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Thesis Purpose: The purpose of this study is to explore and develop an understanding of the 

rather unexplored phenomenon of using flagship stores in the FMCG industry. We want to 

explore what an FMCG flagship store is to understand why it is used in the context of strategic 

brand management. Moreover, we want to develop an understanding of how the brand 

experience might influence the consumer-brand relationship to brands in the FMCG industry 

through the phenomenon of flagship stores. 

  

Methodology: A qualitative multiple case study with a social constructionist ontological 

standpoint and an abductive approach is taken. The case companies represent three brands with 

flagship stores: Swedish Match, Löfbergs and Lindt. 

  

Theoretical Perspective: This study is formulated after reviewing and applying theories 

established within the field of customer-based brand equity and consumer-brand relationship. 

These theories were applied to guide the analysis and answer the research questions.  

  

Empirical Material: Six semi-structured interviews with managers of the case companies, ten 

semi-structured interviews with customers of the case companies and observations of the 

flagship stores of the case companies were conducted to gather the empirical material for this 

study.  

  

Conclusions: What an FMCG flagship store is by distinguishing from previous literature 

regarding flagship stores and suggesting a definition of the FMCG flagship store. We find 

various strategic purposes of why operating a flagships store in the FMCG industry, where a 

brand-owned place and education are emphasized. Furthermore, we also find how the FMCG 

flagship store influences the consumer-brand relationship, primarily the supportive cognitive 

beliefs.  
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1 Introduction  

The first chapter of the thesis aims to introduce the reader to the topic and the four intersecting 

fields of research that will work as a basis for the thesis. The fields of research are fast-moving 

consumer goods, flagship stores, brand experience and the consumer-brand relationship. In 

this first part, relevant vital studies for the purpose of this research will be presented. Moreover, 

the position of the research phenomenon of this study is defined and explained, which leads to 

the purpose and research question of the study. The chapter is finalized by the last section 

consisting of a structural outline that the thesis will follow.  

  

Imagine when walking along the shopping streets of any big city. A common site would be a 

large number of fancy stores showing the glamourous facade of their exclusive brands. For 

instance, a Gucci store with golden signs and a Prada store with the red carpet rolled out for 

you. When entering these stores, you will be exposed to their most luxurious products and 

services while experiencing the brand in the most exclusive environment. These stores and the 

way of showing and selling products are often conceptualized as flagship stores.  

  

When we were strolling down a famous shopping street in Sweden, what we experienced was 

that other brands had adopted this phenomenon. By brands that are not in the segment of luxury 

goods. We were surprised when acknowledging that brands within the industry of goods that 

we use and consume every day also had adapted this strategy of showing up their products and 

services in these contexts. After visiting one of these so-called flagship stores, we realized that 

this was an interesting topic for investigation. We started researching this phenomenon as a 

marketing strategy for brands with products that we consume daily. When exploring the existing 

literature within this field of research, there was an evident lack of knowledge. On these 

grounds, this study was formulated.  

1.1 Background and Problematization 

The phenomenon of using a flagship store is increasingly common as a marketing strategy. 

Flagship stores can be found in attractive locations in various big cities all over the world 

(Reich-Storer, 2016). For instance, the flagship store of Louis Vuitton in Paris, Burberry in 

London or Gucci in New York, to name a few (Arrigo, 2015; Manlow & Nobbs, 2013). A 

flagship store is described as a brand-controlled environment that needs to carry an established 

brand of the product and should be owned by the brand. It should also exist and operate to build 

or reinforce the brand’s image rather than selling the product (Kozinets, Sherry, DeBerry-

Spence, Dubhachek, Nuttavuthisit & Storm, 2002).  
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The origins of the term flagship store can be traced back to the navy, where the flagship was 

the biggest and fastest ship leading the fleet, which carried the most important commanders. 

Flagship stores have previously been known as the biggest version of the brand´s stores. Today, 

size is not everything. It is more about the content, style and personality of the store. However, 

since the first flagship store opened up its doors on Oxford Street in London in 1909, the trend 

of brand experience with flagship stores has historically mainly been performed by luxurious 

brands (Reich-Storer, 2016).   

 

The retail format of luxury flagship stores enables the brands to provide a brand experience to 

their customers (Arrigo, 2015). This concept of setting up a store where the ambition is not to 

sell the product but instead give the customer a unique brand experience to convey the brand 

image and reinforce the customers’ attributes with the brand is a strategy used among brands. 

According to Nobbs, Moore and Sheridan (2012), flagship stores indicate and distinguish the 

shopping experience between luxury retail environments and ordinary shopping. Research 

regarding flagship stores almost exclusively discusses the phenomenon with luxury brands in 

mind. For instance, Arrigo (2018) writes about the role played by flagship stores in luxury retail 

and discusses the phenomenon as synonyms.  

  

However, the trending phenomenon of flagship stores is spreading lower and lower into the 

hierarchy of brands (Nobbs, Moore & Sheridan, 2012; Manlow & Nobbs, 2013; Nierobisch, 

Toporowski, Dannewald & Jahn, 2017). Still in the same attractive location and with the same 

engaging store layout, but by brands of products that people consume daily. This category of 

products is referred to as fast-moving consumer goods (FMCG). This phenomenon of FMCG 

brands and flagship stores has been identified and can be seen in the cases of Swedish Match, 

Löfbergs and Lindt & Sprüngli (Lindt) amongst others on the Swedish market.  

  

The vast majority of prior research discusses flagship stores as something that comes naturally 

for luxurious brands, while there is not much to be found in terms of how the FMCG industry 

has adapted to the flagship store phenomenon. Nierobisch et al. (2017) discuss the absence of 

research in the FMCG sector and urges that the existing research regarding flagship stores 

applies exclusively to luxury brands and durable goods. Simultaneously, flagship stores of 

FMCG brands are becoming increasingly common, as Nierobisch et al. (2017) describe the 

recent openings of flagship stores all across the FMCG market.  

 

When customers walk into a flagship store, they are exposed to the brand. Everything from how 

the store is designed to the way the employees talk about the products. This is a part of 

experiencing the brand. The concept of brand experience has emerged as a marketing tool and 

a channel for brands to communicate their values and beliefs. According to Brakus, Schmitt, 

and Zarantonello (2009), brand experience has lately drawn more attention in marketing 

practice. The concept of brand experience is theorized as the phenomenon where sensations, 

feelings, cognitions, and behavioral responses are evoked by a brand-related stimulus from the 

design, identity, packaging, communications, and environments (Brakus, Schmitt & 

Zarantonello, 2009).  
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In today’s competitive marketing landscape, more companies are making efforts to build deep, 

meaningful and long-term relationships with their customers (Bhattacharya & Sen, 2003). By 

offering a powerful brand experience, a flagship store can be seen as a tool to establish a 

relationship between the brand and the consumer (Dolbec & Chebat, 2013; Nierobisch et al. 

2017). When a consumer establishes a relationship to a specific brand it is referred to as the 

consumer-brand relationship. The relationship between the consumer and a brand can have the 

same characteristics as a relationship between people (Aggarwal, 2004). One way of 

establishing this consumer-brand relationship is to let the consumer walk into the phenomenon 

of a flagship store since the flagship stores are a branding tool to provide the consumer with a 

unique brand experience to increase the possibility of loyal customers.  

 

There is limited research regarding the phenomenon of FMCG flagship stores, which is a 

problem for both academics and practitioners. The phenomenon is evidently increasing, but 

there is a lack of research covering this kind of marketing strategy implementation. This is a 

problem for academics as there is a lack of holistic understanding of the phenomenon of FMCG 

flagship stores. Thus, more fundamental knowledge is needed. Furthermore, as of the limited 

research and lack of knowledge regarding the phenomenon, we need to contribute with a 

holistic understanding and in-depth insights to help managers plan and execute flagship stores 

in the FMCG industry. Moreover, there are limited insights into how consumers perceive the 

brand experience of FMCG flagship stores. Therefore, the dimension of looking at the 

consumer-brand relationship is a further contribution to the current lack of research of flagship 

stores in the FMCG industry and, thus, of high relevance for this study.  

  

Based on the previously mentioned cases where FMCG brands are using flagship stores to 

communicate their brands and provide a brand experience, there is an identified gap within the 

research covering this phenomenon, which is the basis of this study. Therefore, we attempt to 

research and investigate this and therefore aim to position this research phenomenon in the 

crossroad between the fields of FMCG brands, flagship stores, brand experience and consumer-

brand relationship. Accordingly, we are interested in how the strategic concept of using flagship 

stores in an industry that is not associated with such concepts and how the brand experience of 

a flagship store might influence the customers’ relationship with the brand. In Figure 1, the 

positioning of the research phenomenon of this study is illustrated.  
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Figure 1. Research Phenomenon: FMCG flagship stores  

1.2 Research Purpose   

The purpose of this study is to explore and develop an understanding of the rather unexplored 

phenomenon of using flagship stores in the FMCG industry. We want to explore what an FMCG 

flagship store is to understand why it is used in the context of strategic brand management. 

Moreover, we want to develop an understanding of how the brand experience might influence 

the consumer-brand relationship to brands in the FMCG industry through the phenomenon of 

flagship stores. To fulfill the purpose of this study, the following research questions were 

formulated: 

  

RQ1: What is a flagship store in the FMCG industry? 

RQ2: Why are brands in the FMCG industry using flagship stores? 

RQ3: How does an FMCG flagship store influence the consumer-brand relationship?  

 

By fulfilling the purpose of this thesis, the aim is to contribute academically with a more holistic 

understanding of the phenomenon of FMCG flagship stores, which is currently lacking within 

this field of research. Furthermore, the aim is to contribute with a suggested definition of what 

an FMCG flagship store is. Moreover, with a deeper understanding of the phenomenon of 

FMCG flagship stores and how the consumer-brand relationship is influenced, the aim is also 

to contribute to managerial knowledge of how flagship stores can be used within the FMCG 

industry.  
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1.3 Outline of the Thesis 

This thesis is divided into seven chapters. This outline is structured to support the exploration 

of the phenomenon of FMCG flagship stores.  

 

Chapter 1 Introduction: Provides background and problematization with key theoretical 

insights regarding the phenomenon of research. Furthermore, it introduces the purpose and 

research questions of this study.  

 

Chapter 2 Literature Review: Presents a summary of previous literature of relevant areas of 

the research phenomenon. The literature review mainly focuses on previous literature in the 

fields of FMCG, flagship stores, Brand experience, Consumer-brand relationship. Lastly, two 

theories are presented that later will be used in the analysis. 

