizational outcomes. Specifically, the better a firm is at maintaining the
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delicate balance of exploiting old and identifying new opportunities, the better
the firm will be at translating opportunities into above-average financial
returns. Meanwhile, firms skilled only in exploitation or only in identification
will experience weaker outcomes flowing from opportunities, and may
ultimately cease to remain competitive with rivals. Several studies shed light on
when entrepreneurs are able to harness change and exploit the resultant
opportunities in order to reach outcomes such as new venture creation and
growth. Entrepreneurs’ access to resources was found to shape their range of
opportunity choice (Thakur, 1999). Entrepreneurs are more likely to exploit
opportunities when they perceive they have more knowledge of customer
demand, have more fully developed necessary technologies, greater managerial
capability, and greater stakeholder support (Choi and Shepherd, 2004). Finally,
entrepreneurial experience was demonstrated to be linked to the exploitation of
more innovative opportunities with greater wealth potential (Ucbasaran et al.,
2009).

Thus, in this chapter, we have summarized some academic approaches
relating to the opportunity exploitation. Bearing them in mind, we will discuss
results of this research and interpret them as usable opportunities for POP
advertising entrepreneurs in the Discussion chapter (5) and the Conclusion
chapter (6).

2.7.5 The summary of the entrepreneurial context theories

Above, we have summarized and discussed the suitable theoretical concepts,
which have been used as the context of this qualitative research on the topic of
decision making of hypermarket customers when encountering POP AD. This
theoretical summary shows the meaningfulness and usefulness of this research
results as an EO, characterized within paradigms of entrepreneurship and EM.
In addition to the definition of the above mentioned paradigms, we have
summarized theoretical definitions of the EO in the chapter. We have justified
knowledge creation by this research as the opportunity for POP advertising
entrepreneurs and we have prepared material for discussing results of this
research with definitions of the EO. Subsequently, we have described the
aspects playing some role within recognition and creation of EO and we have
also mentioned the significance of innovations in the topic of EOs. The purpose
of these chapters was to argue the character and characteristics of this research
outputs as the opportunity and innovation for POP advertising entrepreneurs.
We have also discussed selected aspects of the opportunity exploitation; their
summary gives us a ground to discuss the results in the context of their ability
to be used in real entrepreneurial practice. In the Discussion chapter and the
Conclusion chapter we will meet mainly the theories on the subject of
opportunity definition and opportunity exploitation.

From the above mentioned summary of theoretical concepts, it is obvious
that an absolutely new space is opening for discovering opportunities for
practical enterprising in POP advertising. The point is, that if we succeed
adequately in working out from not yet fully utilized intellectual tradition of
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the actor-centered sociology represented by the paradigm of  social
constructionism , which was the basis for this research, we will be able to aim at
customers as social actors and their needs resulting from their habits and
previous experiences with POP ADs.

The model, that we would like to present here, will be able to simplify
decision making by parties of creating new POP ADs with all decisions, which
belong to it, and so to increase of decision making efficiency, but it would also
help us to beware of risks identified through negative experiences of customers
with POP ADs they met in the past. Compared to the generally valid, yet
decontextualized models of effectiveness of particular POP AD attributes
changes, we will get a model, which will allow in-store advertising
entrepreneurs to set efficiently all POP AD features for a certain campaign as
well as the context of particular stores during their development and
implementation.

A parallel set of the tested possible opportunities for doing business
relates to implicit proposals for innovations included in some researches we
have summarized in the Theoretical chapter (2). If it is possible to influence
shopping behavior of customers by working with noises and music, odor or
light, there is a possibility to incorporate these features into an appearance of a
POP AD, which would then move from the form of a passive subject to the
form of an interactive subject. As we know from the above mentioned
researches, using these interactive items may have a positive effect on sales.

However, it must be also determined, in which concrete cases and forms
this will be convenient. Thus, the conceived knowledge of POP ADs
represented by an intelligible Paradigm Model could be then used by in-store
entrepreneurs to create better and more functional POP ADs, increase
satisfaction of their customers and also improve competitiveness and
economical growth.

In this context, we recognize the Paradigm Model of understanding
customer decision making when encountering POP AD as EO and we will
consequently interpret and explain it as an exploitable EO through discussion
of research results and opportunity theories in the Discussion chapter (5) and in
the Conclusion chapter (6).

2.8 The summary of the theoretical framework

Now we can proceed to the summary of the used theories and principles of our
chosen theory, which determines the research perspective. We will summarize
this chapter in three steps. First, we will try to summarize effectively many
sources of inspiration related to our topic. Furthermore, we will give a reason
why we have chosen the social constructionist as the theory decisive for the
research and opening new opportunities, and finally, we will mention the
nature of these practical opportunities and contexts of researches presented
here.
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2.8.1 The summary of the theories and researches

In section 2.1, we have summarized and discussed appropriate theoretical
concepts used as the context of our qualitative research. This theoretical
conceptualization evidences an advisability and utility of results of our research
as an entrepreneurial opportunity characterized within paradigms of the
entrepreneurship and entrepreneurial marketing as detailed in chapter 2.1.

In this context, we have justified the knowledge creation through our
research as the opportunity for POP advertising entrepreneurs, and prepared
materials to discuss our research results with definitions of the entrepreneurial
opportunity. The purpose of that chapter was to present a character and
features of outputs from our research as a potential opportunity and
innovation, and at the end of the chapter, we have discussed selected aspects of
the opportunity exploitation the summary of which gave us a basis for
discussing the results in the context of their ability to be used in real
entrepreneurial practice. In the Discussion of Chapter 5 and Conclusion of
Chapter 6 of this text, we meet especially theories on the subject of an
opportunity definition and opportunity exploitation.

In sections 2.2 to 2.6, we have presented results of the extensive review of
professional literature focusing on getting as many as possible sources referring
to conducted researches related to the features and aspects playing some role in
functionality of POP means. This resulted in a comprehensive text summarizing
principles that should be subordinated to practical activity if it is successful.

The reviewed authors bring a huge amount of research sources and
recommendations. In a certain meaning, the summary of knowledge in this
chapter is an opportunity for entrepreneurs by itself, which rises from such
cumulated knowledge. New possibilities vary from little improvements of a
brand presentation up to conceptual innovations, when POP AD might
communicate with a customer through completely new ways. However, it may
not be easy for entrepreneurs to find their way in a complex of science results.
These draw from many social sciences within marketing, and inside each single
discipline, they vary according to chosen paradigms. If we focus on certain
features of these paradigms, it is possible to identify preferred perspectives in
the marketing research, which have already been saturated with many results,
and also some not very often applied perspectives, which represent an
opportunity for innovations and completion.

To arrange this plurality well, we have created two charts we are going to
comment now. Yet it is important to say that these charts present results of our
research, which do not represent everything found out about POP ADs in spite
of its range. It represents just and only what we found out about POP means
before having conducted the research presented in this work.

In the following chart, we present the structure of the results with
reference to the social-scientific discipline they incline to, and the fact whether
they were led rather from objectivist or subjectivist point. When determining
the second category, we base on Arndt (1985), who differentiated the paradigms
in marketing depending on whether they are subjectivist or objectivist, and
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conflictualist or consensual (compar. Fay, 1999). We apply only the first
classification to objectivist or subjectivist conception, because the focus of this
study is clearly on the consensual pole of this scheme - our concern is to look
for opportunities to realize profit, not the analysis of contradictory interests in a
certain environment. Finally, Let us add that the charts do not include all the
mentioned authors, but only the ones giving recommendation for the practice
based on conducting the empiric research.

Epistemology/ | Psychology - Psychology - Psychology - | Demography | Sociology
Marketing POP AD and influence of influence of
research customer environment POP AD
orientation stimulation or perception attributes
motivation in
general
Objectivist Ailawadi et al., Areni and Kim, Bermann and | Beatty and Alexander
2001 1993 Evans, 1989 Smith, 1987 and Varley,
2001
Beatty and Smith, | Arenietal., 1999 | Blatt, 2002 Bermann and
1987 Evans, 1989 Bell, 1999
Bellizzi and Bloch, 1995
Bermann and Hite, 1992 Gulas and Bermann
Evans, 1989 Bollrath, 2003 | Schewe, 1994 and Evans,
Broadhead, 2005 1989
Bucklin and East et al., Hackley, 2005
Lattin, 1991 Cimler, 1994 2003 Bocek, 2009

Charvat, 2007
Du Plessis, 2005
Esch et al., 2003

Fader and
Lodish, 1990

Hackley, 2005

Haugtvedt et al.,
1992,

Inman and
Winer, 1998

Kahnand
McAlister, 1997

Lelovic¢ova, 2006

Maheswaran and
Chaiken, 1991

Martinez and
Montaner, 2006

Schneider and
Currim, 1991

Crowley, 1993
Frané¢k, 2002
Green, 2002

Herrington,
1996

Krofianova,
2009

Milliman, 1982,
1986

Mitchell et al.
1995

Nauta, 2004

Smith and
Curnow, 1966

Spangenberg et
al., 1996

Szekeressova,
2005

Yalch and
Spangenberg,
1990, 1993

Jansson et al.,
2002, 2003

Meyers-Levy,
1989

Pieters and
Warlop, 2002

Rooney, 2007
Skaredoff,
2004

Smékal and
Skokan, 2007
Tellis, 1998

Underhill,
2000

Varley, 2001

Zinzer and
Lesser, 1980

Kollar and
Willet, 1967

Tellis, 1998
Yalch and

Spangenberg,
1990

Boston, 2003

Inman and
Winer, 1998

(continues)
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Spangenberg et
al., 1996 Zachar, 2009
Subjectivist Chandon et al., Dan, 1990 Blatt, 2006
2002
Dube, Chebat Haugen and
Dan, 1990 and Morin, 1995 Weems,
2001
Tomek, 2012 Grossbart and
Rammohan, Hilton, 2004
1981
Levy and
Ittelson, 1977 Weitz, 1992
Krofianova et Manzo,
al., 2009 2005
North and Styx, 2003
Hargreave, 1996
Thompson,
Russell and 1996
Ward, 1982
Varley, 2001

TABLE2 The review of selected researches according to their paradigmatic position and
scientific field

Table 2 shows several interesting contexts. First, it is evident that the marketing
research builds strongly on psychology with its interest in processes happening
in customers as isolated individuals. That is why we have rather divided the
psychological interest into an interest in general motivations of customers,
respectively the ways of its expression by external stimuli, an environmental
interest and general influence of POP means and an interest in POP AD
features.

The table also shows the existing superiority of objectivist conceptions
compared to the subjectivist ones, which is in conformity with the statement by
Arndt (1985) about the relative time-lag of marketing compared to other
disciplines in terms of accepting and applying non-objectivist social-scientific
paradigms. The metaphor conception by Arndt summarized in the chapter XY
is crucial for such division created.




In the next table, we go deeper into our researched topic and we divide the same researches according to a discipline and %

prevailing epistemological determination and further according to the topic, on which the research was focused within the interest

in POP means.

Research field / Customer Color Sound and Odor Overall Lighting Graphic, Location of Size of POP
Perspective stimulation music design, form brand and POP AD in AD and
applied in general and material information | shop arrangement of
structure products
Psychology - Ailawadi et Bellizzi, Krofidnova, Mitchell et al., Bloch, 1995 Bollrath, 2003 | Blatt, 2002 Ani¢ and East et al., 2003
behavioral al., 2001 Crowley 2009 1995 Jansson et al., Radas, 2006
and Hasty, 2003 Skaredoff, Charvat, Haugen and
Areni et al., 1983 Nauta, 2004 Spangenberg et 2004 2007 Bost, 1987 Weems, 2001
1999 al., 1996
Bellizzi and | Yalch and Szekeressova, Underhill, Lelovicova, Grossbart and
Bermann and | Hite, 1992 Spangenberg, 2005 2000 2006 Rammohan,
Evans, 1989 Crowley, 1990 1981
1993 Varley, 2001 Rooney,
Esch et al., Frangk, 2002 2007 Broadhead,
2003 2005
Hackley, 2005 Smeékal and
Kahn and Skokan, 2007 | Cimler, 1994
McAlister, Milliman, 1982,
1997 1986 Pieters and Smékal and
Warlop, 2002 | Skokan, 2007
Lelovic¢ova, Smith and
2006 Curnow, 1966 Sommer and
Aitkens, 1982
Martinez and Yalch and
Montaner, Spangenberg,
2006 1990, 1993
Spangenberg Areni and Kim,

et al., 1996

1993




Herrington,
1996

Psychology -
non-behavioral

Bucklin and
Lattin, 1991

Chandon et
al., 2002

Du Plessis,
2005

Fader and
Lodish, 1990

Haugtvedt et
al., 1992

Kande, 2000
Maheswaran
and Chaiken,
1991

Tomek, 2012

Schwartz and
Jessell, 2000

Dan, 1990
Green, 2002

Zachar,
2009

Dube, Chebat
and Morin, 1995

North and
Hargreave, 1996

Krofidnova et
al., 2009

Jansson et
al., 2002

Meyers-
Levy, 1989

Pieters and
Warlop, 2002

Ittelson, 1977

Russell and
Ward, 1982

Bermann and
Evans, 1989

Cialdini, 1993
Underhill, 2000

Zinzer and
Lesser, 1980

Demography

Beatty and
Smith, 1987

Bermann and
Evans, 1989

Hackley, 2005

Gulas and
Schewe , 1994

Yalch and
Spangenberg,
1990

Meyers-
Levy, 1989

Noble et al.,
2006

6CL



Kollar and
Willet, 1967
Tellis, 1998

Sociology - actor Inman and Alexander Bocek, 2009 Adams, 2004 Adams, 2004
centered Winer, 1998 and Varley,
2001 Boston, 2003 | Blatt, 2006 Blatt, 2006
Manzo, 2005
Haugen and | Grossbart and
Styx, 2003 Weems, 2001 | Rammohan,
Thompson, 1981
1996
Varley, 2001
Levy and
Weitz, 1992
Sociology -
structure centered | Bell, 1999 Bermann and

Hilton, 2004

Inman and
Winer, 1998

Evans, 1989

TABLE3 The

review of

selected researches according to their epistemological perspective and subject

of focus on POP media.

0¢L



131

In Table 3, we distinguish between the behavioral psychology and non-
behavioral psychology depending on whether researcher observes customers’
reactions to impulses or if they interpret customers’ behavior according to a
theory of human consciousness functioning. In the case of sociology, we
distinguish between actor-centered sociology and structure-centered sociology
depending on whether it focuses on an individual, as said by methodological
individualism, or an aggregate complex, as typical for the holism (Fay, 1999).
Here we can see again the convincing dominance of psychological patterns for a
marketing research.

In compliance with the structuring subchapters 2.2 and 2.3, except the
general tendency within the customers’ behavior, we find practical and
empirically based recommendations for the color, sound and music, odor,
overall design and form of a POP AD, lighting, graphics, brand and information
structure, placement of a POP AD in a store and eventually the size of a POP
AD and arrangement of products in it.

Before we formulate several brief notes how these data inspired our
research, we will express the perspective of our research that determines how to
look at these data.

2.8.2 The constructionist perspective

We think that we will find the entrepreneurial opportunities better when we
attend to such research types, which are not usual in marketing yet, regardless
how they already apply in other disciplines (Arndt, 1985). First, Let us briefly
characterize advantages and disadvantages of objectivist (positivist) and
subjectivist conceptions.

A big advantage of objectivistic researches is their preciseness
(Harrington, 2006). These researches are based on the conception of cause and
effect, when it is possible to observe the influence of a concrete change of
shopping environment or POP AD features on sales volume, and thus a profit.
The chosen aspect is being observed similarly as a natural event in a laboratory:
it is isolated and observed in an environment that is more or less controlled
(Fay, 1999, Beck, 2004). That is how we learn about an influence of particular
features that could be used or even accepted at the expense of other features,
when creating POP ADs. But at the same time, it is almost impossible to get an
overall point of view that would be easily usable in practice. In the words of
Arndt (1985, p. 13), while the empiricism compares theoretical statements with
measured data and decides the ‘truth or falsity” of hypothesis, the criticism of
usability of researches consists in a confrontation of a character of these data
with values of a practical usability, when data may be acceptable or non-acceptable
from this point of view. Research data unacceptability risk for practice results
from the fact that variables are being observed apart, that means without
considering their connection in the cases of concrete POP AD realizations in
stores. Thus, this research type can quite accurately specify how much sales
increase by having applied some tested innovation compared to the original
version. However, we are not sure that same innovation will prove its worth
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also in practice of a concrete product, the producer of which requires a POP AD
corresponding with such a concrete product, its reputation and market position
compared to its competition. From these researches, we will find out how
much approximately sales could be increased through a size, placement or
colors and many other features, but we will not learn which features we should
prefer compared to others.

In contrast, subjectively oriented research focusing on a meaning (Hendl,
2005) will attempt to capture contents of the inner world of a customer (Arndt,
1985, Fay, 1999), which brings the knowledge where it is not clear how much
any of the applied measures will improve profit from sales. However, this way
we can understand customers and create a model where POP AD features are
connected to each other, and changing one feature might lead to a change or
adaptation of the others. Such a complete picture can manage practical
decisions of a POP AD creator to be appropriate in terms of meaning of
particular POP AD features for customers in a store, while supposed profit
might be estimated much better based on evaluating these features with a
reference to objectivist researches. In this regard, it is appropriate to deal with
both research types as we argue in subchapter 2.6. Since the subjectivist pole of
the interest in a POP AD is relatively poorly represented, our research will
focus just on this approach.

Arndt (1985, p. 13 - 14) distinguishes the ‘constructivism’ as a general flow
of thinking in marketing that compares to the “theory sentences and value
sentences”, which in contrast to the above mentioned empiricism and criticism
can prove whether the used theory is really adequate in the relation to practical
requirements. Of course, this certainly does not decrease the importance of
empiric researches of the positivist type. The positivism can hardly inform of
everything by itself and so it is necessary to be able to look at one thing from
more perspectives to get entrepreneurial opportunities as said by Fay (1999).

So, in which concrete paradigm do we find a support? How do we want to
understand customers? Here, we build on characteristics of a certain researched
situation, which is a customer encountering a POP AD in a store. To be specific,
we build on the fact that customers go shopping like this regularly and, during
the last historical era, they had a chance to gain a lot of experience with POP
ADs, which is determining how they perceive this meeting and how they
decide of using or not using POP ADs.

This led us to accept the sociologic paradigm of the social constructivism
(Berger and Luckmann, 1999), the history and terminology of which are
analyzed in detail in subchapter 2.7. Considering the routine character of
shopping in hypermarkets, which indeed also opens many opportunities for
expression of the customer’s free will, we feel that the habitualization concept
(i.e. behavior determined by habits when in typical situation, a customer
behaves typically without binding anyone else to behave the same way) is
crucial. We suppose that the information about opinions of customers on their
own behavior within hypothetical situations are not valid as information of
their regular habits and lasting preferences. That is why we focus mainly on
this customariness everywhere possible in our research, and then we test
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possible innovations that might be confronted there with already habitualized
attitudes of customers, which will help us make present within the research
situation.

This orientation also leads us to accept the different conception of
“impulsive shopping” which happens typically very fast without conscious
thinking, but that does not mean it does not relate to customers’ habit to buy
impulsively some kind of goods on a long-term basis, or that such impulsive
shopping does not have any meaningful relation to a routine visit of a
hypermarket as a whole. So we suppose that impulsive shopping does not
happen only with a reference to so called “impulse”, as typical for behavioral
oriented researches, but that the typical impulsive shopping is meaningful by
its relation to whole visit of a store and the previous experience with such visits.

So if we were to include our research into the above presented charts; in
the first chart, we would belong to the sociologically inspired marketing of the
subjectivist character and, also in the second chart, we would belong to the
sociology focused on a participant. Our interest in connections of particular
POP AD features would then mean that our research would focus on
phenomena in the whole row of the second chart heading.

2.8.3 The use of the reviewed theories and researches in consequent work

What do we expect of this chosen direction and how can we use it in an attempt
to continue in the research activities?

First, Table 3 and the corresponding subchapters reflect basic topics in
POP AD execution and that obliges us to take our attempt to make complex
examination of mutual dependencies of particular POP AD features in the
consideration of all these topics in the structure of interviews with participants
of our Focus Group Discussion (further abbreviated as FGD, or FGDs when
using it in plural form). The same applies to the preparation of aids during the
research situation, when, by definition, the certain list of topical POP AD-
interest spheres allows us to simulate and take pictures of POP ADs with
varying features directly in a store and thus to draw participants of our FGDs
more closely into the situation, which then loses its hypothetical character and
gets specific outlines. We will focus on that in the Methodological chapter (3).