 

Chapter 3 Methodology: Describes and discusses the methodological approach of this thesis 

taken to address the purpose and research questions.    

 

Chapter 4 Empirical Findings: The first section Introduces the three case companies Swedish 

Match, Löfbergs and Lindt. The second part includes the findings from the empirical material 

collected from the interviews of managers and customers and the observations in the flagship 

stores. 

 

Chapter 5 Analysis: The empirical material is analyzed and theorized to meet this study's 

purpose and research questions. This chapter is structured into three different sections where 

every section refers to one research question.  

 

Chapter 6 Discussion: This chapter discusses and elaborates upon the findings in a wider 

context. Simultaneously the findings are related to previous research. 

 

Chapter 7 Conclusion: In this final chapter, the purpose, research question and aim of the 

study are revisited to see if the study fulfills and answers them. Furthermore, the theoretical 

contributions and managerial implications are presented and followed by a last part of 

limitations and suggested future research. 
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2 Literature Review 

This chapter mainly focuses on previous literature in order to verify the relevance of this study. 

Moreover, the chapter aims to elaborate on the four different fields of research that this thesis 

is built around. Firstly, the FMCG category is presented as this is the fundamental basis of the 

thesis topic. Secondly, the concept of flagship stores is added and presented in different contexts 

to argue for the relevance and positioning of this study. Thirdly, brand experience is presented 

and defined as a significant part of the considered phenomenon of this study. Fourthly, the field 

of research regarding the consumer-brand relationship is presented. The four intersecting 

fields of research are defined to argue for the relevance and uniqueness of this study. In the 

last part of the chapter, Fournier’s BRQ-framework is described and brand equity is defined to 

explain Keller’s Customer-based brand equity model. These theories will be adopted and 

elaborated upon in the analysis.   

2.1 Fast-Moving Consumer Goods  

Fast-Moving Consumer Goods (FMCG) is the product category that refers to non-durable 

goods bought by consumers for frequent usage (Rishi, 2013). FMCG are characterized by low 

financial investments and a quick rate of sale, where an extensive decision-making process is 

not required (van Niekerk & Bean, 2019). Furthermore, consumers have less involvement and 

pay limited attention when purchasing FMCG compared to luxury products (Zaichkowsky, 

1985; Gordon, McKeage & Fox, 1998). Instead, luxury products are commonly referred to as 

high involvement purchases characterized by demanding more cognitive efforts, information 

seeking and knowledge (Lemon & Verhoef, 2016; Park, Lee & Han, 2007; Friedmann & 

Lowengart, 2019; Zaichkowsky, 1985). Moreover, FMCG are defined as products usually 

consumed on a habitual basis (Rishi, 2013). The FMCG category includes products such as 

household products, food, beverages, tobacco and toiletries. According to van Niekerk and 

Bean (2019), several characteristics distinguish FMCG from others, where three recurring 

characteristics are: 

 

1. A seasonal demand that fluctuates in regards to consumer’s preferences, tastes and 

disposable incomes. This means sales usually peak on weekends, end of months or 

during holidays.  

2. Profit margins are usually low, but the sale quantity is high.  

3. Low level of customer loyalty 

  

These characteristics need to be considered in the marketing strategy for brands in the FMCG 

industry. The low level of customer loyalty in the FMCG industry increases the importance of 

product branding and the availability of the products. This is because a lack of availability often 

leads to disloyalty, where the consumers substitute the brand of choice for an alternative brand. 

Furthermore, the FMCG industry is a complex and dynamic market where the actors face 

particularly high competition, where competing with pricing alone is difficult (van Niekerk & 
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Bean, 2019). Therefore, companies are forced to consider various marketing activities where 

many actors are becoming more experimental (Nierobisch et al. 2017; van Niekerk & Bean, 

2019).  

   

As previously mentioned, FMCG are characterized by low prices and rapid consumption where 

consumers have low involvement in the decision-making process. Due to the minor purchase 

effort, Leahy (2011) argues that it is challenging for FMCG brands to build strong relationships 

with their customers. Furthermore, the author claims that “relationships do not and cannot exist 

between companies and consumers in FMCG markets” (Leahy, 2011, p.666). This is based on 

the findings that customers experience negative attitudes towards marketing efforts from 

FMCG brands, an absence of personal content, a communication gap, and difficulties 

interacting with the brands (Leahy, 2011). However, criticism could be directed towards the 

statement of claiming that consumers cannot have a relationship with FMCG brands, based on 

one qualitative study on focus groups. Furthermore, most of the respondents’ negative attitudes 

seem to be directed towards the marketing efforts of email and telephone marketing, instead of 

directing the negative attitude towards the actual FMCG brand. Still, the challenge of building 

a relationship with their customers for FMCG brands is present. 

  

Despite the challenge of building strong relationships with customers, FMCG brands are 

becoming more experimental with their marketing practices. One way of becoming more 

experimental is by doing vertical extensions, such as flagship stores. Researchers argue that 

flagship stores impact and influence the customer considerably more than other types of 

touchpoints (Kozinets et al. 2002; Dolbec & Chebat, 2013). Flagship stores differ from other 

stores as they allow consumers to experience the brand, intending to strengthen the consumer-

brand relationship and loyalty (Nierobisch et al. 2017). However, due to the nature of FMCG 

being categorized by low involvement and attention, the connection between FMCG brands 

having flagship stores is not apparent (Nierobisch et al. 2017).   

2.2 Flagship Stores  

2.2.1 History of Flagship Stores  

The concept of flagship stores has had different names and meanings over time. As presented 

in the background, the term “flagship store” originally comes from the navy and the first 

flagship store opened in 1909 at Oxford street in London. Furthermore, the flagship store format 

has historically been predominant in the luxury fashion brand industry. Roots of the flagship 

store format can be traced back to the Couture and Ready to Wear ateliers of Paris. The latest 

fashion collections were manufactured and sold in these stores and were seen as the brand’s 

creative heart and brain (Tungate, 2008). The format started spreading to other big cities in the 

luxury fashion industry, such as New York and Milan, during the 1960s. This was the birth of 

the “concept store”, which was driven by the democratization of fashion. In the 1980s, luxury 

fashion brands increasingly expanded into other product categories such as homeware, leading 

to a new term: “lifestyle store” (Nobbs, Moore & Sheridan, 2012). In the 1990s, the term 

flagship stores emerged as the name for these lifestyle stores consisting of luxury goods (Moore, 

Fernie & Burt, 2000). The following part will elaborate on the description of what a flagship 

store is today.  
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2.2.2 Description of Flagship Stores  

The modern description of flagship stores is somewhat indefinite with various reasons and 

benefits of why brands are using them. However, despite limited research, flagship store studies 

often build upon three characteristics provided by Kozinets et al. (2002, p.17) of what 

distinguishes a flagship store from other kinds of stores:    

 

 

1. Carry a single brand of product  

2. Owned by the brand manufacturer 

3. Operates with the intention of reinforcing or building brand image, rather than 

focusing on selling the products  

 

 

Furthermore, Kozinets et al. (2002) describe flagship stores as a brand-controlled environment 

where consumers go to purchase products and physically experience the brand, the company, 

and the products. Some describe it as companies inviting the customers to experience the brand 

and provide a powerful brand experience (Borghini, Diamond, Kozinets, McGarth, Muñiz & 

Sherry, 2009; Dolbec & Chebat, 2013). Flagship stores are often described as stores where the 

brands offer experiential retail spaces (Kozinets et al. 2002). Moreover, the flagship stores are 

used to differentiate brands from their competitors by using in-store experience to improve their 

brand image and increase brand awareness. It is considered to show consumers the personality 

of the brand (Dolbec & Chebat, 2013). Furthermore, by offering a unique brand experience, 

flagship stores aim to strengthen brand loyalty and the consumer-brand relationship (Nierobisch 

et al. 2017). 

 

When exploring the phenomenon of FMCG flagship stores, this study will build upon the 

description of Kozinets et al. (2002) of what a flagship store is. Partly because of the lack of 

other descriptions as there is limited previous research of flagship stores. But also because most 

research that has been conducted in the field of flagship stores, both luxury and non-luxury, 

almost exclusively built upon this description (Dolbec & Chebat, 2013; Borghini et al. 2009; 

Nierobisch et al. 2017; Arrigo, 2015, 2018; Moore, Doherty & Doyle, 2010; Moore & Doherty, 

2007). Thus, this motivates this description as a foundation of what a flagship store is when 

exploring and analyzing the phenomenon of FMCG flagship stores. The description of what 

characterizes a flagship store by Kozinets (2002) is illustrated in the figure below.  
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Figure 2. Illustration of the description of flagship stores by Kozinets et al. (2002)  

 

Just as it is important to discuss the descriptions of flagship stores, it is to distinguish the concept 

from closely related concepts, which will be further discussed in the following part of the 

thesis.  

2.2.3 Flagship Stores Distinguished from Similar Concepts  

In the literature, flagship stores have had various names and definitions from a historical 

perspective. Still today, there are numerous kinds of descriptions of different kinds of stores, 

similar to flagship stores, but with minor differences. In a comparative study, Dolbec and 

Chebat (2013) were among the first who conducted a quantitative study in the research field of 

flagship stores where they analyze the differences in what effect a flagship store has on 

consumers compared to a “brand store”. The authors suggest flagship stores have a more 

significant impact on the brand experience and create more favorable brand perceptions of 

consumers than brand stores. A brand store is in many aspects similar to a flagship store. 

However, what distinguishes a flagship store from a brand store is the third characteristic 

presented by Kozinets et al. (2002). A flagship store intends to reinforce the brand rather than 

focus on selling the products, while a brand store does not necessarily have this characteristic 

(Dolbec & Chebat, 2013). The “themed entertainment brand store” is another kind of brand 

store (Kozinets et al. 2002). This kind of store also focuses primarily on the sales of services 

rather than products. Furthermore, the themed entertainment brand store rarely has any brand 

history other than what is related to the actual store. Still, similar to flagship stores, the aim is 

to strengthen the brand (Kozinets et al. 2002).  