In the following Figure 6, we will introduce the scheme of the influence of
these theories on our research in an effort to have a better grasp of the decisions
that have preceded the research process, which we will provide with brief
comments.
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FIGURE 6  Scheme of the influence of particular theoretical concepts on our research

As we can see in Figure 6 above, our research focuses on the creation of
entrepreneurial opportunities, the theories of which are a sub-group of the EM
theories, which create another sub-group of entrepreneurial theories.
Considering the need of a clear conceptual grounding of the research, it was
necessary to proceed from general frameworks towards the specific ones, i.e.
from the general overview of entrepreneurial theories to the particular theories
of entrepreneurial opportunities.
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As we have written previously, the development of an entrepreneurial
opportunity has four phases. For purposes of the research, it was necessary first
to define generally what the entrepreneurial opportunity is. At that point, it was
not necessary yet to use aspects from other academic disciplines. We turned to
them within the phase of recognizing entrepreneurial opportunities. First, we
recognized groups of theories and researches mutually separated in the logic of
the tradition of particular disciplines, and subsequently, we further recognized
the opportunity in the actor-centered sociology approach, which did not seem
to be represented enough in the examined theories and researches. These
findings helped us make a number of decisions regarding the research design,
which we have used as a tool for the entrepreneurial opportunity creation.

While the research work has an academic character itself, our output for
the practice is the Paradigm Model. That also opens possibilities to change over
from the entrepreneurial opportunities creation to their exploitation.

Although we have identified our research as belonging to the actor-
centered sociology, it does not mean that we neglected the contributions of
other disciplines. As illustrated in the fifth line of Picture 21, the behavioral
psychology helped us identify all possible attributes; influencing them may
increase sales from POP ADs and influence shopping decision making process
when meeting with them. Non-behavioral psychological approaches led us to
the creation of POP AD visualizations in different varieties so that the discussed
situations are not hypothetical and discussion participants might better
associate them with their typical shopping. Both of these approaches co-
determined the scenario structure for FDGs management this way. This way we
can compare the aspects described in the collected theories with the statements
of FGDs informants.

Our interest in demographics led us to an effort to consider age, gender
and educational differences among FDG participants and thus to make the
group of customers demographically varied. The actor-centered sociology puts
the typical shopping experience into the center of our interest, within which a
customer encounter a POP AD. Based on the knowledge from researches
conducted from this point of view, we have decided to provide also a
physically present POP AD for the FDG to be able to simulate a POP AD
shopping process if necessary and to have a real criterion for a POP AD during
visualizations of its different features and placement within a hypermarket
space. Finally, the sociology structure-centered did not influence the research
form as such, but it warns us that the observed results reflect only to the current
state of the long-term historical process and so we cannot demand
automatically the universal validity regardless the given historical and cultural
context.

Briefly said, we can subsequently describe the process of the
entrepreneurial opportunities development this way. Thanks to the
entrepreneurial opportunities theories, first we were able to define the
entrepreneurial opportunity. Subsequently, during recognizing opportunities,
we have identified a lack of researches inspired by the interpretative approach
as a part of the actor-centered sociology in the literature. That does not apply to
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the questions relating to the customer decision-making process even when it is
generally a very influential stream within the academia. Thus, that is how we
have obtained the source of the innovative perspective leading to the
opportunity creation within the research. The Paradigm Model, as a partial
result of the research, enables this newly created opportunity to be exploited.

Consequently we will compare most of the researches and theoretical
concepts summarized in this chapter in the Discussion chapter (5) with the
results of our researches. We are trying to find consistency and inconsistency
between them, possible opportunities for other researching, and especially
spheres, where the existing knowledge will complete what we have newly
created. From this discussion, we will define possible entrepreneurial
opportunities showed in the Conclusion chapter (6), too. Here, we can see an
absolutely new space opening to find new opportunities for practical
enterprising. The thing is that if we succeed in working out the still not really
exploited intellectual tradition of the social constructivism, we could aim at
needs of customers resulting from their habits and previous experience with
POP ADs. The model we introduce can simplify deciding of creating new POP
Ads, including all decisions related to the situation when a customer encounters
a POP AD. The model will also help us avoid the risks identified through
negative experience of customers with POP ADs they had met in the past.

Compared to the generally valid, yet de-contextualized, models of
efficiency of changing particular attributes of POP ADs, we will get a model
that will enable to set all POP AD features effectively for a certain campaign
and a context of particular stores.

A parallel file of tested possible opportunities for enterprising relates to
implicit proposals for innovations included in some researches. If it is possible
to affect shopping behavior of customers by working with sounds and music,
odor or light, there is a chance to involve these features into an appearance of
POP AD, which will change its form the passive one to a more interactive one.
As we know from the above mentioned researches; if application of these
elements is supposed to have a positive effect on sales, there will have to be also
determined concrete cases and form in which that would be appropriate.

If it is true that marketing research is dominated by one paradigm of
logical empiricism (Arndt, 1985; Anderson, 1988), which we consider to be the
truth at least for today’s Czech marketing, it will be useful to try to get out of
this monotony and test a practical potential of different research strategies.
Adopting one research strategy does not mean rejecting all the others, only
observing the same from a different complementary perspective. Therefore we
have tried to summarize results of works of researchers from different scientific
disciplines and different scientific schools. From this knowledge, we intend to
further proceed to a certain extent when preparing and realizing interviews, as
our analytical means are different. We will show that in the following part of
the text. We will show how and why the constructivist orientation observing
habitualization, institution and meaning of typical routine moments and usual
categories of evaluating participants led us to selecting the technique collecting
data from FGDs and the analysis of the collected data using the Grounded
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Theory (GT). The link among all used approaches is an analytical interest in the
significance of the situation in the context of everyday life.



3 METHODOLOGY

This chapter focuses on reasoning of the chosen paradigmatic position, research
methods and data collection techniques. The chapter will look critically at the
chosen qualitative methodology which we prefer to quantitatively,
positivistically and behaviorally oriented approach. As has already been
mentioned, in the sphere of marketing research, analyzes of shopping behavior
and related topics such as brand, promotions, sales stimulations, special offers
or price level perception, there still dominates rather quantitatively statistical
methodology, behavioral paradigm and analyzes, statistical modeling and
attempts at a mathematical-economizing view of patterns of human behavior
(e.g. Akgura 2004, Anderson 2001, Currim and Schneider 1991, Gupta and
Cooper 1992, Heidhues and Ké&szegi 2008, Kahn and Morrison 1989, Lloyd and
Morrison 1978, Moore 1989, Wertenbroch 1998).

In this part, we will also explain and discuss in detail the data collection
technique of Focus Group Discussion (FGD) with a semi-structured scenario,
employment of illustrative visualizations, different variations of 3D models and
real samples of POP AD compared to other alternatives from the sphere of
qualitative research.

3.1 Paradigmatic position of methodological approach

Our analysis aiming at interpretatively constructive understanding of the
process of buying from POP ADs focuses on the inner world of informants
representing customers. Our central research question is: "What is the role of a
POP AD in customer purchase decision making in Czech hypermarkets and
how understanding of it can serve as a source of entrepreneurial opportunities
for POP advertising entrepreneurs?’ We want to reach an understanding of
processes occurring in the subjective world of customers when buying from a
POP AD through interpretative perspective. The previously mentioned scheme
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in chapter 2.6.2 in Figure 5 by Johan Arndt (1985 )illustrates basic paradigms
and metaphors of marketing research. It is obvious on which side our
paradigmatic point of view stands. Positivism, or logical empirism - generally
quantitative sociology, which is in contrast with our perspective, accents terms
as instrumentality, market competition, loyal customer, emphasizes the social
structure instead of the individual participant (as shown in the scheme) and for
explanation of social life, it often uses “metaphors of organism” (Jandourek, 2007,
p- 250) - so called organism “is already heavily surpassed historical stage of social
sciences”, but strongly harmonized with positivism at the end of the 19t century
(Cuin and Gresle, 2004, pp. 50-51).

Our analysis and its subject of research represents the upper right
dimension of Figure 5, a subjectivist view of lived experience of customers, who
are shopping from POP displays, they interpret and interact with them
somehow through meanings and symbols based on their attributes.

Concepts that our research is oriented on are: customer experience,
shopping experience, long-term experience with presence of POP displays in
store and manipulation with them, impulsive shopping and shopping behavior,
relation of brand and attributes of POP display or perceiving value. The main
reason for giving priority to the qualitatively interpretative perspective was the
reality of profound prevalence of purely quantitatively and mathematically-
statistically focused social marketing research, which ignores the subjective
level of a participant and their behavior, as already mentioned in the theoretical
part. This state motivated us to choose an interpretatively constructionist
position” (...) whose interest is in “understanding” (from inside) rather than in
“explanation” (from outside) (...)” (Harrington, 2006, p. 162) and focus on “(...)
ways, in which people individually and collectively interpret or construct the social and
psychological world (...)” in specific contexts (Hendl, 2005, p. 91).

Our intention is not to confirm already formed theories and hypotheses
(the examined topic is, as already said, relatively unexplored), but it is to set up
such theory from the collected data. Positivistic research methodology insists on
testing already existing theories, which generally empirically approves or
simulates them by testing hypotheses given in advance. As, e.g., David Carson
(2001) wrote: “Positivist methodologies will also be concerned with objective precision
in measuring outcomes. It is important that outcomes should be measured with
meaningful statistical significance. Positivist methodologies will also draw on the
proven foundation of the prior theory to generate theories that they will test that is,
hypotheses” (Carson et al., 2001, p. 63). This is in compliance with the
interpretative methodology, which “seeks to build a theory as a result of empirical
insights so the theory building phase of a research project is given explicit and careful
attention. Prior theory may be used as a foundation and may be introduced at
appropriate stages throughout the research study. Prior theory may guide or loosely
frame the research but the research is not about testing this prior theory, instead it is
about seeking an actual reality in a specific situation” (Carson et al., 2001, p. 63).

Thus, the analysis presented here is not unambiguously and strictly
structured research, and unlike positivistic research it does not want to “...be
(relatively) structured in order to achieve the rigor and validity required for theory
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testing and measurement.” (ibid), but, on the contrary, it is a project that
synthesizes suitable concepts ad hoc and is not reluctant to adapt the structure
of the research project according to given or changing circumstances of the
research. Carson (2001, p. 63) argues about the interpretative research that it
“(...) is often predominantly semi-structured, or sometimes entirely unstructured”. The
relationship building process may incorporate a variety of events that could not
be predicted and therefore structured prior to the study (ibid).

3.1.1 Ontology, epistemology and methodology

Now we shall introduce considerations that form the basic characteristic of our
research from ontological, epistemological and methodological point of view
and we will also discuss its objectives and its potential benefits.

3.1.1.1 Ontological perspective

Ontology related to this research should explain the object of our interest
(Bryman, 2007). The subject of our research has been defined as identical to the
central categories of our Paradigm Model: "Customer’s encountering a POP AD
in a hypermarket". We perceive this encounter as something happening quite
naturally. We suppose that although it is a trivial phenomenon, it happens
quickly and is a part of routine shopping, people can have very different
experience that determines the form of their encounter with a POP AD. Then
each person may experience a different course of an encounter with a POP AD
as with an objectively existing tangible thing, they might have various habitual
practice of how to react, what to react to or what makes them uninterested.
Ontology discusses what reality is, part of which is the subject of our
research (Hubik, 1999). The research subject is a reality having some
characteristics depending on the paradigm used. E.g. within positivism, the
subject (reality) is the same for all people, sensually and empirically, there are
no problems in perceiving or understanding it (Hubik, 1999). Positivistic or
naively realistic approach at the ontological level expects that there exists only
one reality, which is independent on the researcher, so it is objectively given
and it is governed by fixed rules. The object of o our research - a POP AD - is
then made up of unchangeable attributes with the same significance for all
customers. Within the constructivist paradigm position we have chosen, our
subject (reality) is adopted differently by different people, sensually and
empirically, and that is caused by e.g. their biography or social status. The
subject of our research is not only about objective characteristics, but also about
the way how people learn to think of the subject of our research based on their
experience (Berger and Luckmann, 1999). Constructionism postulates the
existence of multiple socially built realities, which are not subject to laws in
terms of nature, where there is some kind of best set up statement system, about
which consensus was created (ibid). For the constructionist approach, it is
important what people know about POP AD, respectively it is interested
mainly in what knowledge influences customers within their acting towards the
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POP AD. Truth about POP ADs, knowledge about what POP ADs should be
like, will be obtained by mutual consensus of statements of customers, their
mutual interaction and discussion of reactions to POP AD, when customers co-
structure truth about POP ADs. Constructionist approach can be interested in,
for instance, the interpretation model of meanings and subjective reactions to
POP AD and mutual negotiation and rhetorical co-structuring of ideally typical
POP AD. It would not make attempts at a claim to one exclusive truth, but we
will try to get reality, social reality, and underline its everyday negotiation.

As already suggested, we do not perceive the research subject objectively
from our paradigmatic position, which would mean that a person and a POP
display have some essential nature, resp. that a POP AD has some objective
essence of "display-being", which is objective and unchangeable for all
customers. We do not really believe this definition. POP AD can exist and fulfill
its role and function when a customer can distinguish it based on certain
experienced categories. However, this certainly does not mean that we want to
question the existence of a POP AD as a material object. If we use the idea of
"social construction", we are concerned about conceptions of POP ADs that may
or may not coincide with the nature of the material world, which might lead to
troubles in the practice. We will focus mainly on experience and habits of
customers, which will help us to understand and determine any possible
encounters customers experienced and what expectations they have or
obviously will have from POP ADs they will encounter in the future. At the
ontological level, we also assume that there exist certain habitualizations and
institutionalizations, which are the phases of the social construction process,
when something that is primarily meant subjectively becomes an objective
obligatory rule. However, we do not claim that customer attitude towards POP
ADs must be necessarily construed like this, but we assume that the
habitualization and institutionalization may exist and we plan to only identify
their presence, if any. We will try to find out how customers get used to
encountering POP ADs based on their previous experience. Based on this
obtained knowledge, customers distinguish certain characteristics of POP ADs
and we assume that they may create some standardizations of POP ADs or
standardizations of their encounters with POP ADs, which orient their behavior
and decision making. Just based on these standardizations, we assume
possibility of habitualization, i.e. customary behavior relatively stable in time.

Much of existing research, which we summarized in previous chapters,
focuses on the efficiency of a POP display in terms of increasing sales. We
decided rather to give up the statistical representation of POP displays on
behalf of qualitative observations of their meaningfulness. Because we suppose
that a POP display which appears as absurd to a customer cannot be successful.
We will try to find out what the customers” idea of a typical POP display is,
how they typically purchase (or not) based on it.
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3.1.1.2 Epistemological perspective

As written by Bryman (2007, p. 16), “an epistemological issue concerns the question
of what is (or should be) regarded as acceptable knowledge in a discipline”. A
particularly central issue in this context is the question of whether or not the
social world can and should be studied according to the same principles,
procedures, and ethos as natural sciences. On the other hand, questions of
social ontology are concerned with the nature of social entities. The central
point of orientation here is the question of whether social entities can and
should be considered objective entities that have a “reality external to social
actors, or whether they can and should be considered social constructions built up from
the perceptions and actions of social actors” (Bryman, 2007, p. 22).

From the epistemological perspective, the thing is how the identification
character reflects to constitution of the research subject (Hubik, 1999). In the
spirit of the constructionist paradigm, the social environment plays the main
role here. The behavior of an individual is co-constituted by their consciousness
here. On the contrary, positivists of the paradigm believe that the subject is just
given thanks to the sense perception and experience, which is conceived very
closely (Hubik, 1999).Researcher’s thinking according to the constructionist
paradigm emphasizes coherence and common structuring of meanings of social
reality. The researcher and examined individuals are linked in a process, in
which results are created. According to the constructionist paradigm, there will
be accented the subjective side of reality, which is objectified in collective social
reality through consensus of particular subjectivities (Berger and Luckmann,
1999). Since the key for us is the human knowledge of the way of performing
some certain activities, we decided to learn about the situation when a customer
encounters a POP AD by other people talking about this situation and then
through the knowledge they have about this situation and they are willing to
share with us during a Focus group discussion (FGD). Investigating knowledge
about POP AD and findings of the analyzed object - POP AD - is carried out
especially within the process of interaction between examined informants and
the researcher. Our knowledge of the given phenomenon and hermeneutic
understanding of the process of shopping from POP AD is literally a product of
an interaction of the researcher and the customer, who are a sort of connected
integrated entity in the research process. For epistemology of constructionism it
is essential that reality exists only in context and within mental construct of
customers, respectively of those, who think of the world and co-structure it.

In contrast, Positivistic paradigm will see the reality of POP AD as
predetermined and will describe it especially by macro structural insight and
using quantitative methods. Positivistic approach would pursue such findings
that would help to determine abstract principles, up to which the customer acts
within the shopping process, where intellect is a priority tool for human
understanding and the world. POP AD exists then independently of the human
and their knowledge. In this paradigm, objectivity of the world - supermarket
environment or POP AD environment - is more important than the customer’s
subjectivity. But we do not claim that the positivistic paradigm cannot be
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beneficial. Epistemologically, it is important that such approach leads to a
different type of results as we discussed above when distinguishing positivism,
relativism and finally perspectivism, to which we profess (Fay, 1999).
Categories in which we recognize the research object reality, i.e. a customer
encounters a POP AD, allow us to observe the construction of potentially
variable behavioral rules depending on knowledge of participants of a
customer-POP AD encounter (customers as well as professionals on the
background of a POP AD material production). Such a perspective will not
allow us to map potentially important circumstances beyond the knowledge of
social participants, who influence the researched situation.

From more radical constructionist directions of thinking we are
distinguished by a presumption that POP ADs exist as objects, where it is
beneficial to distinguish them from contents of our consciousness whatever
their form, their function, their role in a store is not obvious and may change in
time solely based on our ideas of them (Berger and Luckmann, 1999).Therefore
we claim to participants of the discussion that if we do not define the subject as
an experience with a POP AD, we cannot say that we just create a POP AD and
the encounter situation by this act. However, we claim that everyone who
knows the environment of Czech hypermarkets and uses their services has an
experience with POP ADs as a category of objects, which fulfills a specific
function within the sales area. In the Czech Republic, they have been used for
such a long time that they have become a typical part of the shopping
environment and as such they have been internalized as a class of objects
regardless of names customers give them. Then thanks to these objects we may
suppose a customer experience with them which is used for the knowledge
creation (especially by standardization and habituation), which may also orient
their behavior in situations of encounter with POP ADs and is available for us
through stories told by customers about their routine shopping and typical or
extraordinary events related to it.

In terms of the perspective we adopted, it is necessary to understand well
the meanings used by participants themselves and that orient them in this
common, routine, typical situation. As already said, we are not going to
reconstruct the imaginary chain of courses and consequences, but a meaning
that is accessible to understanding. If we want to understand it, it is necessary
to reconstruct experiences of participants of FGDs with POP displays and
systematically compare various phenomena and circumstances, which as they
said play the same role in their decision-making process.

We suppose that not only customers but also professional creators and
implementers understand POP displays somehow. Thus we will focus on
understanding of the situation by professionals. As Dant (2008, p. 11) said:
"Those who design and manufacture objects anticipate how they will be interacted with
and how they will fit within the existing material culture. Their intentions are
embedded within the form of the objects they produce and are responded to or ‘read’
during interaction by customers or users. Material interaction involves pragmatic
relations that situate the meaning of objects in relation to other objects and the
intentions of the designer and the user."
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3.1.1.3 Methodological perspective

As Methodology is the subject of the entire chapter 3, let us discuss it in detail
in the following subchapters. Understanding of our object in context of the
selected paradigm is possible on basis of a language as an objective system of
signs referring to subjective inner contents. That is why we will make
qualitative interviews with our informants about their experiences with POP
displays and then we can analyze the meaning. Now employment of qualitative
strategy in our research will be presented and discussed.

3.2 Qualitative design of research

In consequence of elected paradigmatic position qualitative research strategy
will be used for creating answers to our research questions. The following
chapter will discuss the selected research approach, compare it with a
quantitative one and vindicate why there was chosen exploratory and
explanatory qualitative strategy. Thus, exploratory research leads to what
Glaser and Strauss (1967) appeal to in The Discovery for Grounded Theory,
which is rhetoric of generation where exploration is best interpreted as
exploration for discovery. This specifically differs from exploration simply as
investigation, which is rather too general a meaning for exploratory research in
social science, and from exploration as innovation, which is in contrast rather
too narrow and focused (Juup, 2006).

According to recent studies (Wiedersheim and Paul,1989; Boston 2003)
purpose of POP advertising effectiveness research is to describe individual
structure of execution, explain reasons for implementation, establish
understanding, predict results and (or) suggest measures. Moreover Yin (2003)
writes that research in area of POP advertising can be categorized as
exploratory, descriptive and explanatory. We can also utilize several of these
purposes at once and the purpose of the enquiry may change over time
(Saunders, Lewis and Thornhill, 2000). Exploratory studies can be used in any
of the research strategies (Yin, 2003). Exploratory studies are important means
of finding out what is happening, to look for new insights, to ask questions and
to weigh up phenomena in a new light (Saunders, Lewis and Thornhill, 2000).

Exploratory studies are useful when we are trying to clarify our
understanding of a problem. Exploratory studies can be conducted in three
principal ways: a review of literature, talking to experts in the subject and
conducting FGDs. Descriptive research is used to portray an accurate profile of
persons, events or situations (Saunders, Lewis and Thornhill, 2000). It could be
a continuing, or a forerunner to an exploratory research.

Explanatory studies establish fundamental relationships between the
phenomena when studying a situation or a problem (Saunders, Lewis and
Thornhill, 2000). We can combine different approaches and strategies and it is
also often beneficial to do so (Saunders, Lewis and Thornhill, 2000). Different
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methods can be used for different purposes in a study, as we may want to
utilize different methods to provide confidence that we were addressing the
most important issues. “Exploratory research may involve the use of a battery of
research methods - interviews, observation, documents and others” (Fisher, 2007, p.
166). Our study is mainly descriptive, since the focus of the research is to
describe, collect data about and analyze a specific phenomenon. The study is
also exploratory, based on our goal, which is to gain a deeper understanding of
POP AD role in shopping behavior of customers. However, the chosen
approach can also be called explanatory, because we map and interpret the
relationship between phenomena grouped around the role of POP AD during
shopping.

In our case, however, it is qualitative research, which was defined for
instance as “similar range of methodologies including grounded theory and
hermeneutic approach to the text interpretation” (Bradley, 1993, p. 433). We will
dare one note to the possible variability of interpretations of text, because in
consequence, each qualitative analysis, including an interpretation of image, is
an analysis of text, or text analysis including influences of culture, social
environment, socio-demographic variables, language and symbols. So we could
describe the qualitative analysis as a certain category of forms of analysis of
“social text”. Marginally, we will dare one more note to possible variability of
the text interpretation which we will further reflect in the analytic part of this
work. In terms of its interpretation variability, a text can be defined by the
degree of its openness and closeness. If a text offers more possibilities of its
interpretation, it is “an open text and contrarily, if it offers fewer possibilities of
interpretation, it is a closed text” (Jirdk and Kopplova, 2003, pp. 147-148). As
Umberto Eco (2000) mentioned: , The text is a tool designed to create a modeled
reader. This reader is not the one making the “right” hypothesis. The text must count
with a modeled reader, who has the right to test an infinite number of hypotheses.”
(Eco, 2000, p. 150)

Let us go back to the general definition of qualitative research. Strauss and
Corbin (1990) define this type of research also quite extensively, and this wide
definition, so popular with many qualitatively oriented authors, is an evidence
of the less structured and more flexible nature of qualitative research itself
compared to the quantitative research. For both authors, qualitative research is
research, “whose results are not achieved using statistical procedures or other ways of
quantification” (Strauss and Corbin 1999, p. 10).

The current trend and requirement of trans-disciplinary approach to
socially scientific research (Hendl, 2005; Louckova, 2010; Bryman, 2006) points
to a need of mutual co-operation of both types, qualitative and quantitative
research, and proves that these strategies cannot be strictly separated.

E.g., in the early stages of formation of the Grounded Theory, which will
be used within this research, methodologists Glaser and Strauss (1967)
considered both types of research as “complementary rather than contradictory
approaches (...)” (Glaser and Strauss, 1967, p. 17). However, both authors
consider qualitative data as a little more important and summarized: “Focusing
on qualitative data is necessary for many reasons. E.g. data describing structural
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conditions, variations, standards, consequences and causes, processes, configurations
and systems usually have the qualitative form. The situation is also often such that in a
given sphere, researchers do not need to pursue the research which would have a
qualitative form” (ibid). This is mostly because qualitative research is in the given
situation the most adequate and most efficient way how to get required

information and cope with the difficulties of the empiric reality.
The following table (4) offered by the methodologist Hendl (2005)
illustrates the basic difference between research with qualitative and research

with quantitative orientation:

Quantitative research

Qualitative research

Role Preparatory Means for searching
interpretations of
participants

Relation of researcher to a Distance Close

subject

Attitude of researcher to Outside the situation Inside the situation

behavior

Relation of theory and research

Confirmation, falsification

Theory often arises

Research strategy Strongly structured Poorly structured

Validity of results Generalization Contextual
understanding

Data Hard, reliable Rich, deep

Focus Macro Micro

Theoretical scheme Theory of a variability Theory of a process

TABLE4 Comparison of qualitative and quantitative research, adapted from Hendl
(2005, p. 57)

We have chosen to use a qualitative research approach, since it is in line with
the aim of our study, as already discussed in previous parts. In the chosen form
of qualitative research the central analysis units are words and they can be
further associated with descriptions and small scale-studies (Denscombe, 2000).
Instead of focusing on specific factors, qualitative research views things in their
context based on their connection with each other.

After a detailed study of academic and commercial research on the topic
of POP advertising, it was found that qualitative methods are not used in this
sphere. In fact there was not found any specific sophisticated research focused
directly on the topic of our study or similar topics, which would search this
sphere using a qualitative method. In related spheres, the qualitative strategy,
supported by the FGD technique, has been seldom used within research by
Tellis (1998) on the topic of mass media advertising. FGD was managed by an
assistant, who had prepared an outline of discussion points, not a full set of
questions. “It was assumed that respondents will encourage each other with notes and
yet reveal important questions the researcher did not realize” (Tellis, 1998, p. 432).

As already indicated, it was decided to use the data collection FGD
technique in research because it is believed that active interaction among
participants may bring the topic through our overall research setting further
than other available techniques.
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3.3 Reasoning behind Focus Group Discussions selection

At this point it is argued why the FGD technique was chosen in the research
study instead of other alternative techniques, which were possible to employ in
the context of our research questions. Above, we already mentioned that a
majority of research covering our topic has a quantitative positivistic character,
and if our objective is the analysis of a subjective world of customers, the FGD
technique seems to be the most suitable from all available methods. As e.g.
Morgan and Kreuger (1993) said, the FGD method is useful in the case of
existing big differences among participants themselves - customers and
decision-makers or professionals, when everyday use of language and culture
of the given group is outside previous concern of researchers, or when we want
to find out the level of consensus in a context of a certain phenomenon (Morgan
and Kreuger, 1993). In case of this work, it is an interaction of POP display
through discussion of professional and laymen (customer) perspective on a
given phenomena.

Shopping is a process of interaction and interpretation of meanings,
feelings, tastes or enticements. Group discussion is in this context “(...) suitable
for disclosure of public opinion and collective attitudes” (Hendl, 2005, p. 182),
because subjective meaning structures arise only in interaction. The FGD
method has a long history in marketing research (Morgan, 1997) and is also
widely used in medical research (Powell and Single, 1996). It is also suitable for
generating hypotheses and understanding a given phenomenon in advance
(ibid). So the FGD is a suitable technique for the initial phase of researching an
insufficiently examined phenomenon (Kreuger, 1988). FGD is also an ideal
method for getting inspiration to generate a hypothesis (Hendl, 2005), which
could be consequently used for deeper and quantitatively statistical
documentation of problems with shopping from POPAD in the future. So FGD
really seems to be a suitable technique of data collection within our research,
we could use it in the context of its exploratory character and the level of
knowledge in the given sphere.

In literature, we can find a number of definitions of the FGD method. Goss
and Leinbach (1996) characterized FG as a social event, Kinzinger (1994) as an
organized discussion with emphasis on interaction (Kitzinger, 1995). All this
makes the method beneficial within the research of social phenomena.

The choice of this technique is based on the assumption that shopping is a
complex process of mutual interaction of many factors and influences that
exceed the physical space of a hypermarket or a shop. As already indicated, a
great advantage of group discussions is group dynamics that help to stimulate
the answers of informants, because mutual opinion polemic of informants in
problems of assessment (e.g. visualization of POP ADs) is possible to
authentically simulate the “natural” conversation situation. As Hendl (2005, p.
182) says: “Experience shows that with well held group discussion, rationalization
schematics and psychological inhibitions are released and discussing people can more
easily disclose their attitudes and lines of acting, thinking and feelings in common life
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(...) so the group discussion is suitable for disclosing content of public opinion and
collective attitudes.”

The advantage of group discussion is also the fact that “(..)there is
immediately assessed information quality, because people mutually check their answers
and there happens balancing of opinions. The group dynamics contributes to focusing
on the most important topics” (ibid, p. 184).

The FGD technique stands between two fundamental techniques of
qualitative research -"involved observation, which is used inside social groups, and
semi-closed interview, which is used mostly for individuals” (Morgan, 1997, p. 7).
Morgan (1997) also summarizes the main differences between the FGD method
(further “FGD”) and other methods. While the advantage of FGD is the
possibility of controlled investigation of a large number of interactions within a
short time period, this control of FGD is also a disadvantage of sorts, because it
creates, in a way, false conditions of such human interaction. Compared to the
technique of involved observation, which could be potentially also used to
explore our research topic, then “...the degree of naturalism in most participant
observation studies is higher than the degrees of naturalism in most focus groups
studies” (ibid, p. 8). Hendl (2005) sees the basic comparison of advantages of
involved observation and disadvantages of FGD by research technique in three
points:

Advantages of naturalistic observation

Disadvantages of focus group discussions

Ability to collect data on a large range of
behaviors

Are limited to verbal behavior

A greater variety of interactions with the
study participants

Consist only of interaction
in discussion groups

A more open discussion of the research
topic

Are created and managed by
the researcher

TABLE5  Basic comparison of advantages of involved observation and disadvantages of

FGD, adapted from Hendl (2005, p. 57).

In this context we also argue not to use concepts of behaviorism, because we
will have only verbal statements about potential acting within the natural
environment. When analyzing the data collected through FGD, we should
always keep in mind that “(...) focus groups are largely limited to verbal behavior
and self-reported data. If the goal is to collect data on other social actions, rather than
just discussion of these activities, then the increased naturalism of participant
observation is necessary” (ibid). A similar problem, as mentioned here by Morgan
(1997), is also present in standard quantitative questionnaire research, which
could be good for our research purposes when appropriate “post-triangulation”
of obtained data is performed. However, for interpretation of subjective world
of customers in response to POP AD, the structured questionnaire is limited by
its closed categories. As we rely on the fact that informants do not mislead and
speak truly about their feelings and experience, in the case of the FGD method,
the questioner with structured questionnaire must accept the fact that they
investigate only opinions of informants and not necessarily the reality.
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Moreover, the questioner in terrain probably would not gain informant’s
confidence as much as a moderator of FGD in much more comfortable
conditions of a discussion studio. Also for these reasons we decided to use the
FGD method, even at the cost of rhetoric necessity (and with use of real
dummies, 3D models of POP ADs and projected visuals) to simulate natural
supermarket environment.

Among other techniques of data collection, as possible alternatives there
were considered, aside from the preferred FGD, also individual interviews,
informal interviews, narrative interviews, phenomenological interviews and
other questioning techniques (Hendl, 2005).0f course, we could think that also
other methods could lead to answering our research questions, but as Louckova
(2010) wrote in her book about the integrated approach to social research,
choosing the method also depends on the research context and research skills of
the researcher. No one of possible types of qualitative research is necessarily
better or worse. Mainly the resulting findings are important, which “(...) are
always subject to adequate criteria of science with appropriate verification procedures”
(Louc¢kova, 2010, p. 53). If we chose, e.g., individual interviews with customers -
laymen and professionals, we would lose the advantage of group dynamics,
which is essential for the FGD method (Steward et al., 2007).

At the same time, we considered as alternative also ethnographic
researching or ethnomethodology - perceived as alternative approaches to
researching selected phenomena defining other priorities when selecting data
collection method, but regarding the need to obtain basic insight into the issue
of inner life of customers and shopping from POPAD, it would be preferable to
use these methods in other research studies of this topic. In addition, in
ethnomethodology it is not about reconstruction of inner understanding of
meanings in the hermeneutic sense, but rather about a description of mutual
understanding of people and about how these people are making their behavior
understandable to others (Garfinkel, 1967, 1969).But the objective of our
analysis is a focus on customers’ inner understanding and their evaluation of
various visualizations of POP displays. Ethnomethodological interpretation of
the social reality and social interaction is offered by Goffman (1959) in his
fundamental work “The Presentation of Self in Everyday Life”. He mostly chose
the method of involved and uninvolved observation, but even here it holds that
the use of these methods has a greater efficiency after an initial researching of
the topic using the FGD (Hend], 2005).

We can identify several models of the FGD. Nevertheless, the most
important thing for the goals of this research of qualitative analysis is the
phenomenological model of FGD. Potter and Puchta (2004, p. 8) wrote that:
“The logic of the phenomenological approach is that in order to be effective in advising
on the marketing of products and services the researcher must share the experience of
customer. Focus groups should allow the researcher to experience the experiencing of
customers.”

It is necessary to admit that FGDs are also criticized mostly because of
biases in collected data (e.g. Armstrong, 2004, 2012, Rushkoff, 2005, Krueger
and Casey, 2000). These authors say that it is difficult to avoid subjectivity and
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bias in summarizing the responses of FGD participants because the responses of
participants are influenced by the presence and expressed opinions of others in
the group. It means that because FGDs are conducted in groups, a single
opinion expressed by one member can often sway other participants.
Armstrong (2004) calls this “bandwagoning”, where members of a FGD latch on
to an opinion and expand on it, which can sway the dynamics and opinions,
and therefore the results of the FGD data. Armstrong (2004) wrote that for
scientific purposes unbiased research is required and recommends using
individual interviews as it brings more validity of obtained data, which leans to
the positivistic perception of this issue. In our constructionist and exploratory
approach and grounded theory principles this criticism seems to be less
relevant. On the other hand, Armstrong (2004) explains that in some types of
sociological research, the "bandwagoning" effect may in fact be the goal: if the
researchers are aiming to reflect or recreate existing biases in the real world, a
FGD may be an efficient and accurate method of doing so. Shopping process is
also influenced by behavior and acting of other customers through for instance
already discussed aspects of social normativity, so biases are playing a role also
during decision making when encountering POP AD and we are interested in
these too. In this way, FGDs elicit information that paints a portrait of combined
local perspectives. The researcher can see how it “all fits together” (Duncan and
Marotz-Baden, 1999).

Aside from the above mentioned critique, there are many researchers, who
defend FGDs. E.g. Maly (2008) argues that big advantage of FGD is not just
participation of more informants in answers, but also “confrontations of mutual
opinions” (Maly, 2008, p. 98), he also wrote that FGD is technique very
advantageous for “exploration of motivation structures for specific expectations and
also customers” shopping decision making issues” (Maly, 2008, p. 99). On basis of
their opinion it is very advantageous to collect data through FGD in order to get
richer data (informants mutually stimulate their thoughts and recall their
experiences better). In methodological texts about FGDs (e.g. Bryman, 2007;
Creswell, 2009; Yoop, 2006; Krueger and Casey, 2000; Foret and Stavkova, 2003)
it is always stated that there are certain advantages and disadvantages of FGDs
in comparison with other techniques like individual interviews, but it is written
in theoretical literature that some of these are generally more or less reliable. In
some specific cases it is better to use interviews, in some cases FGD and it is
always up to the decision and argumentation of the researcher(Krueger and
Casey, 2000). FGD produces high quality data if they are employed for the right
purposes, using the right procedures (Krueger and Casey, 2000). Group
discussion produces data and insights that would be less accessible without
interaction found in a group setting (listening to others), verbalized experiences
stimulate memories, ideas, and experiences in participants (Thompson, 2001).
This is also known as the group effect or already mentioned group dynamics
where group members engage in “a kind of ‘chaining’ or ‘cascading’ effect; talk
links to, or tumbles out of, the topics and expressions preceding it” (Lindlof and
Taylor, 2002, p. 182). These aspects of FGD we consider as very important also
in the context of exploratory nature of our study, where mutual interaction
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could bring more “discoveries” than individual interview with the limitation of
individual thoughts of the informant and the moderator (Juup, 2006). During
FGD informants are more open and spontaneous than during individual
interviews where data might also be affected by interviewing individuals for
instance in a different time, interviewing in a different mood of the moderator
or interviewing in a different atmosphere (Maly, 2008). FGD ensures that
everyone is interviewed in the same way, all of them hear the same questions,
they are responding to same stimuli ... At the same time it is necessary to
consider that we took informants out of the natural environment of
hypermarkets, in which the customers are used to encountering POP Ads. We
believe in reflection of the listed arguments that in a group they are able to
better recall their own experiences and practices within mutual interaction. If
we show POP AD to just one person during an individual interview, it could
happen that he or she would not have much to say, because it is known that
customers consider POP ADs as being a common part of hypermarkets and
they do not think of them too much during shopping.

Group members also discover a common language to describe similar
experiences. This enables us to capture a form of “native language” or
“vernacular speech” to understand the situation. (Tracy, Lutgen-Sandvik and
Alberts, 2006)

It is also possible to limit or avoid biases presented by the moderator or
another person during FGD who managed to reveal thoughts looking like
consent to something someone else said, even though it does not have to be
true, and in such cases the moderation will stimulate such behaving informant
to formulate their answers in their words -the role of Devil's advocate (advocat
diaboli) during FGD (Thompson, 2001). So it is a person whose role is to
formulate objections against conformist approach of informants caused by the
influence of a dominant participant. Contra-argumentations of the Devil's
advocate enables us to check homogeneity of opinions of the whole group.

FGDs have also been used before in entrepreneurship research in the UK
(e.g. MacMillan et al., 1988) and in the USA (e.g. Sullivan et al., 1997) and also
occasionally by researchers investigating marketing or entrepreneurship
interface. FGD is accepted to be a useful source of descriptions and evaluations
of marketing processes and experiences in the context of entrepreneurial
marketing (Stokes, 2000).

As already stated, the researcher decides to use the technique of FGD in
his research project because he believes that primarily active interaction among
participants could bring the topic further in overall research setting than other
available techniques. In the following part, we will focus on operationalization
of two realized FGDs.
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3.4 Focus Group Discussions operationalization

The following chapter deals with the character of methodology and execution
of two FGDs with laymen and professionals who will share with us customer
perceptions, habits and experiences. We will discuss the design of scenarios and
selection of informants in FGDs execution in the context of our research plan.

3.4.1 Background and base line of Focus Groups Discussions execution

If we aim for hermeneutic understanding of the process of shopping and
perception of POPAD by customers, while disclosing how customers construct
meanings when confronting with the stand and how they practically and
objectively see design of the stand and its attributes, we must choose such data
collection strategy, which will enable us to involve subjective the world of
laymen and professionals without interfering with them through external
factors of shopping environment.

To reach insight into experience of customers, we involved POP ADs and
shopping based on them as a kind of lived world (Lebenswelt): “The concept of
Lebenswelt, or life-world, is one manifestation of existential-phenomenology’s
focus on lived experience (Valle and King in Thompson et al., 2001, p. 135). This
concept of existential phenomenology strives for description of experience in a
given situational context and bases its approach, similarly as our viewpoint,
around the term “lived”, respectively how the problem or the situation is lived
and perceived by involved people. At the same time, we are interested in
particular interpretation, hermeneutic understanding of situation of shopping
from POP ADs. In accordance with the principle of the interpretative sociology,
Weber introduces the term “verstehen” (to understand, to perceive)
(Harrington, 2006, p. 105) and underlines that to understand the social world,
social sciences must also deal with mentation of an individual and consider
them as an “interpretative creature”. This means that a human is shaped so that
to survive they must understand the world. It is done by selecting some of
numberless and contradictory aspects of reality and assigning meaning to them.
That is the only way to settle reality, and coherently and productively orient in
it by judgments and related practices (ibid). Therefore we chose a specific
laboratory environment of research studio and such design FGD, which would
most authentically illustrate a stimulate the situation of shopping from POP
AD, and at the same time to enable undisturbed insight into lived experience of
laymen and professionals and co-construct the situation of shopping from POP
AD with them.

In the above indicated context two FGDs were executed in a professionally
equipped laboratory of a specialized research agency. The first of them
consisted of professional informants having experience with POP advertising
and creation and implementation of POP ADs as their producers, developers or
implementers. The second discussion was conducted directly with laymen from
different social groups, who are the target group of POP ADs and who
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encounter them in hypermarkets. Every discussion was attended by 8
informants, an audio-video recording of each of them was made, from which
verbatim transcript was made subsequently and furthermore, during both
discussions, there were used graphic materials and visuals projected on a screen
in combination with physically present models of various POP AD designs.

3.4.2 Participants of Focus Group Discussions

When conducting the FGD, we perceived informants as a team on one hand
and used the interactivity of the group discussion, and on the other hand, we
should perceive informants as individualities(Dennett, 1995). When setting up
the structure of FDG participants, we considered potential problems of the FGD
method identified by Steward (2007) and their team. Within group discussion,
we eliminated negative influences of an eventual expert inside the group.
Krueger and Casey (2007, p. 99) mention two types of experts: legitimate
experts and self-appointed experts. If there is a person in the group who is
much more informed of the topic than other informants (legitimate expert), they
could interfere with the discussion starting and inhibit more introverted people
in their expression. But much bigger problem is self-appointed experts, because
they present their opinions as facts and often they become dominant speakers
of such group. In addition, we avoided the presence of people, who know each
other. They would also become a dominant speaking axis of the discussion. Last
but not least, it was necessary to exclude hostile group members from the group
in the extreme. A person, who has, for whatever reason, hostile attitudes
towards the topic or the discussion, and so makes it de facto impossible, must
be tactfully excluded from the discussion.