  

Another term associated with experiential marketing is the concept of pop-up stores, which has 

many similarities to flagship stores. Referring to how Kozinets et al. (2002) describe flagship 

stores, pop-up stores are similar. They also carry a single brand, are owned by the brand 

manufacturer and operate to reinforce the brand rather than focus on sales or profit (Klein, Falk, 

Esch & Gloukhovtsev, 2016). Further similarities between the store concepts are the fact that 
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both aim to create a unique and superior brand experience for the customers. Moreover, the 

similarities between the concepts are to increase the brand awareness, emotional attachment to 

the brand as well as the creation of word-of-mouth about their experience when visiting the 

pop-up store (Klein et al. 2016; Bell, Gallino & Moreno, 2014; Niehm, Fiore, Jeong & Kim, 

2006). However, one significant difference between a pop-up store and a flagship store is that 

a pop-up store is only temporarily available in a given location for a short amount of time (Klein 

et al. 2016).  

  

Despite differences between the concepts, the authors of this study argue for the importance of 

defining closely related store types stores in this thesis to distinguish them from flagship stores 

to clarify the definition of flagship stores as it will guide this study forward.  

2.2.4 Previous Research of Flagship Stores 

The flagship store as a marketing strategy has mainly been implemented by luxury brands, so 

has the research concerning flagship stores, almost exclusively. Luxury flagship stores function 

as a communication tool, as a role model for store development as well as a relationship builder 

to different stakeholders (Manlow & Nobbs, 2013). Moreover, the authors highlight the 

essentiality of exclusivity and hedonically express the brand values for luxury flagship stores. 

While Manlow and Nobbs (2013) emphasize the importance of internal aspects from the luxury 

flagship store, Arrigo (2015), on the other hand, emphasizes the role flagship stores play in the 

luxury fashion industry regarding distribution and geographic position. According to Arrigo 

(2015), the luxury flagship store is a retail format that improves the luxury brands and internal 

aspects of the store’s layout and exclusive offer. But also through the geographic location of 

the stores. The author argues for the importance of placing the luxury flagship stores close to 

each other in an attractive area so the luxury brands can benefit from each other. This develops 

a sense of luxury for the location and reinforces the exclusivity of the luxury brands from an 

external perspective (Arrigo, 2015).  

  

Moore and Doherty (2007) study luxury flagship stores and take a strategic approach where the 

authors discuss four strategic dimensions of flagship store: Location and place, distribution 

hierarchy, strategic purpose and language of the store. Furthermore, the authors argue that it is 

now equally important with the experience of how to collect ownership of the product as the 

product itself, referred to as “experience economy” (see 2.3.1). In an experience economy, the 

flagship store is crucial as a channel of communicating the values and market position to 

consumers. The strategic purpose of flagship stores are categorized in the following four ways 

by Moore and Doherty (2007):  

 

1. As a method for market entry  

2. Channel and support for relationships  

3. Communicating marketing messages 

4. Operates as the blueprint for store development  

  

An important aspect of flagship stores is the expressed “language of the store”. Three aspects 

define the “language of a flagship store”: the architecture of the store, the offer of added value 

services and the “third space” concept (Nobbs, Moore & Sheridan, 2012; Moore & Doherty, 

2007). According to Arrigo (2018), the architecture of the flagship store should communicate 

and reflect the brand in its visual appearance. The offer of added value service refers to 

providing services to the customers, enhancing the brand experience, and being unique for the 
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flagship store. This cannot be offered in a regular store. One example of additional services 

could be to offer the customers the opportunity to book private rooms (Nobbs, Moore & 

Sheridan, 2012). The “third space” refers to experiential retailing (Brakus, Schmitt & 

Zarantonello, 2009; Pine & Gilmore, 1998), emotionally connecting the customers to the brand 

by activities in the store enhancing the memory of the brand (Arrigo, 2018). Furthermore, the 

third space is described by Mikunda (2006, p.11 cited in Arrigo, 2018) as a “comfortable space 

to browse, relax and meet people, enjoy a meal”. 

  

The strategic approach of luxury flagship stores taken by Moore and Doherty (2007) is adopted 

by Doyle, Moore, Doherty, and Hamilton (2008). They study the luxury furniture industry in 

Italy from a brand management perspective. The authors argue that a flagship store could 

provide brand context to manufacturing- or product-oriented brands who otherwise would have 

trouble building one. A flagship store could then offer a strategic opportunity for these 

organizations to create a brand context in which they could control what they want to 

communicate (Doyle et al. 2008). Moreover, Doyle et al. (2008) argue for the importance of 

strengthening the brand and spreading awareness in the countries where the luxury flagship 

stores are located.  

 

The strategic approach is further adopted by Moore, Doherty and Doyle (2010), who study the 

concept of luxury flagship stores as a market entry method. The authors argue that luxury 

flagship stores represent a strategic approach to support, develop, and enhance distribution 

activities. Furthermore, the authors emphasize the importance of flagship stores to reinforce the 

luxury brands’ status and maintain and develop relationships with consumers and other 

stakeholders (Moore, Doherty & Doyle, 2010).  

 

Due to limited research regarding flagship stores, there are primarily studies portraying the 

positive aspects of the phenomenon. However, McGrath, Sherry and Diamond (2013) show in 

the study “Discordant retail brand ideology in the House of Barbie” where they study the 

House of Barbie in Shanghai, that flagship stores might not only have positive effects on the 

brand. The authors argue that if the in-store attractions and the brand value of the flagship store 

do not align with the hopes and expectations of the consumers, there might be negative effects 

on their brand perception. The House of Barbie, owned by Mattel Inc, closed its flagship store 

in 2011. Since then, the brand has changed their brand strategy and have not opened any new 

flagship stores (Gupta, 2011).  

  

Although the concept of flagship store historically has been most commonly used by luxury 

brands, there is an increasing number of brands lower in the hierarchy using the concept of 

flagship stores (Nobbs, Moore & Sheridan, 2012; Manlow & Nobbs, 2013; Nierobisch et al. 

2017). However, there is an evident gap in previous research in regards to this phenomenon. 

Outside the field of luxury brands, Borghini et al. (2009) conducted a case study at the themed 

brand store of American Girl Place. The authors emphasize the importance of brand ideology 

and in communicating the brand values through the physical stores. Communicating this to the 

consumers enhances the brand memory and strengthens the consumer-brand relationship 

(Borghini et al. 2009). One of few studies on an FMCG brand on a similar topic is a study by 

Hollenbeck, Peters and Zinkhan (2008), who studied the Coca-Cola brand museum. The authors 

emphasize many similarities between a museum and a flagship store. However, what is unique 

about a brand museum is its resemblance to a traditional museum. The authors highlight that 

by illustrating the brand's evolution and the brand, meaning allows the consumers to humanize 

the brand, allowing them to create a more humanized brand image (Hollenbeck, Peters & 

Zinkhan, 2008).  
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One study focusing specifically on flagship stores in the FMCG industry is a study by 

Nierobisch, Toporowski, Dannewald and Jahn (2017). The authors study the effect of 

consumers’ visits to flagship stores on brand equity, brand loyalty, and brand attachment by 

analyzing two different stores. To study the effect of the in-store experience,  the "store-fueled 

brand experience" is analyzed. The store-fueled brand experience refers to the augmented brand 

display that stimulates the experience of the brand. They emphasize that despite the FMCG 

brand being low in brand involvement, the flagship store might reinforce the brand experiences. 

However, Nierobisch et al. (2017) argue that the store-fueled brand experience does not always 

lead to favorable reactions amongst the customers. Instead, brand attachment and brand equity 

are what mediates future purchases. Moreover, regarding brand experience, the next section 

will cover an in-depth presentation of previous research on experience and later the brand 

experience.   

2.3 Brand Experience 

2.3.1 Experiences and Experience Economy 

A considerable amount of literature regarding brand experience can be traced back to a study 

by Holbrook and Hirschman (1982). The authors emphasize how experiential aspects play an 

important role in the consumption process, such as fantasies, feelings, and fun. This was one of 

the first studies on the experiential aspect of consumption, which has influenced many studies. 

Holbrook and Hirschman (1982) identified the nonverbal, subconscious and symbolic meanings 

of the decision-making process in consumption. Furthermore, the authors argue that 

experiences are multidimensional and include feelings, fantasies and other hedonic dimensions 

connected to the brand. This differs from previous studies on the processing of information 

before making a purchase, which focuses more on the attributes of products, assuming that the 

customers are rational when making decisions (Holbrook & Hirschman, 1982).  

  

Building on the influence of cognitions in how the experiential aspect in consumption affects 

how consumers make decisions, Pine and Gilmore (1998) argue for an emerging experience 

economy. Previously, experiences have been intertwined with services. However, experiences 

are distinguished from services. Consumers have previously searched for different service 

offerings, while more focus of the consumers is shifting towards seeking experiences, leading 

to a shift into an experience economy (Pine & Gilmore, 1998). The authors describe experiences 

as something that occurs when the company intentionally uses service as a tool for engagement 

to create a memorable event for the consumers. To differentiate from others, brands can use 

experiences to create a stronger relationship with their customers by illustrating their brand 

values and personality (Pine & Gilmore, 1998).   

  

Different authors categorize experiences differently. For example, Pine and Gilmore (1998) 

categorize experiences into esthetic, escapist, educational and entertainment. This 

categorization indicates four different ways a company can expose their customer to an 

experience in terms of interaction. Meanwhile, Schmitt (1999) formulates five different 

categories of experiences: physical experiences, behavior and lifestyle experiences (act), 

sensory experiences (sense), creative cognitive experiences (think), affective experiences (feel) 

and social-identity experiences related to groups or cultures (relate). On the other hand, Arnould 
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and Price (1993) explain that experiences occur as consumers actively search for information 

about a product, receive service from a specific brand, shop products from specific brands, or 

other brand-related activities. Although there are different descriptions of what characterizes 

experiences, it is becoming more central to provide a “brand experience” to the customer, which 

will be further discussed and elaborated in the following section.  

2.3.2 What is Brand Experience?  

From growing attention from both scholars and practitioners on the experience for consumers, 

the term brand experience has emerged. The concept of brand experience has a vast variety of 

definitions and is not clearly defined in previous literature (Khan & Rahman, 2015; Pina & 

Dias, 2021; Limba, Kiskis & Jurkute, 2014). Ambler, Bhattacharya, Edell, Keller, Lemon, & 

Mitall (2002) describe the brand experience as the extent to which consumers use a specific 

brand, for instance, discuss the brand with others or actively search for information, events or 

promotions about the brand. However, this description differentiates from other definitions as 

it takes a more practical focus on the usage and activities concerning the brand rather than 

taking an experiential aspect. Instead, Alloza (2008) describes the brand experience as 

customers’ perception at every moment of contact with a specific brand, whether it is the first 

occasion of personal contact with the brand, images, the brand’s products, or the quality of 

personal treatment. Furthermore, Iglesias, Singh, and Batista-Foguet (2011) explain the brand 

experience as the takeaway impression of consumers, being created in their minds as they 

encounter the holistic values of a brand.  