In the first discussion group (FGD 1), there were recruited professionals
from the sphere of POP advertising business (mostly people closely associated
with the implementation and development of POP media, mostly trade
marketing, brand marketing and sales specialists. In contrast, for the second
group (FGD 2), there were selected representatives of customers, shoppers in
hypermarkets of various socio-demographical characteristics, but also target
customers of given product categories (snack food and soft drinks), also later
referred to as Laymen.

Here are more specific characteristics of participants of FGDs, although
only in form of general profile to preserve their anonymity.
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BASIC DESCRIPTION OF PARTICIPANTS OF FGD 1 - PROFESSIONALS:

Name Characteristics

Karel (abbreviated in coding matrix “K”) Mars, confectionery, sales - man from sales
team experienced in implementation and
sales effects of POP media

Juraj (abbreviated in coding matrix “J”) Coca-Cola, soft drinks, trade marketing -
marketing professional experienced in
development and implementation of POP
media

Jakub (abbreviated in coding matrix “J2”) Pepsi, soft drinks, trade marketing manager
experienced also in sales, responsible for
development and implementation of POP

Martina (abbreviated in coding matrix Storck, confectionery, brand marketing -

“M”) (tm) manager experienced in development
and implementation of POP

Martin (abbreviated in coding matrix Johnson and Johnson, cosmetics, trade

“M27) marketing manager experienced in

development and implementation of POP,
worked on a similar position in the
company OPAVIA in the past (also
confectionery)

Lucie (abbreviated in coding matrix “L”) Kraft foods, confectionery, trade marketing,
manager experienced in development and
implementation of POP

Miriam (abbreviated in coding matrix Retail chain Interspar, retail chain, deputy-
“M3”) manager of the company, POP specialist -
responsible for dealing with the sales
environment in retail stores SPAR CR

(hypermarkets)
Monika (abbreviated in coding matrix Kofola, trade marketing - marketing
“M4”) professional, experienced in development

and implementation of POP media.

All professional people were selected as the most competent in the given
companies. They submit, develop and implement POP advertising
communication tools for brands of their employers. All of them have a
minimum of three years of experience in the sphere of POP advertising, and
will enable us to get true professional perspective on the topic of shopping from
POP AD.

BASIC DESCRIPTION OF PARTICIPANTS OF FGD 2 -LAYMEN:

Name Characteristics

Jan Works in the sphere of property
management IT as a methodologist and
economist, secondary education, 38 years
old, goes shopping alone or with their little
daughter

Marcela Works as a bank clerk, 34 years old,
university education, goes shopping
together with boyfriend

Zuzana Residential designer, secondary education,
21 years old, alternates with boyfriend in

shopping

(continues)
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Radka 31 years old, secondary education, clerk

Vilém Works as driver, secondary education, 34
years old

Jakub Student, 18 years old, goes shopping by
themselves

Marta Works as a receptionist, 20 years old,
secondary education, goes shopping with
roommate

Jakub 2 Works as an architect, 26 years old,
university education, goes shopping by
themselves

Participants of discussions were recruited to represent typical Czech mall
shoppers in terms of socio-demographical structure.

We can say that the customer group is represented by three age groups 17
- 25, 26 - 35 and 36 - 40, young people without children living their “student
lives” and customers with families with two children up to eighteen years old.
As for their education, there were recruited customers qualified without
graduation, with secondary education with graduation and with university
education shopping mostly in hypermarkets. At the same time, these selected
customers represented customer target groups of the brand Snickers and the
customer target group of Coca Cola. For concrete insight into our recruiting
criteria, see Appendix 1 (Recruiting form).

When selecting informants, we also paid close attention to selecting them
as communication partners, who would be willing to confront their opinions
and standpoints openly with the others. Both groups had balanced numbers of
men and women (4:4), who were mixed together during discussion and had
enough space in the discussion laboratory contributing to their comfort and
fluency of discussion. We chose a bigger discussion room than a typical FGD
studio and modified the space understanding that women and men have
different spatial demands on comfort as written by e.g. Aiello (1987). For
example women “... will find it more difficult to compensate for great interpersonal
distance and will therefore feel more as they move farther away from the person or
persons with whom they are interacting. Discomfort can become stressful and affect
members” contributions to the discussion” (Aiello in Fern 2001, p. 55). Plenty of
space around a round table, gender mixed sitting order, moderators stimulating
discussion in all speakers and their effort to involve all speakers in the
discussion, all this should help to improve the discussion and physical comfort
of invited participants.

Each discussion included eight informants, “which is quite a standardized
number of informants of a focus group ensuring ideal function of group dynamics”
(Hendl, 2005, p. 183). Hendl (2005) suggests six to eight participants, but with
six participants only, we would not be able to fulfill required criteria of target
groups of laymen and professionals. And Greenbaum (1998, p. 46) thinks that
“number of ten is ideal for a big group, but such a number of people would not allow us
to include all topics and attributes of various models and types of stands in an adequate
time period”.
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3.4.3 Technical execution and visual support of Focus Group Discussions

From both discussions, there was provided a professional audio-video
recording, from which there was then created a commented transcript, and in
addition, during both discussions there were used graphic materials and
projected visuals in combination with physically present models of different
POP AD designs customers could see and touch. Photos and visual methods of
research have been respected for a long time and used by social anthropological
and sociological research for many decades and are "used in various ways”
(Banks 2007, p. 33). “Interview, focus group, surveys, conversation analysis, all have a
valuable and often necessary place in generating qualitative data for sociological
insight...very often, the addition of visual methods can bring added dimension”(Banks
2007, pp. 115-116). And it is these hidden interpretive schemes that are the
subject of our analysis. "The most important thing which can be stated in this context
is that the recipients of the image are not limited to passive reception of intended
meanings of the creator and contained in the image, but they actively participate in
modification or creation of new meanings” (Sztompka, 2008, p. 94). The use of
projected visuals with simulation of several POP AD appearances and locations
in stores and presence of real models of POP ADs should contribute to a greater
suggestive influence of the model situation, stimulate imagination of the
informants and invoke imagining of a particular context of situation of
shopping from POP ADs. Using photographs and graphical visuals, which we
employed during FGDs as a visual support to induce suggestive imagination of
different appearance attributes of POP ADs and their various locations in the
area of the hypermarket helped to stimulate memory and imagination of
laymen and professionals participating in FGDs. Simulated attributes and store
locations were selected on the basis of those discovered and presented in
literature through theoretical chapter 2.

A photograph is an effective aid which stimulates the imagination of the
participants, but it also helps to generate ideas and thoughts more easily, whose
confrontation stimulates group dynamics of the discussion. Actually they
structure thinking of people in some ways and make them to focus on the
examined topic (ibid). Using photographs and graphical simulations helped us
to find out how people experience communication with POP AD when
shopping, also because “photographs as a kind of facts cannot speak for themselves,
information must be extracted from them, interpreted, decoded and it is necessary to
unwrap content included in visual introduction of phenomena” (ibid, p. 79) and this
fact also facilitates deeper insight into experience of laymen and professionals
through the group discussion, because by connecting all used media we finally
reached the most possible authentic simulation of customer experience with
POP AD.
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3.4.4 Focus Group Discussions management

FGDs were moderated by the author of this research themselves with the
assistance of an experienced FGD moderator from a research agency on the
basis of a semi-structured scenario. The author decided to moderate the
discussion themselves, because he had theoretical as well as practical insight
into the problem, he was experienced in moderating and understood principles
of the role of a moderator (about the role of moderator, e.g. Greenbaum 1998,
pp- 73 - 83 or Fern 2001, pp. 129 - 138). The role of the assisting moderator was
mainly to limit or avoid biases. It means taking care of revealing thoughts
looking like consent to something someone else said, even though that does not
have to be the case, and within the moderation to stimulate by certain
techniques such as guiding the informants to formulate their answers from their
opinions and in their own words. This role is called the Devil’s advocate
(Thompson, 2001) and their task is to formulate objections and counter-
argumentations against a conformist approach of some informants caused by
influence of a dominant participant.

Within the research process, the role of moderators was absolutely crucial
and moderators had to be able to guide the discussion operatively to research
targets.

The scenario, which had semi-structured form (Appendix 2), was divided
into two main parts and structured similarly but differently for the group of
laymen and for the group of professionals and covered the same topics always
adapted to the perspective and context of laymen’s or professionals” experience.
At the same time, because the problem we examine has not been researched, the
scenario of the Focus Group was conceived as semi-open, so that a moderator
represented by a researcher could have space for flexible ad hoc adaptation of
the scenario on the basis of reactions of a group and development of the group
discussion (Hendl, 2005).

The first thematic part generally covered POP AD and shopping based on
them, while in the second part informants were supposed to talk of various
models and variants of POP AD executions in a more organized way and
discuss visually simulated placement of POP ADs at retail locations (Appendix
3). One of the other topics was attributes of POP AD success or failure, its ideal
appearance and characteristics, its advantages and disadvantages. One of the
goals of the discussion was to verbally create a model of an ideal POP AD
across the topics discussed and their attributes. During the discussion, the
moderator was using flipcharts to record discussed attributes of POP AD and in
interaction with the informants, they were hierarchized according to
importance. Similarly hierarchized were various 3D models of POP ADs placed
at various retail locations that made informants’ thinking more structured,
especially in the second part of FGD.

At this point, a brief selection of basic questions was also mentioned, with
the questions being similar for both groups of examined informants, laymen
and professionals to facilitate subsequent comparison of both perspectives of
two different groups of participants. The exact wording of the discussion
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scenario is attached in Appendix 2. Below please see just a brief summary of the
content.

Brief content of the scenario for laymen and professionals:
Discussing POP AD generally:

What should an ideal POP AD look like?

What do you think is the most important characteristic or feature of a POP AD,
which will get you interested and you will want to “buy”...? What next?

Let us analyze essential features of POP ADs: material, location, color, size,
what products for, location, shape ...?

“What kind” of a POP AD, “what for” and “where” do you now miss it in
stores?

Discussing graphical simulations of various POP ADs executions of appearance
for Coca Cola and Mars (Snickers):

Photographs were gradually showed to informants - pictures of particular POP
ADs, or real POP ADs in different modifications (simulation of attributes)

For each POP AD:

What do you like or dislike about it?

What would you change about it?

Where is this POP AD suitable or unsuitable?

For which products is this POP AD suitable or unsuitable?

After showing all simulations and models of POP ADs and discussing the
questions above, more questions were asked in relation to the showed POP
ADs:

In your opinion, what are the main differences among the demonstrated POP
ADs?

Is there any similar to your described ideal POP AD?

Why is this very POP AD ideal?

Which one of the demonstrated POP ADs encourages you to buy a displayed
product most and why?

Discussion of graphical simulations of various POP ADs locations follows:

Informants will look at pictures of existing placements of POP ADs of Coca
Cola and Mars (Snickers).

Try to analyze positives and negatives of placement of these POP ADs based on
the previous discussion. Do you know them? What would you change and
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why? What do you like?
Please, discuss the optimal placement of the given POP ADs.
In what points do you actually miss POP ADs of CC and Snickers in stores?

Complete versions of scenarios for both groups please see in Appendix 1.
Each realized FGD lasts approximately two hours.

As already mentioned, from both FGDs, an exact transcript was made based on
a high quality audio-video recording, on which analysis was made, whose form
will be discussed in the following chapter.

3.5 Data analysis method - Grounded Theory

Now let us focus on the preferred analytical method of categorization and
summarization of data that inspired us for the target analysis. In the following
chapter the method of Grounded Theory (lately abbreviated as GT)is described
and, in addition, three types or phases of coding of collected qualitative data are
given.

3.5.1 Grounded Theory research

As already mentioned in the previous parts of the text, we chose the GT method
for analyzing qualitative data obtained using the FGD data collection technique.
We will focus on justification and description of using this method now. GT in
research process aims to create theory grounded in data collected in a suitable
way. The type of theory generated by this process “tends to be middle-of-the-road,
that is, somewhere between grand theory and a working hypothesis” (Jupp, 2006, p.
132). Attention is dedicated mostly to acting and interactions of observed
individuals and processes in particular environment (Hendl, 2005). This
strategy is connected to names of American sociologists B. Glaser and A.
Strauss (1967). It was later modified by Glaser (1992) and Strauss and Corbin
(1999).GT is a research approach that was developed in response to concerns
over the predominance of quantitative methods in social sciences and the
tendency for research to be undertaken to test existing grand theories (Jupp,
2006).Glaser and Strauss (1967) saw what they perceived as an embarrassing
gap between theory and empirical research. Instead they proposed an inductive
process in which theory is built and modified from the data collected. Their
methodological recommendations “found positive response among qualitative
researchers, mostly due to relatively detailed definition of methodological stages”
(Hendl, 2008, p. 123). “It stresses that comparing all the data throughout the analytic
process is the most elucidating way to knowledge” (Jupp, 2006, p. 37).We choose the
GT, which stands in the background of processing, analyzing and interpreting
the data we obtained, and which, according to Glaser and Strauss (1967), should
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improve the researcher’s ability to generate a theory, for reasons mentioned by
both authors as pillars of the methodology of GT. Their proposal aims to
(Glaser and Strauss, 1967):

“Create a theory, not just test some existing theory”

Provide the research process with the systematic character as a basic
feature of a “good science”

Assist the analyst in overcoming prejudices and assumptions they
brought into the process or created during it

Provide justification for the submitted theory, create a dense network of
findings, and develop sensitivity and integration, to be able to design
wide, well created, explanatory theory, closely approaching the reality
that it represents (ibid).

Also Hendl (2008, p. 123) is concluding advantages of GT strategy:

Provides explicit procedures for creation of theory

Provides procedures for approach to a study, which will be flexible and
at the same time systematic and coordinated

Provides explicit procedures for analysis of qualitative data

Is useful mostly in applied areas of research and areas which are not
theoretically processed enough

There are many examples of GT application

This approach lets researchers develop their own theories relating to their area
of study, and “encourages their own creative intelligence in the process” (Turner,
1981, p. 225). Turner also lists the advantages of GT as:

promoting the development of theoretical accounts and explanations
which conform closely to the situations being observed; theory is
therefore likely to be intelligible to, and usable by those in the situations
studied;

developing theories that are likely to be comprehensive rather than
oversimplified ways of accounting for a complex world;

directing the researcher immediately to the creative core of the research
process, applying the intellect and imagination to the process of
interpreting the data.

GT is a strategy of inquiry in which the researcher derives a general, abstract
theory of a process, action or interaction grounded in the views of participants
(Creswell, 2009). This process involves using multiple stages of data collection
and the refinement and interrelationship of categories of information (Charmaz,
2006, Strauss and Corbin, 1990, 1999). Two primary characteristics of this design
are the constant comparison of data with emerging categories and theoretical
sampling of different groups to maximize the similarities and the differences of
information (Creswell, 2009).
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We chose the GT and some of its procedures especially thanks to the
above mentioned aspects, which seem to be completely relevant for the needs of
our analysis.

It is suitable also due to the exploratory nature of our research approach.
Thus, exploratory research leads to what Glaser and Strauss (1967) appeal for in
The Discovery of Grounded Theory that is a “rhetoric of generation” (1967, p. 18),
where exploration is best interpreted as exploration for discovery. This
specifically differs from exploration simply as investigation, which is rather too
general a meaning for exploratory research in social science, and from
exploration as innovation, which is in contrast rather too narrow and focused
(Jupp, 2006)

Furthermore, Haig (1995) in his article “GT as Scientific Method” offers an
accurate summary of the role and character of GT compared to other research
approaches. Since its introduction in the 1960s, GT has been progressively
developed in a way that is consistent with its original formulation, such that it
is currently the most comprehensive qualitative research methodology
available. Deriving its theoretical underpinnings from the related movements of
American pragmatism and symbolic interactionism, GT inquiry is portrayed as
a problem-solving endeavor concerned with understanding action from the
perspective of the human agent. GT is typically presented as an approach to
doing qualitative research, in that its procedures are neither statistical, nor
quantitative in some other way.

Similarly as Haig (1995), also Hendl (2005) noticed that the method of GT
“(...) requires entering into terrain (...)” and noted that “the grounded theory requires
searching in natural environment, where the given phenomenon happens” (ibid, pp.
127-128).

Under the circumstances when we are trying to conduct one of the first
explorations of a subjective world of customers in the sphere of using PO AD,
thanks to the high number of impulses and fragmentation in the shopping area,
observations in terrain would aggregate the possibility to gain insight into
interpretative schemes of customers shopping in malls from POP ADs.
Customers could feel disturbed in the sales area by the questions of the
observer, and we also do not consider this environment to be suitable for
stimulating memories and sharing experiences rich in details. Therefore we
decided to proceed with the discussion “in vitro”, “at the round table” with the
fact that we will try to evoke the shopping environment by physical
presentation and projecting pictures of real sales areas and real displays, which
have been subjected to various critical observations of members of both
discussion groups as accurately described in the previous chapter. With
reference to our constructionist inspiration, we could say that shopping in
hypermarkets is an integral part of everyday world and its routines, and from
this we could deduce an assumption that with appropriate verbal and visual
stimulation, participants of the discussion would not have a problem sharing
authentic experience and apply authentic interpretative schemes.
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3.5.2 Grounded Theory and Paradigm Model

We do not adhere strictly to the GT methodology, because as already said in the
chapter about qualitative research, such type of research is less structured and it
often adapts ad hoc to the given situation. At the same time, our analysis,
largely based on data from two FGDs, gives rise to an ambition to build an
entirely new theory in an inductive way based on GT, respectively not a real
theory, but comprehensive ”Paradigm Model” (Strauss and Corbin, 1999, p. 72)
which will represent relations of different components of the researched
phenomena and group them according to the predefined structure of GT. We
prefer to begin with already obtained findings of other theories and try to
confront them and supplement in terms of perspective of the involved
customers. However, we intend to induce a theory which would not necessarily
be absolutely new, but it arises on the basis of inspiration from previous
theories, which should not be infirmed but supplemented with so far neglected
perspectives, which we substantiate in the theoretical chapter of this text.
Nevertheless, using some methodological procedures of the GT and three levels
of coding described in chapter 3.5.4, we would like to create an interpretation,
structured in Paradigm Model, of looking at the phenomenon of shopping
based on a POP AD. From this approach, aside from a theoretical contribution,
we expect benefits in the form of concrete interpretations and recommendations
for entrepreneurial practice.

3.5.3 Constructionism and Grounded Theory

At this moment, it is also necessary to mention how the desirable Paradigm
Model relates to constructionist inspiration of the study. In this context, we
should emphasize again that constructionism inspired our general thinking of
the role of marketing as a science and its relation to the customer.
Constructionism provides a useful set of terms (habitualizations, typifications,
objectification, institutions, intentions or experiences), which enables us to
inflict our own Paradigm Model, i.e. model of customer decision making in
relation to purchasing based on a POP AD, into a broader context. GT and
constructionism are connected especially with an interest of understanding
explanatory schemes of behavior and their impact on behavior. But GT itself
could not connect the induced generalizations with some consistent theory of
human action. As we are limited by objectivistic assumptions about behavior
(maximization of use, input-output theory), we need to refer to a logically
coherent alternative of looking at humans and their action. This is provided by
constructionism, or more precisely, “Social Construction of Reality” (Berger and
Luckmann, 1999). Within the work with data and especially their analysis, we
will base our work on proved and functional GT principles.

As Hendl (2005) states, a qualitative research project differs from a
quantitative one in its smaller structure and a flexible approach that allows us
to adapt the research project ad hoc to the situation. We acquire new knowledge
through our analysis of the subjective world of customers using free social
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constructionist inspiration and GT to organize and analyze our data. Our work,
however, does not aspire to theoretical and methodological synthesis of social
constructionism and GT. We are also aware of the view that linking
constructionism and GT is inappropriate, in the words of Glaser "Constructionist
Grounded Theory (GT) is a misnomer. GT can use any data; it remains to be figured
out what it is” (e.g. Glaser 2002, p. 1) but at the same time, the author
acknowledges partial constructionist orientation of GT (Glaser 2004).

Our analysis and FGD is rather oriented on lived, subjective world of
laymen and professionals who represent customers to obtain statements of
surveyed target groups about how they interpret and internally construct their
own interaction with the POP AD, and how do they define their experience. We
are factually interested in laymen and a definition of "social situation" (Goffman,
1999, p. 19), when an individual is acting on the basis of an initial definition of
the situation and uses so-called "defense mechanisms" to defend and preserve
their own definition of the situation (ibid) . In our research, in context of the
above indicated FGDs, which were made possible in the "laboratory" conditions
of FGD studio, we prefer to obtain the initial definition of the situation -
“buying from a POP AD”.

3.5.4 Grounded Theory as an analytical method

Selection of the GT analytical method is based on the presumption that
informants have long-term experience with shopping and that they are able to
structure this experience knowingly and share it in an FGD interview in order
to better understand our customers and increase theoretical sensitivity to the
problem.

The GT is a theory inductively derived from examining the phenomenon
that it represents. This means that it is disclosed, created and provisionally
proved by the systematic collection of data about the examined phenomenon
and by analyzing this data. As already indicated, GT it is not a concrete theory,
but it is a strategic tool used to create a theory (Strauss and Corbin, 1999). But
let us repeat that we are not going to create a directly comprehensive theory of
interaction of POP ADs and customers, because creation of such a theory
requires much more data to be analyzed. That said, we will create a Paradigm
Model that represents an interaction between a customer and a POP AD. This
option is given pragmatically as we need to represent customers’ behavior
related to POP AD just as they talk about them. This method will enable us to
show what must happen to make a buyer to buy based on the POP AD and this
will simultaneously identify all the problems implementers should bear in
mind.

Before presenting an analytical process according to GT, let us briefly
discuss theoretical sampling in this strategy. Theoretical sampling is a central
part of the grounded theorizing advocated by Glaser and Strauss (1967).
Grounded theorizing is usually regarded as a form of qualitative inquiry,
though in fact its originators saw it as applicable to quantitative data too. In this
context theoretical sampling is tied to the purpose of generating and developing
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theoretical ideas, rather than being aimed either at producing findings that are
representative of a population or at testing hypotheses (Jupp, 2006).

According to Strauss and Corbin (1999) in GT we analytically process
qualitative data in three levels of coding:

1.  Opened coding - in transcribed data, we create a basic encoding matrix so
that we can create a term for every category of the phenomenon of any
importance, and localize where it is concretely mentioned. Then we sort
such terms into more general categories (e.g. we will insert the size and
color of a POP AD into the category of POP AD features).

2. Axial coding - during the consequent coding process each category of the
phenomena is analyzed based on its different qualities in various
mentioned situations. These dimensions mostly take shape of two or more
alternatives that excludes one another. To give an example, categorized
phenomena are equipped with dimensions such as small or big (for size of
POP AD) or comfortable or inconsistent with corporate identity (for colors
of POP AD).

4. Selective coding - we rearrange such created categories, terms and their
dimensions into a Paradigm Model, i.e. we will classify them into groups
according to their place of encounter with POP AD.

Paradigm Model differentiation (ibid):

PHENOMENON (Central category) - According to Strauss and Corbin (1999, p.
73) it is "Phenomenon or Central category, event, case, on which focuses a set of
managing or controlling actions or interactions, or this set of actions is having certain
relationships to it", in our case it is the phenomenon : “customer encounters a
POP AD in a hypermarket."

CAUSAL CONDITIONS - Strauss and Corbin (1999, p. 73)describe causal
conditions as ,events or conditions that lead to the emergence of Phenomenon,
respectively central category."Without the phenomena to which it relates the story
would not have happened, although its influence on the central category is
indirect. Here we associate codes, which are crucial for the actual discovery of
the POP AD in sales area.

CONTEXT - Again, let us first repeat the description of the context of Strauss
and Corbin (1999, p. 74) that appears to be "a specific set of properties that belong to
the phenomenon and also the location of cases of this phenomenon on the dimensional
scales. It is also a set of conditions under which strategies of acting are
applied."Context is crucial for answering our questions and also contains a
dense network of relationships between the various codes.

INTERVENING CONDITIONS - As written by Strauss and Corbin (1999, p. 75)
intervening conditions are characterized as ,broader structural context of the
phenomenon that simplifies, or conversely makes it difficult to use action or interaction
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strategies in a particular context. They are broad and general terms and conditions that
affect the strateqy of behavior or interaction."In the drama they are present in the
form of so-called story reversal. It is a phenomenon that occurs when
everything that has been told is "stood on the head" and begins to function
differently.

BEHAVIOR AND INTERACTION STRATEGY-In the book by Strauss and
Corbin (1990, p. 76) this component of the Paradigm Model is described as "acts
or interactions focused on the management, control, or responding to a phenomenon as
it occurs in a context or under a specific set of conditions." In our case these are
habits of informants when shopping in a mall.

CONSEQUENCES - This is the last component of the Paradigm Model
described by Strauss and Corbin (1999, p. 78) as ,The results of actions or
interactions responding to a phenomenon or managing a phenomenon. This may be the
consequences or results of action of people, places or things."Our story will not end
merely with the customer buying the product or not. Each POP AD certainly
primarily aims to increase its profits from the sale, but its potential options are
far richer. Thus we see through the consequences of open code- POP AD
implementation objectives.

FIGURE 7 Visualization of Paradigm Model- adapted from Strauss and Corbin (1999)

This systematization also enables compressed representation of categories,
terms and dimensions in a graphical form.

Within the Paradigm Model follow the dependencies of dimensions of
different terms. E.g., we see that if a POP AD is big and shapeless, informants
can easily confuse it with a rack and it will not interest them. Here we actually
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tell concrete stories about how a POP AD does not work well or, conversely,
how it works on buyers very well.

The general goal of the analytic work is systematic processing of data
according to principles of constructionist epistemology. So let us repeat that we
are interested mainly in how people think and what is important for them, i.e.
what are all possible attributes and what can be done wrong or, conversely,
well.

Regarding the evaluation of the interpretive research, traditional concepts
of validity and reliability are deemed irrelevant, therefore they must be
substituted with other means of evaluation such as the concepts of “reflexivity,
richness in points, literary styling, analytical generalization and multiple voicing”
(Hall, 2003, pp. 68-69). Denzin (2009, p. 140) calls for flexible guidelines not
driven by quantitative criteria for the evaluation of qualitative research because
the qualitative research community is not one single entity. It will be in this
vein that we return to this discussion in the form of a critical evaluation of
research in Conclusions subchapter 6.3.2.

3.6 Theoretical and Methodological design of research

As a simplified outcome of the methodological chapter, the following figure (8)
illustrates theoretical and methodological design of our research. As illustrated
in the Figure 8, within the literature reviewed, we first dealt with existing
theoretical concepts related to the customer decision making process when
encountering a POP AD. We speak mainly about direct attributes of POP ADs
and other factors, which play a role within such an encounter. Consequently,
we have organized two Focus Group Discussions with laymen and
professionals, through which we obtained qualitative data for the following
analysis considering findings obtained by studying the literature. The data
analysis was approached within the GT strategy and three levels of qualitative
data coding defined by it. Our analysis and the consequent data interpretation
were trying to capture everything that is influencing the customer purchase
decision making process when encountering POP ADs by understanding the
subjective world of customers. Then we structured the identified phenomena
into the Paradigm Model, whose particular parts are predefined in GT. Just the
Paradigm Model, consisting of 6 parts listed in the Figure 8, is one of the main
outputs of our research and also created a source of entrepreneurial
opportunities.
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Main research question : What is the role of a POP AD in customer purchase
decision making in Czech hypermarkets and how understanding of it can
serve as a source of entrepreneurial opportunities for POP advertising

entrepreneurs ?
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FIGURE 8 Theoretical and methodological design of our research process




4 ANALYSIS AND FINDINGS

In the next chapter, we will present the findings of the analysis and the answers
to our research questions. More specifically, our objective is to tell the general
story of purchasing decision making when encountering a POP AD through a
Paradigm Model, which is, according to Strauss and Corbin (1999), a schematic
illustration of subcategories and categories of phenomena in the file of
relationships. As already mentioned, data that has been categorized within the
open, axial and selective coding, and to which we will also pay some attention,
are then arranged in a logic of their own examined phenomenon within the
following groups of phenomena: the examined phenomenon (central category),
casual conditions, intervening conditions, strategy of negotiating, context and
consequences (Strauss and Corbin 1999, p. 72). Open and axial coding together
with parts of the Paradigm Model will define a structure of this chapter.

We make all of our conclusions on the basis of statements of participants
of our two carried out FGDs. When citing a group of laymen (number 1 in front
of a dash) and professionals (number two in front of a slash) we will always
refer to tables in an Excel file, in which there is all necessary relevant coding,
transcriptions of both FDGs and a total scheme of all codes. These citations will
then have the following form: (Sheet name, line number). E.g., if we cite a laymen
group member from line 456, the data will look like this: (1/456).

4.1 Research questions and goals

Before we describe the exact steps of analysis and before presenting the results
of our work focused on extending our knowledge of the subjective world of
laymen customers purchasing from POP ADs and professionals from the
sphere of use of POP ADs and POP advertising, often stylizing themselves into
the role of a customer, we will mention our research questions and sub-
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questions and briefly outline the way of answering them in this chapter.

Our main research question that outlined the objectives of our analysis and this
research as a whole is:

What is the role of a POP AD in customer purchase decision making in
Czech hypermarkets and how understanding of it can serve as a source of
entrepreneurial opportunities for POP advertising entrepreneurs?

In answering this question, the emphasis is placed on customer expectations
(derived from their strategies) and on objectives, for which POP ADs can be
used. Let us mention that the term “decision making ,means that purchasing
based on a POP AD is based on quite a rapid decision and without planning it
in advance. There exist two conceivable variants.

The customer wants to purchase simply and quickly and so a POP AD can
support sales thanks to its good location, or it can remind the customer of a
product they could otherwise forget.

Customers want to diversify their routine purchases with unusual
experiences and then a POP AD can play a role of sales promotion, suppression
of competition, brand promotion or providing information. Here, aside from
the placement of a POP AD, the appearance of a POP AD plays an especially
important role.

At the same time, our analysis revealed five different objectives, which
could be fulfilled by POP ADs: sales promotions, higher attractiveness then
competition, brand promotion, informing about and mentioning a product. Let
us make a little simplification, which will be corrected in due time, and which
will allow us now to derive connection between strategies and objectives as if it
wasn’t mediated through the central category, which is influenced also by other
parts of the Paradigm Model, which we will explain in other parts of this
chapter.

To attract customers looking at the purchase within the frame of the first
strategy, it is possible to make a good use especially of a POP AD that supports
sales by accessing new spaces, where customers could buy a product, which
saves their time, or a POP AD reminding of a product. In both cases, a POP AD
plays the role of a servant. The second strategy, which we derived from the
statements of our laymen, is represented by the POP AD, which seeks a positive
effect on the customer, e.g. it wants to attract them aesthetically, entertain them
or inspire them. Such POP ADs will certainly support sales, but they could also
be used to suppress competition, promote a brand or inform of some
innovation. Here we can see a POP AD in the role of entertainer. Tools for
fulfilling these roles and related objectives include open codes creating a
context of an encounter of a customer with a POP AD. We will talk about them
below.
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Specific research questions:

1/Under what conditions and how do customers purchase from POP ADs
advertising displays in hypermarkets?

Statements of laymen at the general level confirmed our expectations. Purchase
has a routine nature for them, they perceive POP ADs as an integral part of the
hypermarket institution and they decide about purchasing based on it quickly,
without previous planning. When customers purchase from POP ADs, it
depends on the strategies described above. A hypermarket is being recognized
as large and chaotic and a POP AD could react to these conditions by
improving possibilities for customers to be oriented and by sophisticated
placement of a POP AD, which will allow customers to save time when looking
for products of certain categories. Or hypermarket is being perceived as similar
to a promenade, the shopping area represents a playground and a space of
possible discoveries and a POP AD shines out from usual monotonously boring
racks. If we perceive the idea of a condition in the strict sense of the word, i.e. as
circumstances, without which a POP AD could not get to the shopping area, it
depends mainly on its size reduction and competition of POP ADs, which are
already in the shopping area. Further we will show that purchase based on a
POP AD is also affected by intervening conditions representing phenomena
that could be found only in some cases but which lead to different
consequences than those intended.

2/ What are the kinds of customer habits and experiences in exploitation
of POP AD advertising displays?

There exist many habitual practices a customer uses during their routine
purchases. We succeeded in generalizing some of the data into two strategy
types: purchase quickly and simply and enjoy shopping. Other ones relate to
characteristics of a product, but they defy any generalization. There was also
confirmed that customers could have good as well as bad experiences with POP
ADs and this could be affected by a good consideration in production and
placement of POP ADs.

But the habitual practices of customers show in many places of the
analysis, and therefore we will give the full answer to the question at the end of
this chapter.

3/What are the attributes perceived by customers during shopping from
POP advertising floor displays and what can we influence?

For brevity, we mention four main types of attributes of a POP AD: appearance,
size and placement of a POP AD, material and safety of a POP AD and
completeness and comfort of a POP AD. We can affect almost all of them, only
the size of a POP AD and its completeness depend on the capabilities and skills
in individual stores. The importance of each attribute depends on the
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customer’s buying strategy and on objectives which are placed upon POP ADs
by the submitter as already indicated above. This perception of the context of an
encounter with a POP AD may change on the basis of three possible intervening
conditions: shopping with a child, an impression of product’s poor quality or
dangerousness, respectively impracticality of a POP AD, and if customers feel
like being manipulated unfairly by a POP AD to do shopping.

From this analysis, which seeks to fill the gap in the field of knowledge
and understanding of the phenomenon of shopping from a POP AD by its
subject, we hope to achieve a better understanding of the circumstances of a
typical customer purchase with all phenomena that come into the game. Mainly
we want to reveal and identify attributes of POP ADs, which affect good and
bad experiences of customers from the interaction with a POP AD, and which
we can affect, in the broader context of phenomena that we cannot affect, but in
the better case we can knowingly adapt to them.

Revealing negatively perceived or, conversely, desirable attributes is
intended to help implementers of POP advertising in practice.

It may potentially not only to increase profits from POP ADs and related
subjects, but also to help entrepreneurs and POP AD implementers modify the
shopping area and placement a POP AD more practically. So laymen were
interviewed about how they usually do their shopping, how they perceive POP
ADs, if they miss POP ADs somewhere based on their experience or,
conversely, impede. There were tested various types of locations in different
segments of shopping area and much more.

In addition to focusing on answering the main research questions, there
were tested various types of interactive POP ADs, i.e. POP ADs actively
influencing the human senses. We will briefly mention them. Concretely we
talk about:

- use of LCD displays

- releasing perfumes or scents to attract customer’s attention
- sound elements

- lighting

Interviews also included projection of different design variants of POP ADs for
Coca-Cola and Snickers, their color variants and possibilities of placing them.
This data was already presented by these companies, which helped to finance
the research, and in this chapter we will refer to these pictures presented in the
methodological chapter, where reasonable, for better understanding of
statements of FDG participants and their concrete talks.

By testing these attributes (designs presented in the conclusion of the
methodology chapter and other brainstorming carried out at FDG over the
visualizations and models of POP ADs) we also want to find out if customers
think of the given innovations and elements as meaningful and if they do not
create barriers to purchase from such displays.

Another important objective will be to build a comprehensive model of
roles of different phenomena and circumstances - the above mentioned
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Paradigm Model, which participate in customer decision-making processes,
and so they have an impact on the success or failure of POP ADs. Unlike
research studying the isolated influence of one variable, we could create a
slightly different holistic model created on the basis of all phenomena and
circumstances, which come into the game in terms of customers. This gives an
explorative character to our research anywhere the data allows us to, we also
seek a more detailed description or even explanation of the phenomenon.

Analysis of purchasing from POP AD presented here aims to understand
better the shopping process and everyday contact of customers with POP ADs.
Findings we will get could be used for more effective implementation of these
advertisement means and more sensitively decide about their form and
function in terms of customer expectations.

Now we can already proceed to a more detailed description of the whole
analysis and present our findings more closely.

4.2 Open and axial codes

Open and axial coding is a basic analytic method and if we also add selective
coding, we get three fundamental coding levels of GT (Corbin and Strauss,
1999). Due to the nature of the research process of the qualitative study and its
continuously ad hoc modified project (Corbin and Strauss, 1990, 1999), we do
not present open and axial coding in particular chapters. In accordance with
principles of the GT, the continuous data comparison led to the fact that both
phases of coding blended and supplemented each other. However, we present
their results separately for better clarity.

Original coding matrix consisted of only open codes mostly on the same
level of generality. So at first, we will present the final results of open coding,
which essentially only indicated an occurrence of some phenomenon without
an ambition to capture the concrete form of its thematization. Open coding
quite disputed a clear distinction between discussing groups of professionals
and laymen. We briefly present and interpret this distinction below, so that we
can continue to present the results of axial coding.

4.2.1 Transcript and open coding

The transcript we provided was a literal transcription of FGD, in which we
further sought to transcribe pauses and emphasis, interjections, laughter, as
well as to indicate potentially interesting places, which provided inspiration for
the initial naming of open codes. That led to commented transcript (HendI 2005,
pp- 208 - 209), although the author’s text is not present in the transcription.
Consequently, inspired by the concept of social construction of reality by Berger
and Luckmann (1999), using some procedures of the method of the GT analysis
(Strauss and Corbin, 1999), we performed open coding, which was oriented by
our research questions. During the first data exploration we already categorized
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the open codes (see Appendix 3 - Analytic Coding Matrix, sheet: “Coding 1
Laymen” and “Coding 2 Professionals”).

The purpose of this section is to introduce open and axial codes. And
further we will present and interpret some “complex categories”, usually
structurally inspired codes, which bring together phenomena of lower
generality and which helped to disclose contexts of other open codes by their
simple presence. Such complex categories are much more general and did not
continue with us within the analysis up to the Paradigm Model level, but they
rather helped us to create and especially determine the central category and its
different forms.

The following table (6) presents the frequencies of open codes in particular

groups.

FGD laymen FGD professionals

POP AD attributes

Material 21 Material 22
Material resistance 5 Material resistance 7
Luminosity 27 Luminosity 4
Color 47 Color 39
Design - graphic 47 Design - graphic 74
processing processing

Design - shape 114 Design - shape 18
Adpvertising message 25 Advertising message 21
Display placement 143 Display placement 156
Size 12 Size 35
Restocking 22 Restocking 17
Interactivity 60 Interactivity 73
Safety 9 Safety 4
Display condition 1 Display condition 5
Spatial accessibility 1 Spatial accessibility 16
Manipulation with a 2 Manipulation with a 4
display display

Manipulation with 28 Manipulation with 7
product in a display product in a display
Quantity of productina | 7 Quantity of productina | 5
display display

Number of product 18 Number of product 10
types types

Functionality 75 Functionality 27
Product attributes

Product price 20 Product price 9
Product category 65 Product category 20
Product size 13 Product size 6
Brand 6 Brand 73
Advertisement 0 Advertisement 11
Target group of display | 26 Target group of display | 10
Lay topics Professional topics
Shopping behavior 125 Amount and 19
/habitual practice of competition of displays
customers in a store

(continues)
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Appearances - first 34 Relation: expert - 17
impression submitter - store
Manipulation with 27 Objectives of using a 52
customers display

Reasoning - system 15
- perspective
Complex codes
(categories)
The ability of display
to attract customer’s
attention
In desirable way 121 In desirable way 69
In undesirable way 21 In undesirable way 33
Distinctive display
characters
Barriers when using a 75 Barriers when using a 23
display display
Floor display vs. rack 25 Floor display vs. rack 17
(UsP) (UsP)
Advantages of using a
display
For customers 163 For customers 25
For experts 2 For experts 23

TABLE6 Summary of categorized open codes and their occurrence frequency in data
from both FDGs.

We should add that the occurrence frequency itself means that the given
phenomenon was discussed rarely or too much. These frequencies should not
prove anything, they rather provide a view of a structure of coding matrixes
and implicitly also of original group discussions.

So does it give any evidence of any objective difference among the
groups? Also here is the answer negative, at least in the case of frequencies. For
very high frequencies, it is sufficient that discussion participants join the issue,
or that a moderator often asks about ambiguities in statements of discussion
participants. But we could find a significant difference in groups of codes “Lay
topics” and “Professional topics”, which practically never occurred within the
second group. Both lay and professional group had their own specific topics. It
means that in these groups, neither of them spoke about the topics typical of the
second group, although both groups were able to change customer and expert
perspectives (roles) when looking at advantages and disadvantages of a POP
ADs. E.g., the group of professionals did not speak about ,manipulation with a
customer”, which coded the topic of ethics in marketing, while laymen did not
think of worries of implementers of POP ADs. But this does not prove anything
by itself. The key for understanding the diversity of groups can be found at the
very bottom of the table, where we can find complex categories , advantages
for laymen” and “advantages for professionals”. While laymen spoke almost
exclusively and very intensively about advantages for laymen, professionals
combined both perspectives, which we will further specify in the following
subchapter. So for now let us say that the difference is not in the groups as such,
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but in the fact that professionals have one more perspective thanks to their
profession. And they are not missing the ability to think of their own experience
as customer.