 

The description of Alloza (2008) and Iglesias, Singh, and Batista-Foguet (2011) focus on the 

consumer’s interaction with a brand and, as a result, how they perceive it, in comparison with 

the more practical definition provided by Ambler et al. (2002). However, Brakus, Schmitt & 

Zarantonello (2009, p. 53) define brand experience as “subjective, internal consumer responses 

(sensations, feelings, and cognitions) and behavioral responses evoked by brand-related stimuli 

that are part of a brand’s design and identity, packaging, communications, and environments.”  

  

Despite differences in how different researchers describe the brand experience, they have the 

highlighted role of the consumer in common. Moreover, the different definitions all emphasize 

the interaction between consumers and brands and how the consumers respond differently to 

the brand experience. Furthermore, common for most definitions of brand experiences, 

although phrased differently, is that the consumer’s encounter with the brand in different 

channels evokes emotions, cognitions, and behaviors.  

2.3.3 Brand Experience Distinguished from Similar Concepts  

Numerous studies have emphasized the importance of brand experience in the modern 

experience economy (Brakus, Schmitt & Zarantonello, 2009; Şahin, Zehir & Kitapçı, 2011; 

Limba, Kiskis & Jurkute, 2014; Lacap & Tungcab, 2020; Pina & Dias, 2021; Schmitt, Brakus 

& Zarantonello, 2014). However, it is essential to distinguish the concept of brand experience 

from similar concepts, as there might be confusion regarding the differences between concepts 

due to limited previous research (Limba, Kiskis & Jurkute, 2014). Brakus, Schmitt & 

Zarantonello (2009) describe how brand experience differentiates from associative, evaluative, 

and affective concepts, such as brand attachment and brand attitudes. For example, brand 
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attitudes are considered automatized affective reactions or evaluations based on previous 

beliefs, while brand experience instead includes specific feelings, cognitions, and sensations 

(Brakus, Schmitt & Zarantonello, 2009). Furthermore, some authors argue for the similarities 

between the concept of brand familiarity and brand experience (Limba, Kiskis & Jurkute, 2014; 

Hong-Youl Ha & Perks, 2005). Therefore, the terms are sometimes interchangeably used, 

especially in regards to low involvement brands. However, brand familiarity is described as a 

unidimensional construct related to time spent processing brand-related information instead of 

brand experience (Hong-Youl Ha & Perks, 2005).  

  

Brand experience can also be compared to brand involvement. However, brand involvement is 

based on interest, values, or needs that motivate customers to engage with a brand 

(Zaichkowsky, 1985). In contrast, brand experiences do not need to have an underlying 

motivational urge towards a brand. It can happen without the consumers having any interest or 

personal connection to a brand (Brakus, Schmitt & Zarantonello, 2009). Despite the level of 

involvement, the literature indicates that brand experience might influence and impact 

customers and their relationship to the brand (Kumar & Kaushik, 2018). The next section will 

explain and elaborate on the concept of the consumer-brand relationship. 

2.4 Consumer-brand Relationship  

2.4.1 The Consumer-brand Relationship Concept  

Marketers have problems identifying what exactly creates the consumer-brand relationships 

and why consumers respond favorably and strongly to some brands’ relationship-building 

efforts (Bhattacharya & Sen, 2003). Therefore, the interest in learning how to develop a 

nurturing and strong consumer-brand relationship is growing among both academics and 

practitioners. The relationship between a customer and a brand is often referred to as the 

consumer-brand relationship (Aggarwal, 2004). This relationship is equivalent and has the same 

characteristics as the relationship between people. According to Bowden (2009), consumer-

brand relationships exist and continually develop over time through different engagement 

processes during different consumption stages.  

  

Just as the relationship between people is complex, so is the concept of the consumer-brand 

relationship. However, only describing the consumer-brand relation as the relation between 

brand and consumer is too simple. Fournier (1998) explains the consumer-brand relationships 

in a more nuanced way. Fournier (1998) exemplifies the relationship as seeing the customer 

and the brand as partners. For this relationship to exist, the partners need to affect, define and 

redefine each other. Furthermore, Fournier (1998) presents three arguments that emphasize the 

nature of the consumer-brand relationship. 

 

 

1. Brands can and do serve as viable relationship partners. 

2. Consumer-brand relationships are valid in the consumer's lived experience and 

everyday life. 

3. The consumer-brand relationships can be described differently, using a rich vocabulary 

useful for managerial and theoretical purposes.  
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The consumer-brand relationship is built when a certain brand of the customer's choice becomes 

a part of the customer's life (Fournier, 1998). Furthermore, there must be interdependence 

between the customer and the brand for the brand relationship to exist. To legitimize this 

relationship, one can see it as when the brands are being animated, humanized, or personalized. 

When customers accept the humanized brands and see them as a part of their own, the 

relationship is created. Moreover, Fournier (1998) argues that relationships are purposive to the 

extent to which they add meaning to consumers' lives. In line with this, Muniz and O'Guinn 

(2001) argue that the consumer-brand relationship enables emotional connections between 

consumers and the brand.  

  

Moreover, scholars emphasize how the consumer-brand relationship is established and 

developed by the brand experience and by experiencing the brands’ image and core values 

(Bhattacharya & Sen, 2003; Trudeau & Shobeiri, 2016; Kumar & Kaushik, 2018). Therefore, 

the consumer’s values need to match the brand’s in order to develop a positive relationship. In 

line with this, Aaker, Fournier, and Brasel (2004) argue that consumers develop relationships 

with brands where they share values and identify their personality. In a consumer-brand 

relationship like this, the strong bond between the two parties creates positive effects on the 

relationship, which leads to increased trustworthiness and loyalty (Aaker, Fournier & Brasel, 

2004; Khamitov, Wang & Thomson, 2019). In other words, the authors argue for the 

consumer’s personality and its effects in the relationship to the brand. 

2.4.2 Fournier’s Brand Relationship Quality Framework 

This thesis aims to explore the phenomenon of FMCG flagship stores rather than refining 

consumer-brand relationship theory. Therefore, the framework presented by Fournier (1998) is 

presented briefly, as the aim is not to analyze every step of the framework. Instead, the insights 

from Fournier (1998) will work as a theoretical perspective to provide a typology to analyze 

and describe the influence of FMCG flagship stores on the consumer-brand relationship from 

the customer’s perspective. Furthermore, many of the brands analyzed in the study by Fournier 

(1998) are FMCG brands, emphasizing the relevance of using the framework as a theoretical 

typology in this thesis.  

  

In the qualitative research, Susan Fournier (1998) studies the relationship between consumers 

and brands. In this study, the author develops the Brand Relationship Quality (BRQ) framework 

to analyze the overall quality, depth and strength of the relationship between consumers and the 

brand (Bertilsson, 2017). This framework has worked as a fundamental basis for a large number 

of studies. To develop the BRQ framework, Fournier (1998) developed a typology of fifteen 

different kinds of relationship forms. The fifteen different relationship forms all have unique 

characteristics. For instance,  some examples, such as “Committed partnerships”, are voluntary 

and characterized by high love, trust, and commitment despite circumstances, while others, 

such as “Enslavements”, are non-voluntary where the consumers are bound, despite negative 

feelings, to a brand due to the circumstances (Fournier, 1998). Other examples are the 

“Childhood friendships”, which continue to last despite infrequent usage because the brand 

reminds the consumer of a certain past or an important person from before, or the “Casual 

friend,” which is low in intimacy sporadically engaged with. The relationship forms are 

suggested to conceptualize the phenomenon of the consumer-brand relationship (Fournier, 

1998).  
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Fournier (1998) emphasizes the importance of understanding the personalized significance the 

consumers feel towards the brand. As previously mentioned, this understanding of how 

personalities affect different relationships to brands which in its turn increases the relationship 

quality and loyalty towards the brand (Fournier, 1998; Aaker, Fournier & Brasel, 2004; 

Khamitov, Wang & Thomson, 2019). Moreover, the author argues that the bond between a 

consumer and a brand is established when purchasing a specific brand product is successful and 

convincing. This will most likely lead to repurchase and a positive word of mouth from the 

consumers to others. Furthermore, if the empathy for the brand is strong towards the brand, the 

consumers are likely to purchase again and consider the brand as a part of the consumer's 

everyday life (Fournier, 1998). 

  

Fournier (1998) argues that quality is the best to capture the richness of how relationships arise, 

develop and dissolve. To measure the quality of consumer-brand relationships, Fournier 

introduces the BRQ Framework (see Figure 3). The relationship quality develops through 

meaningful interactions between the brand and consumer behaviors. Furthermore, consumer or 

brand actions impact the brand relationship quality, either by enhancing or diluting it 

(Bertilsson, 2017). One example of how brand actions can enhance the consumer-brand 

relationship is by creating a meaningful experience for the consumers in a physical setting by 

developing intimacy (Pulh, Mencarelli & Chaney, 2019). 

 

 
Figure 3. Brand Relationship Quality (BRQ) framework by Fournier (1998) 

 

The BRQ framework illustrates the complexity of creating and sustaining consumer-brand 

relationships, where merely creating positive feelings is not enough (Fournier, 1998). Instead, 

the author presents six vital factors that can build and strengthen the quality of the relationship. 

The factors are affective and socioemotive attachments (love/passion and self-connection), 

behavioral ties (commitment and interdependence) and supportive cognitive beliefs (intimacy 
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and brand partner quality) and are all explained below (Fournier, 1998, p.363-365). These 

facets are used by Fournier (1998) to emphasize that depending on the combination of factors, 

the stability and duration of the relationship can be generated over time.  

 

1. Love and Passion: Essence of strong consumer-brand relationships, where the 

affective foundation is much deeper than other brand-related aspects, such as brand 

preference. Consumers with a strong love or passion for a brand feel that something is 

missing when they can not engage with the brand and consider it unique and 

irreplaceable. 

 

2. Self-connection: To what extent the consumer identifies themselves with a brand. A 

strong self-connection supports the consumer-brand relationship maintenance by 

developing emotions of uniqueness and dependency.  

 

3. Interdependence: How frequently the consumer engages with the brand and how 

much involved and part of the consumer's life the product is. To foster this facet, 

consumption rituals are essential.  