4.2.2 Lay and professional perspectives

At the very beginning, it is necessary to specify the terminology we will use
further in the context of indicating informants and roles they alternately
accepted during FDG. When we talk about FDG groups, or their participants,
we will further talk about laymen and professionals. When we further talk
about customers, we mean all FDG participants, because all participants of our
research (including professionals) draw on their experience as customers and
projected this perspective into their statements. We could say the same also
about the expert perspective sometimes accepted also by laymen. So further we
name the roles, into which laymen and professionals alternately enter as FDG
members, as “customers” and “experts” and we also talk about their
perspectives. In this context we should also say that the customer perspective
rather helped us to define the central category of the Paradigm Model (and also
the strategy of customers and intervening conditions), while the expert
perspective helped to define possible objectives of using displays, which fall
under consequences in our Paradigm Model, and causal conditions, without
which the display could not even appear in a store. The influence of causal
conditions on the central category is mediated, because causal conditions
determine the appearance of display in a store, but they do not influence the
central category directly, but rather through their influence on the context as a
group of phenomena in the Paradigm Model (e.g. through the possible size or
possibility of placing a POP AD within the shopping area). Therefore it does not
seem so interesting to monitor a direct influence of casual conditions on the
central category. But it was rather a perspective of customers present in groups
of laymen and professionals, which was fundamental in an effort to answer
research questions, because our questions are focused on the subjective world
of customers and their experiences with POP ADs.

This customer perspective of laymen and professionals is based on a
view of a person shopping directly in the shopping area within normal routine
purchase. Let us mention at least one illustration from both groups:

M - M2: “I also wanted to say that for me as a customer, it would be ideal to place the display
at a point I want, with goods I want, for a price I want... so when I go to buy, I do not know,
(he is thinking) a toothbrush, to find it exactly where I want, so I do not have to... to be able to
find it, I do not have to go somewhere far away...” (2/837)

Marcela: “It is much better to take it out of such a display, also because it is angled and racks
are usually horizontal and it is often difficult to see it. Taking it out is easier also for kids..”

(1/781)

Laymen accept the expert perspective very rarely. Spokesmen in the following
passages have a critical standpoint as customers, thus to relativize their own
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standpoints consequently, respectively to complete them by taking on the
expert perspective:

Marta: “I think that the bars by cash-desks must be a nightmare for all parents. When
standing in a queue by a cash-desk, children are bored, they see something that is nicely
colored, I mean the packaging. But it is a smart marketing act, from this perspective I really
take it.” (1/649)

Zuzana: “So I would, I think that if they were not there, I would spend less money. But it is
just my point of view, and it is good for the ones who are selling them.” (1/687)

The fact that laymen lack the knowledge of implementers of POP ADs does not
mean that they have no idea of their existence at all. In the language of the
social constructionism we would talk about the POP ADs as an objectification of
marketing expert intention to increase sales of a certain product. Objectification
in the context of our research means that the customer understands the
presence of a POP AD in a store as a sign, which refers to subjective intentions
of a POP AD implementer. Or in other words, a customer knows that the expert
seeks something and accepts it as a part of the game. That is the work of these
people and customers have latent knowledge that some people stand behind
POP ADs, who are trying to earn a living by drawing attention to products, in
any way - as we will see later - they do not always recall the circumstances
with an equal intensity.

The expert perspective is adopted from the position of the person who
prepares a POP AD, or who has the task of taking care of it within a shopping
area. In the logic of open codes, this perspective is characterized by an emphasis
on safety, functionality or economic relationships submitter-store (retail store).
From the disposition of the expert knowledge, which deepens this perspective,
there are not just advantages for experts, but it makes them rather unconfident
about their abilities to imagine an authentic experience of a layman, who has no
expert knowledge. The following passage proves the uncertainty of a
professional about whether a person who does not know some things would
think the same way as the person who knows them when in a shopping area.
Simply, an expert is not able to forget the importance of some phenomena, and
so he hesitates here in connection with the topic of safety, if their customer
perspective is not deformed by the perspective given by their profession (the
expert one):

M - J: “I'd just add, if it is important for us or for a customer. When I go shopping, well, I do
not know..”. (2/430)

Then this uncertainty spawned disputes in interviews of professionals:

Z - M: “...when I imagine that a 150cm display falls next to me that also....”

Z - M3: “...we should rather think of the safety similarly to the one who is placing the
display, that it should be safe, and-and-and, easy manipulation, etc. these are advantages for
us.” (2/495-496)

These doubts are sometimes so strong that they spin the perspective
schizophrenia into a spiral. In the following passage, one of the professionals
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blames other professionals for talking about things unimportant for customers
and product sales (again it is about safety), but at the same time, in their
reproach, they reproduces entirely alien clichés typical of the positivistic
marketing into a customer perspective, exactly as we saw inspired by Arndt
(1985) in the theoretical chapter:

M - J: “...I'm talking about a new impulse (...), because an impulse is an impulse, it has
nothing to do with durability, timing- that is not an impulse. Impulse has nothing to do with
stability, because impulse is about giving a slap to a customer about a product. Information
about a product as ... (pointing to displays behind) this is an impulse on our part (...) this
communicates three brands (...) the purpose is to sell (...) and then we can have a hostess
there, handing out samples and distributing some leaflets. My question is if am here with you
or somewhere else, so OK.” (2/560)

As we will see later, customers care about safety and it is a phenomenon, which
plays a role of a potential problem and a reason to avoid some POP ADs based
on their experience. So the conclusion is that any differences between laymen
and professionals we may find, these are not essential. Both groups are able to
accept both perspectives, though professionals do that more often. Also let us
remember that if we talk further about laymen and professionals, these are
labels to name groups, which should not underline their assumed essential
dissimilarity. If we talk about customers or experts, we mean perspectives of all
participants in both FDGs.

4.2.3 Axial coding

Now we will proceed to the axial coding itself, or let us say to dimensions and
values of open codes, which consequently inspired the Paradigm Model itself,
which is a final objective of the whole analysis.

In total we identified or determined four basic groups of codes -
phenomena within the open coding;:

- POP AD attributes
- Product attributes
- Lay topics

- Professional topics

Above these basic, rather descriptive categories, associating open and axial
codes into groups, we further identified complex categories of codes, which
were used for heuristic needs of localization statements and their interpretation
and did not gather any dimensions in terms of the axial coding. These were
rather helping us in the analysis, because they localized statements in
transcriptions we were able to sort and display in relative parts of the Paradigm
Model according to their own logic thanks to these complex categories.
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POP AD advantages
- for laymen
- for professionals

Distinctive characters of POP AD
- barrier when using a display
- POP AD vs. sales rack

Ability of a POP AD to attract an attention
- in a desirable way
- in an undesirable way

Below there is a table of particular groups of codes (we know from open
coding) and their dimensions and values (axial coding) the given codes are
gaining. The table is a synthesis of both groups we examined - laymen and
professionals.

As well as the previous table with frequencies of occurrence of particular
codes, we do not intend to interpret and comment these summaries of codes in
this chapter. We can get the answers from the selective coding, but to be
understandable for the reader, it is necessary to first present a complex of codes
we use in the selective coding. At the same time, there will be illustrated the
procedure of our analytic work. So here it is captured in the phase of the final
axial coding:

ATTRIBUTES OF POP ADs:
FGD1+FGD2 | Axial codes
open codes
POP AD dimensions/values
attributes
Material concrete: metal - plastic - board
gloss - matt
Material durable - nondurable
resistance
Luminosity distinguishable - undistinguishable
Color distinctive - indistinctive
attractive - unattractive
conformal - non-conformal with a brand (brand brought by POPAD)
Design - interesting — monotonous
graphical well - badly visible brand
processing conformal - non-conformal
seasonal - yearlong
intelligible - nonsensical

(continues)
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Design - shape

2D-3D
homogenous - heterogeneous

POP AD hypermarket - supermarket - petrol station
location concrete placement: cashier area - rack front - central aisle - action zone
- permanent section
permanent- temporary
individually - in a group
complementary combination of location
Size big - small
Completeness filled up - unfilled up - empty
Interactivity eyesight: under-lighting - LCD
hearing: sound
sense of smell: odor
action: competition
Safety stable - unstable
POP AD state | clean - dirty
newish - battered
Spatial purchase and product visibility: from one side - from more sides
accessibility
Manipulation easy - difficult
with a POP AD
Manipulation easy - difficult
with a product
ina POP AD
Amount of small - big
products in a
POP AD
Amount of one kind - more kinds
product kinds in
a POP AD
Functionality supplied finished - to be completed

interferes - does not interfere in the shopping area
light - heavy

universal - single-purpose

filling up requirements: small - big
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PRODUCT ATTRIBUTES:

Product dimensions/values

characteristics

Product concrete categories: soft drinks - confectionery

category

common - uncommon assortment
impulsive - non-impulsive goods

Product size

small - big

Brand traditional - innovation
reputation: quality - poor quality product
Advertisement | TV advertisement
leaflet promotion
Target display | Mars
group Coca-Cola
Product price common - action
LAY TOPICS:
Lay topics dimensions/values
Shopping complex categories referring to many phenomena and codes
behaviot/habitu
al practice of
customers
Appearance - usually refers to open codes (appearance of instability, appearance of

first impression

cleanness, appearance of un-fullness)

Manipulation
with a customer

manipulated/non-manipulated.
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PROFESSIONAL TOPICS:

Professional dimensions/values

topics

Amount and small - big

competition of | tolerable - intolerable for a customer
POP ADs in a

store

Relation: Fees for placing a POP AD
expert - provide - do not provide data
submitter - common - superior relationship
store

Objectives of | sales promotion

using a POP higher attraction - competition
AD brand support
informing

product recall

Reasoning - POP AD price
system plenty of space - lack of space
perspective POP AD needs - does not need maintenance

TABLE7 Summary of groups of open codes and their dimensions and values. (FDGs 1
and 2)

This is what the axial coding - summary of open code dimensions - looks like.
It is not necessary to comment on the meaning of each dimension, because these
dimensions and values are named logically and purposefully in the presented
matrix - from a name of each category, it is evident what it means in a context
of its code.

During the analysis, the open and axial codes went through several phases
of a reformulation. The first phase of coding was an orientation by a form of
semi-open codes, where our attention did not purposefully and structurally
focus on clearly defined categories. Nevertheless, already in the beginning of
the analysis it was clear that we would focus mainly on direct attributes of POP
ADs in order to answer the research questions. The second phase of coding was
more precise and began to find potentially significant relations among
particular categories and subcategories. The result of the third coding was
grouping codes, which we identified as having more significant influence on
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the newly found central category, into groups. This refers to the context, as a
part of the Paradigm Model, on which we will focus later in more detail.

As we found 19 open codes in the context, we decided to create five
groups, into which we classified these codes depending on what they concern
in this coding phase.

Product attributes

- Appearance of POP AD
- Location POP AD

- Material and safety

- Comfort and restocking

We leave some open codes recorded in the summary of open codes relating to
POP AD characteristics out of the analysis, as these will be further mentioned.
Their lower significance was caused by the fact that they do not essentially
influence the central category and do not contribute to answering the research
questions, but they rather relate to expert problems, or marginal phenomena
unrelated to the questions, not to the customer perspective, which we are
interested in. E.g., we can mention manipulation with a POP AD in the
shopping area (physical manipulation and its technical aspects), circumstances
of negotiating a POP AD placement into a store (e.g. price for the placement),
demands on the work of store staff (e.g. restocking a POP AD) or universality of
a POP AD.

So that is all for the beginning and now we can move on to selective
coding, which will help us to answer the research questions.

4.3 Selective coding

Selective coding is a process, in which we select one central category to
systematically get into relation to other categories defined by the Paradigm
Model. Then, during this phase, we select categories and relations which seem
to be relevant for the central category. At the same time we also improved and
developed names of open and axial codes and their classification in the coding
phase (Strauss and Corbin 1999, p. 86).

In principle, the Paradigm Model helps to tell the story. In our case, the
story is about a customer’s encounter with a POP AD. So the Paradigm Model
is a scheme, which helps to generalize particular stories by comparing them and
tracing up similarities systematically.

Before we move further, it will be useful to introduce categories of the
Paradigm Model concretely by an adapted schematic diagram and consequent
text description in the context of our research problem.
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FIGURE9 Graphical scheme of the basic parts of the Paradigm Model according to
Strauss and Corbin (1999)

CENTRAL CATEGORY

As already said, we choose the category of an encounter of a customer with a
POP AD as a central one. Then we distinguish four of its dimensions: 1. The
customer is pleased encountering it and buys the offered product (Considerably
positive effect); 2. The customer just buys the product without a problem but
also without any good impressions (Trouble-free shopping); 3. The customer
encounters a POP AD, but buys nothing (Unconcerned about POP AD) and 4.
The customer is annoyed by the POP AD somehow and does not buy anything
(Notably negative experience with POP AD).

CAUSAL CONDITIONS

Here we group codes, which are crucial for the actual appearance of a POP AD
in a shopping area. In our analysis, these include codes of “system perspective”,
“Quantity and competition of POP AD in stores” and “the relation expert-
implementer-store”. Without the phenomena, to which they relate, the story
would not happen, however, their influence on the central category is indirect.
If we follow the dramaturgic metaphor, the main character is not yet on the
scene and would never learn about these things, although they may perhaps
assume them indefinitely somehow.

STRATEGY

We succeeded to differentiate two general strategies of shopping in
hypermarkets, for which it is possible to determine meaningfully the relation to
the central category. Customers can come to a hypermarket to look for a
possibility of quick and easy purchase (Simply and quickly), or they come with
the intention to seek through a labyrinth of offered goods and have fun doing
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so (Enjoy shopping).

CONTEXT

Context is crucial for answering our questions and also contains the densest
network of various relations among codes. Above, we have already
differentiated five spheres of the context, which are: 1) Appearance of POP AD;
2) Location of POP AD; 3) Product attributes; 4) Material and safety; and 5)
Comfort and restocking. This also includes interactivity, which we will also
mention, but this is not the same quality data, because discussion participants
did not have much experience, on which we focus, so it has quite a hypothetical
character compared to the others.

INTERVENING CONDITIONS

In dramas, there use to be present so called scenic reversals. If this phenomenon
happens, everything that has been said so far makes no sense and starts to
function differently. In our analysis, we found out three such phenomena: 1) 3
versions of semblance) , 2)shopping with children, and 3)manipulation with a
customer.

CONSEQUENCES

Our story does not end just when a customer buys or does not buy a product.
Every POP AD certainly aims at an increase of sales profits, but its potential
possibilities are much higher. That is why we perceive consequences through
an open code and so the objective of using a POP AD, which has dimensions: 1)
Promotion of sales, 2) Higher attractiveness than competition, 3) Promotion of
brand, 4) Inform, 5)Remind of a product. These dimensions are not mutually
exclusive, so POP AD can fulfill more of them at the same time. This should not
be forgotten, both in research devoted to POP ADs and in the practice itself.

We present the structure of the Paradigm Model also in Figure 10 below, which
will follow us in the other parts of the analysis. In this general scheme, we will
further graphically show relations among particular parts of the Paradigm
Model
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Promotion of sales

e Quantity and competition
of POP AD in shop

e  System perspective

e Relation of implementor

and store

«  Higher attractiveness then
competition
. Promotion of brand

e Inform

«  Remind product

Considerably positive
effect

. Trouble-free shopping

. Unconcern about POP AD

- Notably negative

experience with POP AD /

Semblance of low quality

of product on POP AD

e Semblance of
dangerousness

- Semblance of complicated
manipulation with
product on POP AD

e  Shopping with children

\

e  Simply and quickly
«  Enjoy shopping

e Manipulation with
customer

APPEARANCE OF POP AD COMFORT AND RESTOCKING
D Design - advertising = Restocking
PRODUCT ATTRIBUTES 5
message - Spatial access
= Design - shape (form) BTG = Manipulation with

o Colour
= Condition of POP AD

Product category products in POP AD

Size of product
Price of product
Target group of brand
/ product

= Advertising

LOCATION POP AD MATERIAL AND SAFETY

= Size of POP AD = Material
a Location of POP AD - Material resistance
\ in store - Safety /
FIGURE 10 Graphical scheme of the detailed structure of the parts of the created
Paradigm Model

As already mentioned, during our results interpretation we much emphasize
that our approach to experience with shopping by customers is not immediate.
The mediator used in our research is retrospective statements of customers
about their shopping obtained within FGDs, which are then analyzed using the
GT. This way of work provides the researchers with the status of social
construction (Berger and Luckmann, 1999). A social construction (also called a
social construct) is a concept or practice that is the construct (or artifact) of a
particular group (ibid). A construct in the philosophy of science is an ideal
object, where the existence of the thing may be said to depend upon a subject's
mind (Bunge, 1974). So we do not expect that the results of our research non-
problematically reflect the objective truth, but that they construct the behavior
model structurally referring to constructs of informants and partially also the
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researcher. Within the open and axial coding, we focus mainly on the way
customers structure their purchase, so within the selective coding, we
reconstruct their statements with the emphasis on capturing relations of open
and axial codes according to the Paradigm Model by Strauss a Corbin (1999).
This model describes the structure of human behavior in a typical situation, so
that we suppose that behavior of customers in the situation defining the central
category is influenced by all categories arranged in the Paradigm Model
(Causal conditions, Consequences, Strategies, Intervening conditions and
Context), into which we re-arrange constructs of our informants.

Not all parts of the Paradigm Model have the same status. In the case of
the Context, Intervening conditions and Central Category, we have great
confidence that we have captured constructs of customers they use in their
everyday life, because the names that were given to them resulted from
adopting terms of the informants (they said that they perceive the situation just
like this and not otherwise). We can say that these constructs are important for
orientation of customers during shopping from POP ADs as such. While we
were able to identify the strategies from the statements and from the approach
of informants to the problem, it is not really clear if this dichotomy is used by
customers when everyday shopping in such an unambiguous form. That would
mean that every customer decides in advance whether their shopping will be
simple and quick or if they intends to enjoy their shopping, which actually does
not have to apply in all cases as we will describe in the following text. So in this
context, the strategies have been rather constructed by the researchers. Finally,
Causal conditions and Consequences are more constructions of professionals
than laymen.

So customers use different constructs to help them orient themselves in
reality, using them to orient in typical situations and within these constructions,
they can perceive themselves as a certain kind of a customer (they compare
their own actions to others) and we use them to construct the second order
typology. So we do not expect that customer constructions are set once and for
all, but we insist that our findings are close to the truth in terms of how
customers describe their experience from shopping from POP Ads. At the same
time we can imagine that their typical behavior might change. E.g. in the case of
establishing an absolutely new POP-type communication tool into stores, i.e.
motivation of customers towards change might help to create something they
do not know and something that might make them create new habits.

Our research thus reconstructs habitualized behavior of customers, which
stably repeats in time. It is a construct that reconstructs and re-arranges
constructions of customers on the level of habitualizations. It means that these
partial constructions are often tied to the shopping experience of particular
customers and do not have a coercive force of nature (that it would be
obligatory to do it just this way, otherwise sanctions would follow). So our
Paradigm Model re-arranges everything important during the customer-POP
AD encounter into a well-arranged structure and reconstructs constructions
used by customers for orientation and deciding during their everyday
shopping.
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Now let us focus on the results of our analysis. Within the decision
making process of a customer when they encounters a POP AD, we can
summarize that we found four dimensions within the central category with a
systematic relation to objectives that should be fulfilled by a POP AD in
accordance to intentions of its submitters (implementers). There exist two good
roles here: to engage positively and cause an experience of its own kind and
simply offer a product to be bought without any problem. The first case makes
sense in the case of innovations, about which we want to inform, or in the case
of more expensive goods, where a high quality product may be supported by a
high quality POP AD including interactive features and creative design. In the
second case, placement seems to be crucial as other attributes are expected to be
trouble free - interactivity should be in the sense of sound, or odor (depends on
concrete product). Now let us take a closer look at the central category of this
research.

4.3.1 Central category

The central phenomenon of our analysis arises in the moment when a customer
encounters a POP AD in a shopping area. Although it may seem trivial, it took a
while before we finally found and described this category. The way to it led
mainly through complex codes to attract attention in an undesirable manner.
Let us give an example of a citation describing the difference:

M - M2: “To attract isn’t always the same thing. When a person looks at this, it is really cool.
To me, it seems great and coherent to the brand with the fact that there is something by
Snickers as to add energy, yeah. To me, this evokes satisfaction with the brand and also it is
unbelievably and amazingly visible. It is visible, but too much is too much.” (2/1130)

The cited participant of the discussion accepts the ability of the projected POP
AD to attract attention, which is certainly very important for any POP AD, but
this particular one is “too much”. Really, it means that there exist two types of
negative reactions to POP ADs. Aside from cases when the AD fails to draw
attention, it may also draw negative attention to itself. Then in contrast, there is
a difference between a POP AD assessed as a good support that helps
customers to orientate within a shopping area, or it could remind them of a
product that would otherwise be forgotten. But it is not a subject to some
revolutionary design that would attract attention profoundly. The customer
finds such a POP AD rather than the POP AD attracts them. But other POP ADs
can act as an attractive aesthetic object, or even a source of entertainment. Just
these deliberations over systematically coded data led us to define the four
following dimensions of the central category, which extend a flat perception of
a POP AD as something which sells or does not sell a product.