 

4. Commitment: Indicates the intent to act in a supportive way for the relationship's 

durability. The level of commitment is indicated by the loyalty and appreciation from 

the consumer towards the brand. Furthermore, sticking with the brand through 

turbulent times may reward the consumer with the feeling of moral courage. 
 

5. Intimacy: There are often more complex knowledge structures around the brands 

consumers feel intimate with, leading to more durable relationships. The interactions 

between consumer and brand over time creates a brand relationship memory of the 

personal experiences and associations, increasing the feeling of intimacy.  

 

6. Brand partner quality: This facet mirrors how the consumer evaluates and judges the 

brand overall performance in their relationship. It shows the overall strength and 

satisfaction of the relationship. The brand partner quality has five essential 

components:  

(1) An experienced positive orientation from the brand toward the consumer (making 

the consumer feel cared for, respected, wanted and listened to).  

(2) Judgments of the brand’s reliability, predictability and dependability in the brand’s 

partnership role.  

(3) Judgements of the faithfulness to the rules of the relationship.  

(4) Trust and faith that the brand delivers what is desired rather than what is feared.  

(5) Comfortability in the accountability of the brand’s actions.  

   

The six factors presented give rise to the five different relationship outcomes presented in the 

bottom section of the BRQ framework, which affect the consumer-brand relationship durability 

or stability over time (Fournier, 1998). However, the focus in the analysis will be on the six 

relationship quality facets rather than analyzing these outcomes. This is because this thesis aims 

to study how customers’ visits to an FMCG flagship store influences the consumer-brand 

relationship, rather than focusing on refining the consumer-brand relationship theory. 

Therefore, the brand relationship quality will be the focus of the analysis, rather than analyzing 

the relationship outcomes. 
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The BRQ framework by Fournier (1998) will be used in the analysis as a theoretical typology 

of the relationship between customers and the brand, analyzing it from the customer's 

perspective. The following section will present a complementary theory by Keller (2013) that 

will be used as a theoretical typology from the strategic perspective of the managers. Using the 

two complementary theories will simultaneously work as a tool when exploring and 

understanding FMCG flagship stores. The next section will explain what brand equity and 

customer-based brand equity are. These concepts will be presented to make the reader 

understand how they contribute as the fundamental basis to Keller’s (2013) theory, that later 

will be used in the analysis when theorizing the findings of the empirical material.  

2.5 Customer-based Brand Equity 

2.5.1 What is Brand Equity? 

Before elaborating upon brand equity and customer-based brand equity, it is important to 

understand what a brand is. According to Keller (2013), a brand is “a set of mental associations, 

held by the consumer, which adds to the perceived value of a product or service.” Furthermore, 

Keller (2013) argues that these associations should be unique, strong and positive (exclusivity, 

saliency, and desirable). Kapferer (2012), on the other hand, highlights that the classic 

definition by Keller is not enough. It only touches the set of added perceptions from customers. 

Kapferer (2012) argues that the relationship between consumers and brands that he calls “the 

intense emotional component” and the financial aspect defines a brand more holistically.  

  

The literature regarding the definition and perception of brand equity is extensive, and various 

authors define this term in different ways and from different perspectives. Most scholars agree 

with Aaker’s (1991) classic definition of brand equity as a set of assets providing added value 

on top of the value of the products and services due to marketing efforts. However, Kapferer 

(2012) argues that; the perception from the consumer, the relationship between the consumer 

and the brand together with the financial aspects defines brand equity. Kapferer (2012) explains 

the value of a brand as intangible- and condition assets. In other words, brand equity is defined 

as the combination of financial numbers in the balance sheet and the value the consumers 

perceive when they consume the products (Kapferer, 2012). According to Keller (2013), brand 

equity is described as the valuable capabilities a brand possesses. For instance, the power to 

influence consumer behavior, provide profit to shareholders, and when the products are being 

bought continuously. Keller (2013) argues that brand equity is based on customer’s minds, 

experiences, and knowledge about a brand.  

 

Aaker (1991) defines brand equity in terms of different brand assets and liabilities linked to a 

brand, the name, and the symbol, that adds the value provided by a product or a service. The 

authors agree that brand equity can provide value for the brand. However, this value can be 

affected and reinforced by the assets linked to the relationship between the brand and the 

customers (Aaker, 1991). Moreover, Aaker (1991) argues for five brand equity assets that need 

to be considered in terms of brand equity. They are perceived quality, brand awareness, brand 

associations, brand loyalty, and other brand proprietary assets, including channel relationships, 

trademarks, or similar competitive advantages. Although, the last asset of other proprietary 

assets is often excluded. However, it is evident that the brand's name is the most popular 
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indicator when analyzing or measuring brand equity. Still, logos, symbols, and other elements 

can also verify the differences in brand equity (Kapferer, 2012).  

2.5.2 What is Customer-based Brand Equity? 

This paragraph will present what customer-based brand equity is for the reader to later 

understand Keller’s (2013) brand resonance pyramid and how brand equity can affect the 

relationship between customers and brands. The customer-based brand equity concept 

presented by Keller (2013) is all about the strength of a brand in what customers have seen, 

learned, felt, and heard about a brand as a result of the customer’s experience over time. To 

clarify, the strength of a brand lies in what resides in the hearts and minds of customers. 

Therefore, according to Keller (2013) the challenges for marketers when building a solid and 

stable brand are ensuring that the customers experience the products and services the right way. 

Furthermore, the challenge for marketers is to constantly make sure their accompanying 

marketing programs express the desired thoughts, feelings, images, perceptions, opinions, and 

experiences linked to the brand (Keller, 2013).  

2.5.3 Keller’s Brand Resonance Pyramid 

The brand resonance pyramid by Keller (2013) is presented briefly as the point is not to analyze 

our empirical findings entirely through the pyramid. It will instead work as a foundation and a 

theoretical perspective to provide a language and a typology. Furthermore, by analyzing the 

managers’ descriptions of the purposes of using flagship stores, the brand resonance pyramid 

by Keller (2013) will be used to exemplify how the FMCG flagship stores operate in terms of 

strengthening the relationship between the customer and the brand. Thereby, the brand 

resonance pyramid will be used to verify the findings theoretically rather than refining theory.  

 
 
Figure 4. Brand Resonance Pyramid by Keller (2013) 

  

The brand resonance pyramid indicates the customer-based brand equity and concept behind 

creating a strong brand. This model identifies the brand building as a four-step process. 

According to this model by Keller (2013), it first ensures the customers identify and associate 

the brand with a certain product or need. Secondly, the meaning of the brand should be 
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established in the mind of the customer. This is made by strategically linking various tangible 

and intangible associations to the brand in the customer’s mind. The next step of the model is 

to achieve a proper response from the customer in terms of brand-related judgment and feeling. 

Lastly, the top of the pyramid is about converting the customer to become loyal by establishing 

a strong relationship between the customer and the brand. This is the last step of the model and 

is also the goal of the brand-building process, to establish a consumer-brand relationship and 

strengthen the brand (customer-based brand equity) (Keller, 2013). 

 

1. Identity, who are you? 

- Brand salience, is the bottom of the pyramid and it is about how often and easily 

customers reflect over the brand during purchases or consumption. In other words, the 

width of brand awareness. 

 

2. Meaning, what are you? 

- Brand performance and Brand imagery, this section of the pyramid refers to how 

well the product or service of a brand meets the needs of the customer and it also 

describes the extrinsic assets of the product and to what extent it meets the customers’ 

psychological and social needs. 

 

3. Response, what about you? 

- Brand judgment and Brand feelings, this part of the pyramid focuses on the personal 

perceptions and evaluations about the brand, from the customer. Together with 

customers’ emotional reactions and responses towards the brand. 

 

4. Relationship, what about me and you? 

- Brand resonance, this top part of the pyramid explains the created relationship 

between the customer and the brand, and to what extent the customer feels 

synchronized with the brand. 

  

In this second chapter, we have highlighted previous research regarding the four fields of our 

research related to our study to argue for the relevance of our research phenomenon. In the last 

part of the chapter, we presented two theories that will later be used in the analysis. The 

following chapter will elaborate and motivate the methodological approach of this study. 
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3 Methodology 

The following methodology chapter aims to present and elaborate upon our choices of research 

philosophy and approaches towards various methodological standpoints. Moreover, the 

research strategy and research design to gather data and meet the purpose of the study will be 

presented and followed by how our choice of qualitative design and abductive approach as a 

research method is argued for. Later, a multiple case study is presented and argued for, 

followed by the qualitative data sampling methods used in this study. Finally, the chapter ends 

by discussing the data analysis concluded by considering validity, generalizability, reliability 

and reflexibility. 

3.1 Research Philosophy  

Firstly, we will discuss the philosophical standpoint of this study to illustrate what view on 

knowledge this research takes. It is important to note the ontological and epistemological 

standpoint since it will determine the research method, research strategy and how the result is 

interpreted (Saunders, Lewis & Thornhill, 2019). Guba and Lincoln (1994) argue that before 

researchers conduct a study, the paradigm which guides the inquiry forward needs to be clear. 

The authors define a paradigm as the worldview, or basic belief system, that guides the 

researcher’s choice of method as well as epistemological and ontological ways (Guba & 

Lincoln, 1994). Furthermore, Easterby-Smith, Thorpe and Jackson (2015) emphasize the 

importance of being aware of the philosophical assumptions when conducting a study, as it has 

the potential to increase creativity for the researcher as well as the overall quality of the 

research.   

3.1.1 A relativist Ontological Standpoint  

Our study will have a relativist ontological standpoint, which means that we argue that there is 

no single reality to be revealed. Ontology is about assumptions of the nature of reality 

(Easterby-Smith, Thorpe & Jackson 2015). Guba and Lincoln (1994, p, 108) describe the 

ontological question as “What is the form and nature of reality and, therefore, what is there 

that can be known about it?”. Still, there are many various perspectives of the perceived issue. 

For example, Easterby-Smith, Thorpe and Jackson (2015) describe this relativist position as it 

accepts different observers’ points of view, and what is seen to be the truth can vary from 

different places and at different times. This is in line with the nature of our study, since we 

interpret the different observers’ perceptions of reality from their view, not viewing reality as 

one truth.  
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3.1.2 Epistemological Standpoint of Social Constructionism   

In this study, we take the epistemological standpoint of social constructionism as we believe 

various aspects of social reality are not determined in terms of objective and external factors 

but rather by people. Furthermore, we believe that there are many different realities of how 

people experience various situations. Guba and Lincoln (1994 p.108) explain epistemology by 

asking the question: “What is the nature of the relationship between the knower or would-be 

knower and what can be known?”. The question regarding epistemology indicates that not just 

any relationship can be assumed and the answer to this question regarding epistemology is 

constrained by the answer to the ontological question regarding reality. Easterby-Smith, Thorpe 

and Jackson (2015) on the other hand describe epistemology as the study of the nature of 

knowledge and how it is translated into the social and physical world. The authors indicate that 

epistemology is studying theories of knowledge and how we know what we know. Easterby-

Smith, Thorpe and Jackson (2015) describe social constructionism as the social reality 

experienced by people, not by objective external forces. Hence, social constructionism should 

not gather and measure facts and frequency of social behavior but rather understand the 

different meanings and constructions that people perceive.  

 

Furthermore, social constructionism should focus on what and how people, individually and 

collectively, are thinking and feeling. The attention should be drawn to how people 

communicate, verbally or nonverbally (Easterby-Smith, Thorpe & Jackson 2015). As we aim 

to understand the phenomenon of flagship stores in the FMCG industry and how managers and 

consumers experience the phenomenon, interpreting their perception, social constructionism as 

an epistemological standpoint corresponds with this research. 

3.2 Research Strategy  

3.2.1 Qualitative Research Strategy   

This study is based on an in-depth understanding of respondents’ perception of reality rather 

than quantification in data collection and statistical correlations (Bryman & Bell, 2015). 

Therefore, the qualitative research strategy is preferred as this thesis aims to study the manager's 

and customers' perceptions of the FMCG flagship store. Furthermore, this study’s ontological 

and epistemological orientations support the choice of a qualitative research method (Easterby-

Smith, Thorpe & Jackson 2015; Bryman & Bell, 2015; Guba & Lincoln, 1994; Saunders, Lewis 

& Thornhill, 2019). 

  

Qualitative research is often described as studying things that cannot be measured or explained 

by numbers (Rennstam & Wästerfors, 2018). Furthermore, the qualitative data can be defined 

by “their form (non-numeric) and by the interactive and interpretive process in which they are 

created” (Easterby-Smith, Thorpe & Jackson 2015, p. 130). Therefore, due to the nature of this 

study, the qualitative research strategy is preferred over a quantitative research strategy. 

Furthermore, Easterby-Smith, Thorpe and Jackson (2015) explain how instead of having pre-

coded questions and responses, the nature of qualitative research is more explorative and 

involves open-ended questions. Therefore, as the nature of this study is explorative with an 

open-ended research question where the purpose is to study peoples’ perceptions, a qualitative 

research design is argued to be the most suitable approach. Furthermore, we argue that in order 



 

 23 

to collect the required data to answer the research question, a qualitative research strategy was 

most appropriate as close interaction with research participants would be needed to gather as 

rich data as possible and fulfill the purpose of this study.   

3.2.2 Abductive approach 

When conducting this study, it was important not to be constrained by theory when collecting 

and analyzing the empirical data. Therefore, this study takes an abductive approach, also 

referred to as an iterative approach, which allows an interplay between theory and the collected 

empirical data (Saunders, Lewis & Thornhill, 2019; Bryman & Bell, 2015).  Bryman and Bell 

(2015) present the most common approaches: the deductive and inductive approaches. When 

taking a deductive approach, the researcher works from what is theoretically known about a 

domain and builds a hypothesis from that knowledge (Bryman & Bell, 2015). Therefore, a 

deductive approach was not considered suitable for this research as it would have meant 

developing propositions and assumptions from theory. Neither was an inductive approach 

taken, relying on empirical data from which the theory is generated (Dubois & Gadde, 2002). 

Instead, an abductive approach is taken, as it is considered advantageous because researchers 

attempt to discover new insights, such as new relationships or other variables (Dubois & Gadde, 

2002). Also, the abductive approach can enable the researcher to generate theory from the 

empirical material, but without neglecting previous theoretical knowledge regarding the domain 

(Alvesson & Sköldberg, 2009). Hence, this study takes an abductive approach, which allows 

the interplay between theory and data to guide the study forward.  

3.3 Research Design 

In the design of this study, the aim was to contribute to and deepen the understanding of the 

intersection between the four fields of research regarding FMCG, Flagship stores, Brand 

Experience, and Consumer-Brand Relationship. When developing an understanding within this 

field of study, several companies were analyzed. Simultaneously, several respondents of both 

managers’ and consumers’ perspectives were consulted to enrich the understanding from 

different perspectives. To conceptualize the phenomenon of flagship stores in the FMCG 

industry, a multiple case study was chosen to obtain further information and research the 

phenomenon from both managers’ and consumers’ perspectives. According to Yin (2018), 

multiple case-study approaches allow an illustration in detail of the phenomenon of choice. 

Furthermore, the author argues that a multiple case study can gather evidence from at least six 

sources; interviews, documents, archival records, direct observations, participant observations, 

and physical artifacts. Thus, this approach allows a more holistic understanding of the 

phenomenon as the possibility of gathering empirical data from multiple cases and from 

different sources can complement each other. Hence, we attempt to develop a deeper 

understanding of this phenomenon; we argue that this design fits the aim of this study.  

  

Coherent with our decision to conduct a multiple case study, Easterby-Smith, Thorpe and 

Jackson (2015) promote case study research when looking for in-depth knowledge of 

organizational phenomena. It allows a profound exploration of various theoretical and strategic 

insights. However, Easterby-Smith, Thorpe and Jackson (2015) argue that many articles 

regarding case study methods come from the positivist approach, but they can also be designed 
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from relativist and constructionist perspectives. Moreover, Easterby-Smith, Thorpe and 

Jackson (2015) argue that a constructionist epistemological standpoint and a relativism 

ontology usually start with a question. This is also how this study is constructed, with three 

research questions regarding what FMCG flagship stores are, why they are used and how the 

FMCG flagship stores influence consumer-brand relationship. These questions are followed up 

by a case study designed to analyze case companies to find the answers to the research 

questions.  

 

The research design of a multiple case study also suits this study because the design allows an 

in-depth exploration and asks the questions “how” and “why” in our study. According to Baxter 

and Jack (2008), a case study research design is applicable for research attempting to give 

answers to questions regarding “how” and “why”. On the premises, these questions seek 

explanations and consider how a phenomenon is affected by the situation. Rather than incidence 

questions trying to answer questions regarding size or frequency. Furthermore, when 

conducting this multiple case study, we kept the identified criticisms of Dyer and Wilkins 

(1991) in mind. The authors describe the risks of a multiple case study as it can make the 

researchers focus on comparing the cases of the study instead of considering the context  

and its environments.  

3.4 Sampling 

3.4.1 Selection of Case study 

We have chosen three different case companies within the FMCG industry that operate a 

flagship store to understand this phenomenon in a broader range. Therefore we have proceeded 

by investigating three different companies; Löfbergs (coffee producer), Swedish Match 

(tobacco producer), and Lindt (chocolate producer). The three different brands distribute 

various kinds of FMCG, providing a general overview of the phenomenon of FMCG flagship 

stores. Furthermore, what unites them and what makes them relevant for this multiple case 

study is that they all have flagship stores in Sweden. 

  

A case study is a research strategy involving one or more cases for creating theory with detailed 

and evident empirical descriptions of a particular instance or phenomenon based on various 

data sources (Eisenhardt & Graebner, 2007). Scholars use case studies to develop existing 

theories and contribute to researching different business phenomena. A case study can include 

single or multiple amounts of cases. In terms of replicating studies, case studies are one of the 

best strategies for collecting empirical data. The case should be chosen to be particularly 

suitable for highlighting and extending the relationships and logic among the ideas of the topic 

of investigation (Eisenhardt & Graebner, 2007).  

 

We argue that this multiple case study fulfills these criteria as the flagship stores of investigation 

must be by a brand in the FMCG industry. Therefore, the collected empirical material should 

enrich the study with data regarding this unique phenomenon of flagship stores in the FMCG 

industry. Moreover, conducting a multiple case study does enhance the material with various 

sources within the same field of research. The phenomenon of a flagship store in the FMCG 

industry is the common denominator between the brands of choice in this study. Furthermore, 
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we wanted to expand the possibilities of collecting rich empirical material from different 

products within the FMCG industry.   

3.4.2 Sampling method 

Due to the explorative nature of this study and the chosen research phenomenon, the purposive 

sampling method was the most suitable sampling method to collect the empirical material. 

Easterby-Smith, Thorpe, and Jackson (2015) state that purposive sampling is relevant when the 

researchers have a clear idea of what sample units are needed to achieve the purpose of the 

study. In line with this, Bryman and Bell (2015) define purposive sampling as a non-probability 

kind of sampling, which translates into the fact that this sampling method does not randomly 

collect respondents. Nevertheless, Bryman and Bell (2015) argue that researchers using this 

sampling method need to ensure that the respondents differ in terms of key characteristics to 

create a variety within the purposive sampling. Hence, the sampling is non-probability 

sampling, and researchers cannot generalize a population with this sampling method.  

 

According to Bryman and Bell (2015), purposive sampling is not convenience sampling just 

because it is selected and not randomly collected. The difference and what makes the purposive 

sampling valid for this qualitative research is that the purposive sampling method has a specific 

research goal in mind. In contrast, convenience sampling is simply available by chance to the 

researcher. Furthermore, Bryman and Bell (2015) state that purposive sampling is an 

appropriate sampling method when analyzing multiple fields within organizations. This way of 

sampling is selected because of the relevance when aiming to understand a social phenomenon.  

 

Saunders, Lewis, and Thornhill, (2019) define purposive sampling as judgmental sampling. 

This kind of sampling method assumes the researchers use their judgment when selecting the 

cases and respondents to answer the specific research question and meet the objectives. With 

this in mind, we were convinced that the sample should be collected from consumers from the 

FMCG flagship store of choice. Therefore, the respondents for this study were selected after 

meeting the criteria of visiting one of the flagship stores and being exposed for the brand 

experience in either Swedish Match, Löfbergs, or Lindt’s flagship stores in Sweden.  

  

To complete the purposive sample, elements of Ad-hoc sampling were conducted. According 

to Easterby-Smith, Thorpe, and Jackson (2015), Ad-hoc sampling is a strategy where 

respondents are chosen with the criteria of availability and ease of access. Firstly, due to the 

limited possibility to reach out to customers in times of a pandemic. Secondly, since the 

respondents were chosen after the criteria of visiting one of the FMCG flagship stores during 

the last year, the availability of respondents was limited.  