So when a customer encounters a POP AD, the following situations can
occur:



188

4.3.1.1 Considerably positive effect

A customer encounters a POP AD and they are really pleased to see it. In their
eyes, such a POP AD stands out from a shopping area structured by
monotonous racks. In statements, such a fact is well recognizable, because a
customer remembers the design of a POP AD and often even the brand, it
means not only the category of the product, after a certain time interval, and
they are able to talk about their “experience”, which means that a real
experience occurred. Let us show several examples:

Marta: “I remembered a POP AD with chocolate Lindt, because I really like chocolate.”
Zuzana: “Yeah! This is such a one. Sure. Well, it is like me, I also remembered the candy,
because I like it.”

“What else? Do you think there could be another reason? It is due to the product,
because you like the product.”

Marta: “So, e.g., I am trying to avoid the aisle with this candy, because our budget is limited,
but this is sort of a pyramid of chocolate in the middle of everything, which was impossible to
overlook in any way.” (1/615-621)

Katka: “I perhaps remember most the Haribo and Lindt chocolate. I like it.”

“What do you like about it?”

Katka: “How they did it in terms of design. Perhaps, these are the nicest POP ADs, well.”
(1/625-629)

Honza: “I saw some like this, there were mugs with a mole, I was buying it for Christmas to
my mum and that really got me.”(1/635)

Unfortunately, it is not possible to represent facial expression of the FDG
participants through a text, when they were talking about these spontaneously
mentioned POP ADs our informers met in the past. Whatever the reason, these
POP ADs greatly impressed them.

4.3.1.2 Trouble- free shopping

Here it is a classic impulse, but without significant subjective experience,
purchase from a POP AD. This is not necessarily the worse variant compared to
the previous one. We can say that it complies with needs and expectations.
Again, let us mention several examples:

Zuzana: "I quite like it - so, now I'm not talking about the POP AD form, you know, but
rather the idea of the POP AD. That a person just goes to buy something and sees it there
separately like this and does not have to look for it. They just go by, take it and go on. And
also it has acceptable height, it is settled, it seems quite nice to me.” (1/216)

Marcela: “I, if I can - so, I am quite satisfied when they are by the corners on any side of the
aisle. For instance, I remember the POP AD for Actimel, which is crucial for me, because we
buy it quite often and like this I do not have to look for it.” (1/639)

Zuzana: “And also I think that today too many people hustle and they would simply not even
take it if it wasn’t in the POP AD. They would not even go for it there. But when they see it,
they get an appetite for it. Because they just see it, they have memorized it, they have some
things associated with it and just take it and go on.” (1/665)
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Such a POP AD “only” helps the customer. But it definitely is not enough to
realize sales, which is usually the objective of POP ADs. Thus, there therefore
opens an alternative way of POP AD success.

A customer encounters a POP AD with goods, “just takes it and goes on”.

4.3.1.3 Unconcern about POP AD

Customers encounter a POP AD, but they do not notice it, or notices it, but they
ignore it. Several examples:

Marta: “For instance, I really did not see these POP ADs with the bottles even though it is
easy to take them out somehow, because I always pass by, you know. We are used to buying
them in whole packages and for instance we do so even in the case of chocolate bars. When I
take them for myself, then of course I am not buying the whole box, I do not know, how many
of them are in there, fifty or how many.” (1/691)

Honza: “So I look over it and not even notice it. I agree with that. Very often. I would say that
in most cases. Also because I do not really eat it, so I would not notice it there. But everything
here revolves around the kid and that is bad, you know.” (1/759)

4.3.1.4 Notably negative experience with POP AD

A POP AD, which does not sell much, is the worst variant. A POP AD could
bother customers, repel or even annoy them. Here are several examples of
nightmares of a POP AD implementer:

Zuzana: “So, I do think that it should be made more simply, and for instance with just one
sophisticated thing, but I do not really like those fussy ones, where a hundred of people
twinkle and wave at you with paper arms, and that rather repels me.” (1/797)

7 — M4: “Somewhere, 1 saw a POP AD, it was for some beer, and there was standing a
silhouette and it was saying something, I must say that it was really horrible.” (2/708)

Z — M3: “I do not know. Confusion. Chaos. I do not know what message it should give me,
and I would not even stop by it.” (2/1136)

From these passages already, it is possible to reveal several contexts, which in
practice may help to think over - what is worth to endeavor in the case of this or
that product, and what we should be aware of and what should be avoided. But
first of all, let us introduce other two categories of the Paradigm Model, which
are a little bit more general and so we will use them later within the
interpretation of relations of other concrete phenomena. It is the strategy of
customers and consequences of customers” encountering with a POP AD.

4.3.2 Strategy

What are the strategies of participants of our group discussions? The question
should seem to be answered in advance due to what we got in the theoretical
part from the social constructionism. Customer comes to a hypermarket to
realize their common routine shopping as they are used to. Whether a POP AD
fits into this habitual practice (open code of “shopping behavior or habitual
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practice of customers in coding table), or on the contrary it ingeniously disturbs
it, it is the customer habitualization, their role as a customer in the hypermarket
institution, their intention and intentions of others and also their knowledge,
which determine the choice of their strategy in this environment. It would
certainly be a shame to stop here.

In this sense, constructionism led us when we were coding the data. Since
the beginning, we have sought to carefully capture those places when laymen
talked about their habits or experiences, which, in accordance with
constructionism, we consider to be slightly more reliable than their lay opinions
on their hypothetical acting in hypothetical situations. For this purpose, there
was created a code of habitual practice of customers. It was recognized as a
complex code, where each statement is perceived as unique and is not a basis of
generalizing axial coding. Although the many statements of this code retained
this defiance towards generalization to the end, using some of them, we still
succeeded in distinguishing two general approaches to routine shopping in
hypermarkets.

As already mentioned, POP ADs are not only successful or unsuccessful,
but they have their own strategies of success, which can but do not have to
oblige shopping philosophy of customers, their own strategy. It is necessary to
say that there are not only two such strategies, but they rather form a
continuum, in which a customer can move not only from shopping to shopping,
but also within just one instance of shopping. These two strategies do not
exclude each other, but it is possible to separate them, because customers
construct them into habitualizations based on different intentions, which give a
definite form to their difference. We could describe a conflict between them as:
do shopping simply and quickly vs. enjoy shopping.

The following citation names both of these strategies:

Katka: “When I, for instance, do weekend shopping, I use a shopping list, but when I go to do
some smaller shopping, just for dinner, I am buying just what I want at the moment.” (1/444)

It is not only about buying based on a shopping list. Let us look at those two
types of strategies more closely.

4.3.2.1 Strategy: Simply and quickly

We could understand this strategy better if we succeed in capturing a
meaningful perspective, which potentially affects perception of almost
everything. Including a hypermarket as an institution, as illustrated by the
following citation:

Honza: “And I like that I can buy anything I need there and I do not need to go through the
stores around. I can do it all at once and that is fine. I think that there are some things I would
perhaps never buy there, but there are only a few of them. And, on the other hand, just like the
lady said that she knows it there, when they move something somewhere else it makes me
angry.”

“And does it happen often to you?”
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Honza: “Now, the last time, they rearranged toys at Christmas time, they moved them
somewhere away and I was desperate.”

(laughter)

“So, is there anything that you can recommend about the navigation?”

Honza: “But when there is navigation, it is good, but when a person gets used to it, they
should not rearrange it, you know.” (1/272-282)

A hypermarket, compared to smaller specialized shops, enables buying
everything in one place, and thus it saves time. Then the pursuit of saving time
is undermined by reorganization of a space, when it is necessary to reconstruct
habitualized patterns of movement in store again and again. As it was evident
from the first citation already, it is about big shopping.

This also gave reasons for a preference of using a shopping plan, a written
list of goods, which objectifies intentions, reduced transaction costs when
deciding on the spot and thus it saves time:

Honza: “Well, so my wife plans and I get a list. The list is not small, it is big. And I do
shopping according to the list.” (1/440)

Perhaps we could find this strategy in the case of very busy people, who really
do not have enough time. In reality, this type of orientation when shopping can
be dedicated only to some categories of products as mentioned in the following
citation:

Marcela: “Me? I usually walk down the main aisle, you know. Because it is the widest one
and it then branches out. So I look for what I just need and of course I would buy goods that
are closest to me and that attract me or that I see rather than something that is in the back and
that I cannot see or so. But otherwise of course I do some sort of planning, but not really in
detail. I must admit that. These are such things like sweets or e.g. chips. These are things we
do not plan, but we buy them, and I must say that sometimes we buy them a lot. However I
plan buying the basic goods really necessary for the family.” (1/565)

Habitualization of such a perspective into a concrete shopping strategy is not
limited only to the habitualization in orientation within a shopping area, but it
can also involve an entire household. Habitualization is so essential here that
shopping can evoke an institutionalized ritual, which clearly divides its own
roles, as shown in the following example:

Vilda: “We have a list at home and then, for instance, during a week we write in when
something is missing. Actually, we also look trough some leaflets. My wife is an expert in
this. She chooses and — then we have two bigger shopping centers we usually visit.” (1/464)

Then the high rate of habitualization influences also expectations from POP
ADs of course:

7 — M: “When it is there for a long time, not being moved somewhere else, when I go to the
hypermarket and I know that it stands between two certain aisles, so that it is still there and 1
do not have to wander about looking for it and I know that it is still there, when it is there for
along time.” (2/836-837)
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So we can conclude that this perspective requires stability and expects that a
POP AD will be a useful helper. Preference of this shopping strategy requires
trouble free shopping rather than significantly positive experience, for which
there is not enough time, in terms of the central category. Construction of
typical shopping as something that should save time can lead to ignoring POP
ADs and eventually also to negative experience with POP ADs, if moved
somewhere else or if somehow obstructing shopping that is as quick as
possible.

4.3.2.2 Strategy: Enjoy shopping

On the opposite pole of the continuum, we find a strategy that features rather
low rate of habitualization, i.e. regularity, habitual practice. It is not about
saving time, but rather about spending this time pleasantly, to enjoy shopping
experience and process. Let us mention examples from the interviews showing
the existence of this strategy:

Jakub 2: “I usually do shopping only when I have nothing left, which means that I go there
really hungry, and so it is such a whirlwind that I take anything I have an appetite for.”
(1/583)

Jakub: “The question about planning a trip surprised me a little bit, because when I do
shopping for my family, when I am asked to buy something I have my head in clouds, so I
walk by the racks, where I do not have to buy anything and I go there anyway and I combine
italot.” (1/577)

Changes in location of products do not bother customers so much, they bring
change and recovery.

Jakub2: “Not either. Concerning the arrangement as it is now, I think they did it better than
it was before.”

“What do you think they changed there that suits you better?”

Jakub 2: “I think that before there was not so much space for goods on sale next to the
entrance to the store, so now there is a large area for this, I can always look at it and I tell to
myself, hmmm..., I might need this.” (1/304-308)

From this perspective, shopping is rather like a trip than a ritual. Please, let us
notice the mentioned goods on sale, which is perceived very positively from
this perspective. Like when you bump into something unexpected on your trip.
Disorientation and wandering is an expected part of this game and there is no
reason to fight it:

“Again, is there anything that does not suit you? If I understand correctly, do you sometimes
go there to do smaller shopping?”

Jakub: “Yes, for some smaller shopping. Although, my parents send me there occasionally also
to buy something they cannot find anywhere else or when they do not want to go anywhere
else. So I'm used to going there. But the truth is that sometimes I have a problem finding
something there. I used to go there often but have a problem remembering it. So sometimes, I
have a problem finding something.”

“And what do you do when you cannot find something?”
Jakub: “I walk and look. (laughter) I just try to find it and so I walk around.” (1/312-320)
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Shopping as a part of an experience from a trip - rather impulsive again - is
shown in the following statement by Jakub:

Jakub:“Now, on the New Year’s Eve, when we went shopping with our friends, we did not
make any definite plan, but just took money and bought whatever we liked.”

“Hmm...”

Jakub: “We were definitely not planning it. When we were at the racks, we decided what to
buy, we came back approximately six times and did not have it complete. And otherwise what
I do now, when I go to buy something for lunch in the morning, I just decide at the rack,
based on what I see there, what I have an appetite for.” (1/481-485)

As graphically shown in the Figure 10 below, the strategy to “enjoy shopping”
is definitely satisfied by the pursuit of a significantly positive effect of a POP
AD, should we describe the relation to the central category. It seems that a
customer who enjoys their typical shopping cannot be annoyed easily and
therefore would not have a negative experience. POP ADs have a bigger
chance to be used by customers acting upon this shopping strategy.

Relation to using POP ADs within the strategy “Shopping simply
and quickly” perhaps cannot be simply generalized, POP ADs can and do not
need to be ignored depending especially on the context of a customer’s
encountering a POP AD, about which we will talk in part 4.3.5. In this
shopping strategy, customers do not expect significantly positive effects from
POP ADs, which would not happen if the customer holds on to this strategy.

In both shopping strategies, it is possible that the encounter of a customer
with a POP AD ends in smooth shopping or ignoring the POP AD.
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4.3.3 Consequences

The last slightly more general category of the Paradigm Model of our analysis is
consequences of a encountering of customer and POP AD. Is it really only about
the sales promotion? Within the open code “objectives of using POP ADs”, we
succeeded in revealing other four potential variants, although some are well
known, we mention them also within the theoretical chapter and so readers
probably would not be very surprised by them.

Although we were also coding axially in this sphere, these rather pseudo
axial codes strongly overlap and complement each other, but not necessarily
exclude each other, as common for axial codes. These are further formulated
only positively, but not in the usual dichotomies. However, generally we see an
exception in the case of the objective to promote a brand, because at least
hypothetically, there can be POP ADs which rather damage the brand
reputation, e.g. improper appearance. Only in the case of promotion of a brand
there can therefore occur damage by a badly realized POP AD (damage to
brand), not only by not fulfilling the objective as in the case of other objectives.
Each of them is led by a different intention, opens a chance to lay an emphasis
on especially one objective and can help experts to better think out tasks that
they lay on a POP AD. For this reason, we considered that it is necessary to
keep these objectives apart. So, let us specify them and give some examples.

4.3.3.1 Promotion of sales

This objective is clear from its title and it is also the most universal objective
compared to the other ones. This represents a mantra of marketing
communication and also a criterion of success of its creators. Promotion of sales
means activities resulting in sales of more goods in comparison with a period
without any promotion. Stimulation of purchasing of products other than
planned ahead by customers is possible in several ways. Some of these were
also mentioned by our informants. It is not our intention to discover and list all
of aspects which a POP AD can approach in order to promote sales. It is in
power and intention of our analysis to show that promotion of sales is one of
the functions of a POP AD and that it is also perceived by customers. Now, let
us proceed directly to examples of how POP ADs achieve this objective:

7 — M4: “It is better, it is more attractive than usual, it is visible, and when you see the
product more times, there is a bigger chance of the customer buying it.” (2/125)

Jakub: “The only thing that crossed my mind is that it is really easier. It is just easier and I do
not have to go anywhere to look for it. I just see it in the POP AD and I know where to find it.
So I take it. The fact is that perhaps I would not stop buying it otherwise, e.g. the Snickers I
buy very often, but now I buy them even more often.” (1/771)
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4.3.3.2 Higher attractiveness than competition

It is not only about selling. It is about convincing a person, who wants to buy
something in the given category anyway, to buy a product. Here a POP AD
helps to present a product and its brand as better than a competing product,
which increases sales of such a brand and at the same time suppresses sales of
competing products.

M - K: “E.g., when I come to a POP AD and I see that over there is Kofola with something
arranged and over there is some mineral water without anything being arranged there, so it is
the first thing I see and yes, I just buy it. That is also a way how it attracts me.” (2/2187)

The above mentioned sales promotion can sometimes even fade into the
background, as proven by the following citation of an expert, which we
mention just as a matter of interest, because it does not have a direct relation to
the Central category, however, it relates to objectives of using POP ADs:

“So, what is the situation within the pre-test, when you place it only for testing, when
nothing else is running during that time?”

M — J: “Then the competition here is such that if those tests end up bad, we will be placing the
POP ADs there anyway.” (2/251)

4.3.3.3 Promotion of brand

This dimension refers to the symbolic profit. Even for customers, who never
buy anything from the POP AD, this POP AD makes the brand present not as a
product of a given category, but as a corresponding sign. Even in the case of
sales decline caused by some external influences, a POP AD would not let a
brand to be forgotten. This aspect can hypothetically play a role in future
decisions of customers when encountering the same brand in store.

Jakub 2: “It should definitely match the corporate identity of the company selling such
products, because otherwise it would either fade into the background or it would confuse me.”
(1/803)

7 - L: “Promotion of this branding, right, the brand...” (Another one interrupted her)

7 - M4: “...that means that in the case of most products, it drew attention of customers,
consumers, to the brand again, that it exists.” (2/150)

4.3.3.4 Inform

A POP AD also seems to be an ideal bearer of messages about a change or
innovation.

M - M2: “for me personally, there are three things, but I think that all of them were already
mentioned, these are: to sell, to communicate and eventually, to inform.” (2/151)

M - K: “whether it is informative or innovative, it should be next to products that are
extended...” (2/192)

M - J: “So as to provide information...” (2/288)
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We can also generally say that the general role of POP ADs is to provide some
kind of information to customers and by that influence their actual decision-
making when encountering this information on a POP AD in a specific place
and situation. We can assume from this that all POP ADs must be providers of
clear information about specifics of the displayed products , which also needs to
be relevant to be exploitable by customers in a particular place and situation in
the shop in order to address them somehow.

4.3.3.5 Remind product

For customers who make big purchases there finally opens the possibility of
trying to remind them of goods, which they probably want, but owing to the
large number of purchased products, they could forget it and the purchase
would not happen if it weren’t for the customer’s encountering a POP AD:

7 - M4: “It is better, it attracts more than usual, it is evident, and then when you see the
product more times, there is a bigger chance of purchase.” (2/125)

7 - M: “The more times the POP AD is there the better it is, because I often say to myself that
I will go back for it, but then I forget, but when I see it again, in the POP AD, I take it.”
(2/170)

Zuzana: “I think that it depends on what kind of product it is. E.g. Coca-cola, I would buy it,
or bars, I think that it is a matter of appetite, you know. When I see it, I always want to eat it,
but when I do not see it, I do not think of it at all, because I have a lot of other problems.”

(1/763)

With reminding product there is also closely connected that POP AD must be
able to make products visible to customers, to interrupt them to mention
products and activate their latent demand, which can lead in purchase.

4.3.3.6 The summary of consequences of the customer’s encountering a
POP AD

Now we can summarize the relations of the central category and its
consequences as graphically illustrated in the Figure 12. From the above
mentioned citations, it is possible to deduce that sales promotion will be
realized by both positive variants of the central category, by a significantly
positive effect of a POP AD as well as by a smooth purchase. For the other three
consequences, i.e. competition suppression, brand promotion and providing
information, a POP AD with significantly positive effect is more suitable, while
for reminding, a POP AD facilitating a smooth purchase is more suitable,
because the customer does not need to be convinced to buy a product.

As already mentioned in the introduction of this chapter, the only
category of consequences, which can take negative values, is evidently a
promotion of brand, because a POP AD can also harm a brand, if it is forced
inappropriately. So a significantly negative experience with a POP AD could
negatively affect the brand promotion.
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consequences in the Paradigm Model

The following graphical illustration in Figure 13 shows relations of strategies
and consequences mediated through the central category.

As we can see in the picture, objectives in the form of Higher
attractiveness than competition, Promotion of brand and the effort to inform
could be fulfilled only through a significantly positive effect of POP ADs when
a customer’s encounters them, which can be expected especially in the case of
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customers inclined to the strategy to enjoy shopping. The objective - Promotion
of sales - seems to be universal, while the objective - remind of a product -is
rather bound to smooth shopping, which is possible in the case of both
strategies. We can damage a brand mainly through significantly negative
experience of a customer’s encountering a POP AD, especially in the case of the
strategy “simply and quickly”. If a POP AD is ignored, none of the objectives is
fulfilled.
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between strategies and consequences in the Paradigm Model.

We understand that these findings may seem somewhat general and uncertain.
Why is this so? There are missing names of instruments that could be used to
achieve particular variants of the central category. Exactly for these reasons it is
necessary to focus on the context of customers encountering a POP AD (chapter
4.3.5), also for use in practice. Before that we will return to the beginning of the
story in the next chapter, back to causal conditions, which may affect the
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context.
4.3.4 Causal conditions

What must happen so that a customer’s encounters a POP AD in a hypermarket
area? As to laymen, they have a rather latent idea of the conditionality of
placing a POP AD in a store, because they do not usually ask themselves this
type of questions when using them.