  

At the end of the sampling process, we realized that the theoretical saturation was not yet met. 

Meanwhile, the number of respondents sampled by purposive sampling with the Ad-hoc 

elements was declining. To reach theoretical saturation, we decided to use snowball sampling. 

According to Bryman and Bell (2015) snowball sampling is a kind of convenience sample. 

What distinguishes snowball sampling from convenience sampling is that the researcher later 

uses the respondents of a sample to establish contacts with other people that would also be 

considered to fill the criteria (Bryman & Bell, 2015). Therefore, we asked our current 

respondents if they knew anyone else that fitted into our criteria and possibly had the 

opportunity to participate in our study. At this point, we added one thing to our criteria of the 

snowballed sample of respondents. The respondents should not have visited the flagship store 
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together with the respondent that had recommended him or her for the study. We added this 

criterion to minimize potential biases or the possibility of the newly recruited respondent having 

a very similar experience from visiting the flagship store. By doing so, we managed to collect 

additional respondents. Thereafter, we estimated that we had reached the saturation of empirical 

data since the interviews indicated that nothing new was added to the current sampled material. 

We argue that snowball sampling is well suited for this kind of situation.  

3.5 Data Collection  

To gather empirical data for this study, we combined different data collection methods. Firstly, 

semi-structured interviews were conducted with managers of the chosen case companies and 

visitors of the different flagship stores. The intention of interviewing managers was to 

understand better why the organizations are using flagship stores from a strategic management 

perspective. Furthermore, semi-structured interviews were also conducted with customers of 

the different flagship stores. This was done to gather insights from how the customers of the 

stores perceive the brand experience, thereby developing a better understanding of how the 

FMCG flagship influences the consumer-brand relationship. Secondly, the interviews were 

combined with observations at the flagship stores, where we visited each case company’s 

flagship store at least once. Combining semi-structured interviews with both managers and 

visitors and on-site observations allowed us to gather a rich empirical data set from different 

perspectives. This enabled a more holistic view of flagship stores, reducing the risk of only 

analyzing the phenomenon from one perspective. For example, only interviewing managers 

could mean portraying the flagship stores from their perspective. However, as the managers are 

paid and often loyal to the brand they are representing, this increases the risk of portraying the 

flagship stores in a glorified way. Therefore, we considered the combination of the different 

views as essential to provide insights from different perspectives. 

3.5.1 Qualitative interviews as primary data  

Due to the purpose of this study, to explore and develop an understanding of the rather 

unexplored phenomenon of using flagship stores in the FMCG industry, qualitative interviews 

were the most suitable method. Qualitative interviews are conducted to understand the 

respondent’s perspective (Bryman & Bell, 2015). The understanding should include the 

respondent’s viewpoints and why they have this specific opinion about a particular situation 

(King 2004 cited in Easterby-Smith, Thorpe & Jackson, 2015). As previously mentioned, 

qualitative research is explorative and involves open-ended questions. This is in line with the 

nature of this thesis, making qualitative interviews an appropriate choice of method for data 

collection. Moreover, qualitative interviews aim to gather information about the meaning and 

interpretation of a phenomenon according to the respondent’s worldviews (Kvale & Brinkmann 

2009 cited in Easterby-Smith, Thorpe & Jackson, 2015). This further emphasizes the relevance 

of choosing qualitative interviews for this thesis.  

 

The most common types of qualitative interviews are unstructured interviews and semi-

structured interviews. Unstructured interviews are characterized by asking just one question at 

the beginning of the interview and then allowing the respondent to speak freely. (Bryman & 

Bell, 2015). We did not believe unstructured interviews to be the most suitable approach for 
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our thesis, as asking one question at the beginning of the interview was not considered to collect 

enough empirical data. Instead, we chose to conduct semi-structured interviews. Semi-

structured interviews are when the researcher has prepared an interview guide with a list of 

questions covering specific topics. However, the interview guide does not need to be followed 

thoroughly, and additional follow-up questions can be asked concerning the respondents’ 

answers (Bryman & Bell, 2015). This method allowed us to ensure that specific fields of interest 

were discussed during the interviews. Simultaneously, by loosely following the interview 

guide, we flexibly conducted the interview, which made the interviews somewhat similar to a 

regular conversation.  

                                                                                                                             

For this thesis, primary data was collected by conducting sixteen semi-structured interviews. 

As previously mentioned, the respondents consisted of both managers of the case companies 

and visitors of the flagship stores. We conducted six interviews with managers, two at each case 

company and ten interviews with customers of the flagship stores (see Table 1). The length of 

the interviews varied from 20-45 minutes.  

  

Swedish Match Löfbergs Lindt 

Manager 1 - SM Manager 1 - Löfbergs Manager 1 - Lindt 

Manager 2 - SM  Manager 2 - Löfbergs Manager 2 - Lindt 
   

Customer 1  Customer 4 Customer 8 

Customer 2 Customer 5 Customer 9 

Customer 3  Customer 6 Customer 10 
 

Customer 7 
 

Table 1. Overview of respondents  

  

To the extent possible, we conducted face-to-face interviews. However, a majority of the 

interviews were conducted remotely by using online video chat tools. Remote interviews may 

lack depth and non-verbal communication compared to face-to-face interviews (Easterby-

Smith, Thorpe & Jackson, 2015). However, due to the corona pandemic, remote interviews 

were considered the best option for the interviewers and the respondents to feel safe and 

comfortable doing the interviews. Although remote interviews might lack immediate 

contextualization and depth, it allows for more flexibility. The respondents might feel less 

constrained than engaging in a face-to-face interview as they do not have to physically meet the 

interviewers at a certain place and time (Easterby-Smith, Thorpe & Jackson, 2015). Although 

remote interviews might lack the depth of face-to-face interviews, the video function allows the 

interviewers to perceive and interpret non-verbal communication to some extent. Thus, online 

video call interviews were considered the most viable option to collect data reliably.  

  

Before starting the interviews, all respondents were informed that they would be 

pseudonymized. Offering anonymity is one way of establishing trust and increasing the 

respondents' possibility of expressing their opinions (Easterby-Smith, Thorpe & Jackson, 

2015). Therefore, pseudonyms are used throughout the study to respect the integrity of the 

respondents. Furthermore, all respondents were asked for consent to record the audio of the 

interviews to transcribe the interviews. Moreover, before starting the interview, the respondents 
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were briefly introduced to the topic of the thesis. However, we considered it important not to 

describe what we aimed to study too much. This was to avoid us implementing our thoughts 

about the topic, potentially affecting the respondents to answer certain things that would not be 

considered their own words and experiences.  

  

We created two separate interview guides, one for the managerial interviews and one for the 

customer interviews (Appendix A & B). The interviews started with some “icebreaker” 

questions to make the respondents feel more comfortable (Easterby-Smith, Thorpe & Jackson, 

2015). As the interviewees seemed to feel comfortable in the setting, they were asked an open 

question. Following the icebreaker questions the visitors were asked to describe their visit to 

the flagship store. We asked an open-ended question like this to let the respondents describe 

their experience of the concept or their visit to the flagship store in their own words without 

asking leading questions with the ambition to avoid bias. As the interviews progressed, the 

interview guides were followed to create a structure of the interview and focus the conversation 

on specific topics of interest. However, as previously mentioned, deviations were made from 

the interview guide as flexibility during the interviews was essential to ask follow-up questions 

regarding what the respondents answered. The ambition was to allow a natural flow of the 

interview and gain more depth of the conversation.  

  

As previously mentioned, it was essential to allow the respondents to feel comfortable in the 

interview setting. Therefore, the interviews were conducted in Swedish due to the native tongue 

of the respondents. This enabled the interviewees to express themselves freely and prevent 

details from being left out due to a language barrier. After each interview was conducted, they 

were transcribed.  

3.5.2 Observations 

For this thesis, observations were considered to be an essential method of data collection. Doing 

observations enabled one additional perspective on top of the manager’s and visitors’ memory 

from their visits. As the research phenomenon is a physical store that is accessible for us to 

visit, we considered visiting each flagship store at least once as necessary. Visiting the stores 

enables for a better understanding of the phenomenon that the managers and visitors are 

describing. Also, spending time in the actual stores allowed us to create our perspective on the 

phenomenon of FMCG flagship stores. Observations in qualitative research have traditionally 

been somewhat overseen as a data collection method. However, doing observations can be 

rewarding and add richness to the empirical data. If the research objective and the research 

question concerns how people interact and what they do in a specific situation, observing them 

is a valuable method (Saunders, Lewis & Thornhill, 2019).   

  

Observations can be conducted in a variety of ways. Many researchers consider ethnographic 

studies and participant observation similar (Easterby-Smith, Thorpe & Jackson, 2015). 

However, the concepts are not to be used interchangeably as some characteristics distinguish 

them from each other. For example, ethnographic studies’ long-term observations, often 

combined with interviews or demographic data, understand the culture or entire social structure 

in a specific setting (Easterby-Smith, Thorpe & Jackson, 2015). Participation observations can 

instead be used for a shorter amount of time to answer a specific research question(Easterby-

Smith, Thorpe & Jackson, 2015). However, due to the nature of the research questions and the 

purpose of the research, an ethnographic study was not considered the most suitable approach. 

Instead, as this thesis is a multiple case study focusing on the phenomenon of flagship stores, 
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participation observations were a more effective and appropriate approach to observing the 

phenomenon.                                                                                                              

                                                                                                           

During the participant observation, we visited the flagship stores initially as regular customers. 

This is in line with how Gill and Johnson (2002) describe participation observations as to when 

researchers participate in the research subject’s lives and activities, thereby becoming a 

community- or group member. When doing so, the ambition is to share the experience with the 

subjects by experiencing it rather than only observing it (Gill & Johnson, 2002). During the 

observations, we interacted with both employees of the stores as well as visitors. However, 

these were not formal interviews. Instead, we wanted to have informal conversations with both 

visitors and employees to experience the stores and understand how others describe them in an 

informal setting. This can be described as observing-as-participants, as we were mainly 

observing but also participated on a low level by interacting with subjects (Saunders, Lewis & 

Thornhill, 2019). Unfortunately, due to the ongoing Corona pandemic, all stores have paused 

offering their events, such as tours and educational tastings, which did not allow us to 

participate in these events. However, we still believe that the observations enriched the data 

collection and developed our understanding of the phenomenon of FMCG flagship stores. 