Since we focused on hypermarket customers in our research within
research questions, our research does not thematize what does condition the
choice of shopping in a hypermarket compared to other types of retail channels,
which would certainly be interesting and suitable as a topic for further research
in the context of causal conditions of a customer’s encounter with a POP AD. So
most of the data used for this part of the Paradigm Model was found in
statements of the group of professionals. Therefore, we will briefly focus on the
conditionality of POP ADs, which reflects in codes of quantity and competition
of POP ADs in a store, system perspective and relation: expert-implementer-
store.

4.3.4.1 Quantity and competition of POP ADs in a shop

It is not always possible to place a POP AD to a shopping area. Each store has a
limited capacity, and also there exist a certain amount of POP ADs that already
exceeds a tolerable degree and begins to annoy a customer. In this spirit, this
code takes dimensions small/big and tolerable/intolerable for a customer,
which may certainly vary store to store. One of the discussion participants talks
about it as follows:

M - K: “It also depends on how many POP ADs such a chain buys, you know. If there are 50
POP ADs, it's OK, if there are 300 POP ADs in a store, a customer will go mad and
runaway. So...” (2/458)

More identical POP ADs in a shopping area can certainly increase the chances
that a customer’s encounters a POP AD and so the placement of POP ADs will
be more successful:

7 - M: “The more often the POP AD is there the better it is, because I often say to nyself that
I will go back for it, but then I forget, and when I see it again, in the POP AD, I take it.”
(2/170)

But the influence on the central category remains unspecified at this moment,
because its form depends on the specific POP AD and its characteristics. A
higher number of POP ADs in a shopping area affects the central category only
indirectly through context. All participants of the discussion mentioned the
hypothetical limit of the intensity of a POP AD competition in a store, above
which these would generally annoy them. But not one of them had such an
experience to get back to during the group discussion. There exists awareness
that this could happen, but not one of the participants had this specific
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experience. So unless exceeding the “critical limit”, a higher number of POP
ADs in a store could support such a POP AD, because the probability of a
customer seeing such a POP AD increases.

Influence mediated through the context concretely means that if we try to
estimate the limit of the tolerable intensity of a POP AD in practice, we must
always proceed from characteristics of POP ADs placed in a store (see parts of
the context in the Paradigm Model).

7 - M3: “And that is what we said. When there are, I do not know, 300 displays in a store, it
must then annoy a customer, you know.”

7 - M: (agrees) “The customer keeps meeting the same one.”
7 - M3: “Exactly.” (2/857-859)

4.3.4.2 System perspective

This code appears in our analysis thanks to discussions of the group of
professionals with an insight into the background of a POP AD
implementation. We will leave aside the price of placing a display and
maintenance demands, because these do not influence the central category.
They merely set out limits of what is possible. However, enough space seems to
be an important condition:

“Does it mean to get a space under some conditions?”

Z - M4: “Exactly. To negotiate with chains, if there is enough space at all, the price for
placing a display, etc.”

“E.g. when we look at some technical problems?”

7 - M: “I think that it is the height.”

“Does it present a problem to place some higher things?”

7 -M:(...) “...sometimes, even 150 cm is a problem.” (2/791-797)

Conditions of this type determine limits of a purposeful size of a POP AD,
which occurs in the context of our model. A high or large POP AD is certainly
beneficial concerning the amount of products in a POP AD and resulting lower
exactingness of restocking, but these benefits will never find their use if there is
not enough space in the store. It is hard for chains to place big POP ADs,
because they try to avoid situations when a POP AD interferes with the
operation in a store.

4.3.4.3 Relation of implementer and store

This code with its axial codes could seem completely irrelevant for the central
category, but in a discussion there appeared one interesting thing relating to
reflection on POP AD success, which is also a topic of this work. It concerns the
feedback on the effectiveness of a POP AD, which is not always obtained. So the
submitter does not have to find out if and how the POP AD has been successful,
unless they invest additional financial resources, engage their people or use
above standard long-term relations with retail chains. This is surprising mainly
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considering the large volume of resources clients invest into POP ADs.

7 — M4:"So we must certainly take into account how much a display itself costs, how many
products can get into it and how to calculate it... how long it will stay there and how many
products would be sold from it as to our presumption. How much are fees of particular chains
or networks, and from that value we then calculate if the display will be effective for us or
not.”

Moderator asks: So you actually generate some sales numbers (M4: exactly), caused by the
display? How do you get them?

Z - M4: “we get them this way ... we get the info about sold pieces from the chains and
networks of course, if they provide us with them, and we know the other inputs, because we
order the display, so these data is clear.”

Hmm, it means looking at these projects from the point of view of (...) the effect of this display.
Does anyone here have ... is there anyone here among you, who does not look at these projects
this way?

(All of tyhem accordingly nod in agreement)

M - K: “Primarily it is very hard to observe it in chains (...) so we are trying to do it
internally using our people, but (...) we can do it only in several chains.”

So you observe it based on the quantity of goods?

M - K: “... we are trying fo ... e.g. when we began to prefer transport displays with clearly
determined quantity and they will remain there until it is all sold out.”

It is also evident that in hypermarkets it is more difficult to obtain sales data on
regular basis. Possibility of obtaining this kind of data depends on individual
relations of brand distributor sales people to hypermarket chain representatives
and there are also technical barriers playing a role. In the same moment it is
necessary to individualize POP ADs for hypermarkets based on their special
requirements in comparison with the traditional retail market:

7 - L: “So this for example ... my experience is that some dealers are able to say it within the
traditional market but not in the hypermarkets. The feedback we have from sellers is only
within the context of smaller stores, the traditional market, when a store manager allows it -
this display must, on the other hand, be adapted to the size of the store of course. You cannot
put the same displays to hypermarkets and to the traditional market. So there are mostly
smaller displays used, and they say — yes, you placed it here, the product is supported by a
leaflet and sales have increased, that is what they can tell us for example. But in the case of
hypermarkets or bigger stores that is not possible. Only, as my colleague has already said, to
find it out based on the sales amount there.” (2/234)

I was rather interested in information from a dealer. That a dealer, who works for
the store chain vs. the independent (traditional) market, is not able to tell you? Does
it mean that they do not go there?

Z - L: “They do go there, but I think that it is about building personal relations. When they
go to a purchaser, I do not want to say that they do not care, but it is not so important for
them to provide feedback. Simply (...) it is not important for them to give us feedback. Then
we rather see it from the displays, if products are sold out and if they restock a display again,
but...” (2/243)

M - ]: “Then the competition here is such that if those tests turned out badly, we would place
the displays there anyway.”

(“Hmm, sure,” the moderator jokes)

Z - M3:”And there is another thing, if it has an influence on the item itself, if it is a stable
assortment, it is difficult to distinguish it from normal sales. That means that business
partners, whether in the case of a chain, observe it depending on total sales anyway, you
know. No one can say what the turnover of the same display will be. But everyone expects
that number of sold pieces to increase.” (2/251-255)

In connection with that the role of POP AD research is growing, which is not
only a domain of academic interest, but rather a practical necessity in cases
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when implementers and submitters want to make qualified decisions supported
by sufficient information. Now, let us look at the position of casual conditions
in the Paradigm Model. Figure 14 below shows that the casual conditions
generally condition the phenomenon of the central category without having any
specific influence on it. If there is dysfunction on the level of causal conditions,
phenomena in the central category will not occur. POP AD competition in a
store influences the overall context of perceiving a POP AD which we want to
place there. E.g., if only ugly and battered POP ADs are placed in a store, an
interestingly graphically designed POP AD may appear even better in such
context. The system perspective also affects the size of a POP AD: too large a
POP AD cannot get to a store and that also depends on whether the store has
enough space.
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4.3.5 Context

Now we know the phenomena which condition the presence of a POP AD in a
shopping area and allow a customer to encounter a POP AD. We described two
general strategies of customers, which can orient their decision making. We
described four types of encounters of a customer with a POP AD in the Central
category and further five possible consequences, which could be caused by
using a POP AD and which are combined in practice. Thus we have prepared
ground for what is the most important in the practice of implementation of POP
ADs, i.e. the context of encounter of a customer with a POP AD. We dare say
that it is just the sense of suitable modification of a context for particular POP
AD designs which distinguishes a really good implementer. The context
especially associates attributes of a POP AD, it means phenomena that could be
affected.

As already announced, we will deal with 1) Appearance of the POP AD, 2)
Location of the POP AD, 3) Product attributes, 4) Material and safety and 5)
Comfort and restocking, and finally we will add notes about possibilities of
interactivity of a POP AD.

4.35.1 Appearance of POP AD

The appearance of a POP AD creates the most significant group of its
characteristics, because it defines a POP AD as such. It is just the POP AD
appearance which most significantly distinguishes shopping from POP ADs
from shopping from regular sales racks. Thanks to its appearance, it can draw
attention to a product, which would disappear among other products in a rack:

Marcela: “For instance, I like that there is also a form of advertisement that, when I pass a
rack with such a bar, I would not even notice it, but like this I can see it in any place of the
hypermarket or supermarket where I can buy it. So that it is good, because I often walk
around a rack and I cannot find a thing, even for a half an hour. So I like this.”(1/224)

The difference between a rack and a POP AD is essential and as shown by
commentaries on some FDG projected POP ADs, the more a POP AD resembles
arack or let us say a big cabinet, the less chance it has to really attract anyone:



205

PICTURE 2 Set of more POP ADs creating robust POP AD image evoking racks

M - J2: ”...for me it is so, that when I o to the store, the “secondaries” should be some kind
of interactive, I mean in quotes, they should interest people with their design, not a box like a
normal rack. Otherwise I could go directly to a rack.” (2/913)

7 - L: “This (display on the spot) reminds me of a normal rack. This is not a ‘secondary’, to
which I could come looking for something impulsive.”(2/924)

But it is not only about the design. It is also about comfort, which will be
explained at the end of a subchapter devoted to the context of a customer’s
encountering a POP AD:

Marta: “For example speaking of racks again - I bumped my head so many times when I was
trying to reach something that had not been restocked. Let us suppose that I was reaching for
eggs. And I really had to get them from such a depth. This could not happen here, because it is
not as deep as that rack.” (1/863)

In terms of our constructionist inspiration, it is a key factor. It is a boring, drab,
impractical rack against which the POP AD is defined. POP AD is to be
understood as a social construction of an alternative way of shopping in a store,
which is in the Czech Republic perceived as an objectivized part of the
hypermarket institution, which is expected to fulfill certain roles. So a POP AD
should therefore meet certain expectations and the most significant one is just
the aesthetic value, design.

For all of the following - the display form, its graphic design, color,
advertising message - we could expect a more intense response from customers,
who are willing to enjoy the shopping environment. Graphics are undoubtedly
the main possibility of creating a really positive effect.



206

What shape do you think is good for you?

Honza: "1 will get back to my daughter again. When she sees such a box, maybe she notices it,
but maybe not. But when there is a penguin, she will run to it.”

Marta: “I said that, when there is some figure or a bear or something else?”

Honza: “Then she would go to it rather than to such a box. So its shape does definitely have a
big influence.” (1/873-879)

Marta: “As for the shape, 1 think of it like your daughter (laughter). When it is such a box, it
is no big deal for me, but if there is e.g. a teddy bear, it would interest me maybe not only due
to the bear.”

Sure. So it should be something non-traditional, just something (Marta: Exactly.) some idea.
Marta:”Every rack looks like a box, but not each of them looks like a bear.” (1/925-929)

According to our analysis, a form of a POP AD is influenced by four codes:
design - advertising message, design - shape, color and condition of a POP AD.
Let us describe them.

4.3.5.1.1 Design - advertising message

Aesthetical expectations occurred continuously in both FDGs at the very
beginning, when a moderator asked participants to say whatever crosses their
mind on the topic of a POP AD.

Hmm. What else? Do you have any other ideas of advantages of these displays? In addition to
the fact that it will underline the product and it is easy to buy from it?

Marta: “It is nice.”

So what do you think the ideal display should look like?

Marta: “I would like it to be more — more cheerful. Anyway this still evokes a rack. If there is
any - e.g. any figure by the Coca-Cola, it would attract me all the more.”(1/787-793)

Originality and creativity are expected, and if they are able to meet these
customer expectations, they have a good chance of causing a significantly
positive effect when a customer sees a POP AD. See examples:

Honza:"I saw some like this, there were mugs with the mole, I was buying it for Christmas to
my mum and that really got me.”(1/635)

And on the contrary, a POP AD form which influences alienation leads a
customer to marginalize such POP AD:

M - M2: “So I would ... I was also thinking of what I, what I do mind, when I just look at the
visual, because it is different and now I look at the display (physically present here) and I
found out that the main difference, which is here that this (physically present) display looks
too chilly and cold to me due to its metal grey parts. But when I look at this one here (pointing
at the screen), I do not know if it is the graphics, but as it is dark, as it is coordinated, it does
not look so cold, chilly and distant to me. I am just afraid to get close to it (pointing to the
physically present display again), as it is so big, thus...” (2/920)
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Bad design of a POP AD does finally have the power to create a negative
experience:

Zuzana: “So, I do think that it should be made more simply, and for instance with just one
sophisticated thing, but I do not really like such fussy ones, where a hundred of people twinkle
and wave at you with paper arms, and that rather repels me.” (1/797)

The mentioned simplicity is further linked to the design dimension: purposeful
or purposeless. Successful design should be simple and if it bears some
message, this should be understandable in a few seconds, so it should be clear:

PICTURE 3 “Crazy” POP AD Snickers

Z — L: “This is too direct to me. Confusing chaos.”(2/1108)

Z - M3: “I dont know. Confusion. Chaos. I do not know what it should tell me at all and I
would not even stop by it.”(2/1136)

Z - M3: “Because there should be a hidden message giving the reason why, what it should
represent, and the message should evoke the desire to buy something.” (2/1165)

7 — M3: “This does not incite me to buy a product, while the refueling one provokes me to
buy it. It has some kind of connection, bond, which causes that a customer wants to buy it. Of
course, this would not interest me at all.” (1/1132)

Compared to the above discussed POP AD, which did not really attract
customers, we can show an example of a successful POP AD of Snickers Pump.
Reactions of the discussing participants give evidence of a positive assessment
of the POP AD thanks to its rapid comprehensibility.
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PICTURE 4 “Pump” POP AD Snickers

Zuzana: “I understand that a person gets some energy, when they eat the Snickers bar...”
Jakub: “They fill themselves with a good feeling basically by generally knowing the fact that
chocolate cheers a person up...” (1/1354-1355)

But there exist also other demands on design. A POP AD should have clearly
visible brand, which helps customers to be oriented. A POP AD does not
necessarily need to have a humorous creative idea. Well visible brand by itself
can bear that meaningful message:

Jakub 2: “Definitely, it should match the corporate identity of the company, which sells these
products, because otherwise it would blend with the background and confuse me.” (1/803)

Below the discussing participants in both groups noticed the imperfection of
this design:
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PICTURE 5 “Snowboarder” Snickers POP AD

7 - L: “If I can say something else, I think that in that picture (pointing), Snickers brand is
rather high at the eye level and I think it is a better variant. Because here it is below and at the
level, where there 1s that shopping basket, so they might not notice it. So if it was above the
snowboarder, it would be much better.” (2/1009)

Zuzana: “From afar like this, it seems to me that the Snickers brand is quite small, when I
look for the first time I notice the snowboarder there, you know... but I think that it is quite
small up there.”

Honza: “Well, from afar, the Snickers will not even be seen.”

Zuzana: “Well, as it is low enough and a person sees the snowboarder at the level of their
eyes, when I go sideways, I would not even know what kind of display it is. When I come from
the front I perhaps see it, but still it seems quite small to me.”

Marta: “Exactly.”(1/1269-1272)

The point of these comments for our Paradigm Model is that an advertising
message depends on product features, here especially on a brand. If a brand is
well-known and well recognizable on a POP AD, the chance of the POP AD
success increases. A visible brand improves orientation of a customer when
seeing a POP AD. Because there exists a long-time created relation of a product
as such and the brand that represents such a product. Especially at the moment
when a customer does already have an experience with the product, they form
a habitualized relation towards a brand, which is beneficial when creating a
POP AD as evident also from the statements of our informants. Another feature
of a product that could be used and is potentially beneficial but not quite
necessary, is a long-term, i.e. habitualized, form of a product presentation in a
TV advertisement, as we observed in the case of Coca-Cola:

M - K: “Well, the message has been totally set there. Coca-Cola, I clearly see the melted
asphalt with ice. It should be like this.” (2/1688)

A customer is used to this association. Such motive is highly intelligible, which
spares the customer questions of a sense of the message, which they surely do
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not want to face in a shopping area in the middle of a routine shopping. So the
television advertisement enables to get an external source of inspiration for a
comprehensible advertising message, as illustrated by a commentary to an
already shown POP AD design in Picture 3 (“Crazy” POP AD Snickers), i.e.
when recognizing a motive in a store known e.g. from TV, it simplifies the
orientation and the ability to decide quickly:

M - J2: “But in the case of the TV commercial where a wall is demolished and suddenly
Snickers fall out of it, building up a display on this basis would have some meaning for
consumers.” (2/1143)

The need for a POP AD design meaning might be bound to quite a number of circumstances.
In the case of the designs we discussed it was e.g. a season, which clearly determines time
possibilities of POP ADs:

7 - M4: “Certainly in the case of Snickers, especially now in winter. In the summer, I would
see it as nonsense to be placed in a store. But with this branding in the winter I would
definitely accept it and even buy it. If I went to snow, it would evoke as though: I will have
the necessary energy. I will buy Snickers, put it into a pocket and go out to snow, yeah.”
(2/1053)

7 - M4: “So I will start with Coca-Cola. I would see it in the summer, because ice evokes
quenching thirst and freshening. In the winter, it would be meaningless for me, if I am cold
outside and see an icy bottle, I would not need it at that moment. It is about the need to cool
down in the summer and in this case Coca-Cola is good.” (2/1219)

4.3.5.1.2 Design - shape (form)

Another potential source of meaningfulness of the message is using a POP AD
shape to demonstrate a product, which is the way to transmit the advertising
message to greater distances, which helps the customer with orientation and
quick interconnection with displayed products and brands:

7 — M4: “As to Snickers, we can see there a long-term communication line, which is known
in the Czech Republic, and there is also used a 3D moment of the Snickers visualization,
which is kind of more vigorous.”(2/1220)

Marcela: “So when I actually look at those two displays it occurred to me that actually that
e.g. here most of them did not notice displays for Coca-Cola, and also that Snickers is
illustrated there. While Cola maybe, when it is actually visible from afar, a person gets an
appetite for it rather than when it is just an advertisement and the name Coca-Cola. It
probably has its colors, but if there is also the illustration of Coca-Cola, I think that I would
really be more likely to notice it. Like this, it seems to me that I can take Cola from a rack
anyway.” (1/949)

Marta: “I would make a display for ciders, I would really like it if there was a huge
apple.”(1/1160)

One way to attract the attention of a customer could be the use of a
heterogeneous shape as in Picture 6 below represented by overlapping arms of
the displayed women. But then we risk that the POP AD condition, as a part of
its appearance, will become worse over time and will have to be replaced
completely:
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PICTURE 6 “The lady with the elbow” Coca-Cola POP AD

M - M2: “... communication with this lady seems interesting to me also thanks to the fact
that the arm is turning to the side somehow. It is true that probably it should be like this that
the arm exceeds the display so there is some kind of an interactive element and so I find this
interesting.” (2/1710)

7 — Md4: “It is attractive but not practical. E.g. if placed into a narrow aisle, customers would
break off the arm soon. And then its visibility and general condition would be at the zero point
and it would spoil sales.” (2/989)

Marta: “The elbows would bother me there, as it ... if it was narrow...”

Who else would be bothered by the elbows?

Zuzana: “I think that soon someone would break them off with a shopping trolley...
(laughter) (1/1228-1232)

Not only a poorly visible brand, but also a poorly visible product in a POP AD
might significantly worsen its effect. Then more customers will probably ignore
the POP AD. Thus the shape of a POP AD should not cover the product, on the
contrary, it should enable its good visibility in the widest possible angle:

7 - M4: “As for Coca-Cola, I see a disadvantage that it blocks queues and I do not think that
there is any product at all. I find it just like any other kind of display, which is placed there
statically. As for the Snickers, it is a great idea with recharging energy, filling up energy or
something similar. It looks interesting and it might belong to it. It does not interfere with the
sales of the product.” (2/1073)

A well designed shape can affect comfort, specifically when manipulating with
a product in a POP AD, which facilitates a smooth purchase, and it may
partially contribute to markedly good effect of a POP AD:

Marcela: “It is easier to take goods from a display than from a rack, because the tilting did the
trick and a rack is mostly horizontal and so you often cannot see the goods. This display, on
the other hand, is great, because it is easy to take the goods out. It is also easier for kids.”

(1/781)
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4.3.5.1.3 Color

Customers generally appreciated rather strong warm colors:

Z — M4: “Certainly, strong colors are preferred: orange, red...”(2/165)

Z - M4: “I am also a little bothered by the brown color, which is such stra