3.6 Data Analysis  

3.6.1 Choice of data analysis method 

In this study, we gathered primary data by conducting several semi-structured interviews with 

managers and consumers from the case companies of our choice. After the interviews had been 

conducted, we moved on to the next phase concerning the analysis of the gathered qualitative 

data. A common issue in qualitative studies is the vast amount of data gathered (Bryman & 

Bell, 2015) and how to compose this load of complex information into a suitable format and in 

a convincing way (Easterby-Smith, Thorpe & Jackson, 2015). To manage these potential 

obstacles, in this phase of the study, the data analysis works as a tool to make sense of the 

material and to guide the researchers through the analysis process. The researchers can approach 

this depending on the empirical data collected, the research design, and the formulated research 

question. Easterby-Smith, Thorpe, and Jackson (2015) describe the data analysis to make sense 

of qualitative data and how one can develop systems that identify explicit links between the 

collected data, the conducted analysis, and the conclusion from it. How we approached our 

analysis of the collected empirical data is further described and argued for below (see 3.6.2). 

We attempted to approach our analytical work in the most suitable way to find relevant themes 

that could interpret the experience of flagship stores in the FMCG industry from both the 

managers’ and consumers’ perspectives. When deciding how to handle and proceed with the 

gathered qualitative data, there are various analytical tracks to follow. These tracks indicate the 

challenges of scaling down qualitative research as one single process or a single mapped-out 

route (Rennstam & Wästerfors, 2018). Moreover, researchers in qualitative research have 

various opinions of which data analysis guidelines are the most appropriate to be followed. 

Rennstam and Wästerfors (2018) describe the different analytical tracks of data analysis as 

various methodology authorities. For instance, Charmaz (2006) explains grounded theory 

coding as a way of analyzing qualitative data. The author divides the process into two main 

phases: 1) The initial phase involves giving a name to each word, line, or segment of the 
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collected data. Followed by 2) The selective phase includes using the most significant codes to 

sort, synthesize, and organize the collected data to analyze it. Rennstam and Wästerfors (2018) 

elaborate on three steps: sorting, reducing, and arguing. This systematic approach attempts to 

structure the gathered material and later make sense of it following the steps. We have chosen 

to follow these steps by Rennstam and Wästerfors (2018). We consider their three steps to offer 

a suitable procedure for our study of the phenomenon of flagship stores in the FMCG industry 

and how this is perceived by managers and consumers. 

3.6.2 Sorting, Reducing, Arguing 

Sorting the empirical material is the first step of the analysis process and is essential for setting 

a structure and getting to know the material (Rennstam & Wästerfors, 2018). Following this 

example, we sorted the material that we had collected from our semi-structured interviews. 

During the sorting process, we focused on “what” the respondents talked about and sorted the 

identified different themes following the interview guide and field of interest. After sorting the 

material into different themes considering “what” the interviewees were talking about, the focus 

was on “how” the respondents spoke about the identified themes. Rennstam and Wästerfors 

(2018) argue that when listening to both the respondent’s “whats” and “hows,” the sorting result 

becomes more nuanced and complex. Hence, we sorted the collected empirical material 

accordingly.  

After sorting the material, there are often many elements for further analysis that could fulfill 

the purpose of a study. However, it is not possible to conduct a relevant analysis of all the sorted 

material, which is why reducing the collected material is needed (Rennstam & Wästerfors, 

2018). To create a more manageable and interesting data set, we chose to adopt a categorical 

reduction. According to Rennstam and Wästerfors (2018), this is demonstrated when excluding 

specifically identified categories in the collected data and focusing on a narrower scope. Later 

we emphasized and illustrated the chosen themes of the collected data to find excerpts and 

highlight a decisive phenomenon in the category to simplify the work for the analysis. This is 

called illustrative reduction and the point with it is to illustrate the process or phenomenon as 

visible as possible (Rennstam & Wästerfors, 2018).   

According to Rennstam and Wästerfors (2018), the last part of the analysis is to argue for the 

sorted and reduced material. It is not enough to reflect upon the findings. The researcher needs 

to say something about the results. One way of arguing is to theorize the empirical material 

(Rennstam & Wästerfors, 2018). This is where we relate our findings from the material to 

theory. At this stage, results become theoretical, and by that, the findings could add to previous 

studies of the phenomenon of flagship stores in the FMCG industry.  
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3.7 Quality of the Research 

3.7.1 Validity and Reliability 

To ensure a certain degree of quality in qualitative studies, terms such as validity, reliability 

and generalization are of the author’s concern. According to Easterby-Smith, Thorpe and 

Jackson (2015), researchers might feel underlying anxiety regarding how their research stands 

up to outside scrutiny, as most papers are likely to be reviewed and attacked regarding 

methodology. To examine this problem, terms such as validity, generalizability, and reliability 

are the researchers’ concerns. Furthermore, Easterby-Smith, Thorpe and Jackson (2015) 

indicate that these terms mean different things within different research traditions and different 

epistemological standpoints.    

  

As this study takes the social constructionist point of view, validity is reached if the study is 

transparent, authentic, plausible, critical, and includes a sufficient number of perspectives 

(Easterby-Smith, Thorpe & Jackson, 2015). We argue that this study is transparent, authentic 

and with a suitable number of respondents to reach theoretical saturation. Therefore the study 

indicates several different perspectives of the studied situation, both regarding the number of 

respondents and the different perspectives from managers and consumers. Furthermore, the fact 

that the research design consists of a multiple case study with cases from three different 

corporate brands once again indicates a sufficient number of different perspectives, enhancing 

the validity of this study. Using different data collection methods, such as interviews of both 

managers and consumers, together with observations, can be seen as triangulation (Easterby-

Smith, Thorpe & Jackson, 2015). This applied triangulation adds various perspectives to the 

study and further enhances the validity of this study. 

  

Reliability is explained by Yin (2003) and refers to when the results of a study can be 

reproducible by other scholars. Aligning with Yin's (2003) definition, Easterby-Smith, Thorpe 

and Jackson (2015) argue that reliability is when others can reach similar observations from a 

social constructionist viewpoint. We argue that the transparency of how the empirical data is 

collected contributes to the reliability of this study. This transparency is crucial for us, alongside 

being objective and reflexible during the whole research process of this study. We argue that 

the most important part for us to remain transparent was during the empirical data collection 

and through the analysis process. We achieved this by audiotaping all interviews and also by 

transcribing the interviews and discussing the findings together. By doing so and saving all the 

material, we argue for the transparency of the collected material, which enhances the reliability 

of the study. Although we argue for the reliability of this study, it is difficult to guarantee the 

same response from other respondents and observations. Therefore, it is hard to secure the 

reliability for this study, as for any study.  

  

From a social constructionist perspective, Easterby-Smith, Thorpe and Jackson (2015) 

categorize generalizability when the sample is sufficiently diverse to allow inferences to other 

contexts. As all respondents were Swedish, the findings of this study will not be highly 

generalizable. However, Easterby-Smith, Thorpe and Jackson (2015) state that some scholars 

claim local knowledge to be more significant. Therefore, due to all respondents referring to 

their experience from the flagship store in a Swedish setting, the findings of this study might 

contribute more towards local knowledge. Moreover, according to Bryman and Bell (2015), the 

study's purposive sampling method cannot be argued to be generalizable since the sampling is 
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chosen regarding specific criteria and not randomized collected. Following this example, we 

argue that the study is not fully generalizable, but it contributes towards local knowledge of 

FMCG flagship stores.  

3.7.2 Source Criticism 

When collecting data from interviews, it is essential to discuss the veracity of the respondents. 

Even if one can assume that the respondents tell the truth, or rather their version of the truth, 

one needs to reflect on the source's trustworthiness. Source criticism highlights the possibility 

of the respondents’ interests and motives affecting the information they provide (Steensen, 

2018). One way to increase the likelihood of truth is if several sources, independent from each 

other, share similar stories (Lundahl & Skärvad, 1999). By interviewing managers on the case 

companies, we assume that they have close insights into the strategic operations of their flagship 

stores. Nevertheless, as previously mentioned, they are paid by the brand they represent, risking 

bias responses to portray their company positively. To verify the truth of their responses, we 

observed the flagship stores and interviewed customers later to compare the data from all three 

data collection sources. Thus, we got insights from different independent sources and 

perspectives, increasing the likelihood of truth. However, based on our relativist ontological 

standpoint, it is important to emphasize that this study does not aim to identify one objective 

truth. Instead, we strive to understand and interpret the manager’s and the visitor’s perceived 

truth.  

  

As some of the empirical data were collected from customers who had visited a flagship store 

of an FMCG brand during the past year, questions regarding the quality of the data regarding 

time and memory should be considered. Easterby-Smith, Thorpe, and Jackson (2015) describe 

how memories tend to fade over time, especially concerning day-to-day activities. Therefore, 

asking customers questions about activities that occurred a long time ago may not give accurate 

responses. However, we argue that the time frame does not invalidate the collected empirical 

data. Furthermore, the customer's visit to the flagship store is often described as an event or 

occasional experience rather than a day-to-day activity that increases the possibility of better 

remembering the experience. Nevertheless, memory fading and changing over time still need 

to be considered when analyzing the empirical data. 

3.7.3 Reflexivity 

During the process of this research, we have strived towards having a reflexive approach. 

Alvesson (2003) describes reflexivity as consistent and conscious attempts to view the research 

subject from various perspectives and angles. Furthermore, reflexive practices highlight doubts 

regarding researchers being able to remain completely objective during the research process. 

There are different ways to adapt a reflexive approach. One way to do so is through a multiple-

perspective practice, where the researcher includes multiple stories, vocabularies, theories, or 

interpretations (Alvesson, Hardy & Harley, 2008). By analyzing the phenomenon of FMCG 

flagship stores from both a managerial and consumer perspective as well as observing the 

phenomenon, this is one attempt to analyze the same subject from different angles. Reflexivity 

encourages an interplay between interpreting a subject, then challenging those interpretations. 

Allowing ambiguity opens up for more sets of meanings regarding the research phenomenon 

(Alvesson, 2003). Throughout this research, we have aimed to remain critical towards empirical 
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and literature material continuously and our interpretations of these to minimize bias. However, 

it is still important to emphasize that it is difficult to be utterly objective within qualitative 

research (Bryman, 2012).  

3.8 Limitations of Methodology 

Like any research, this thesis has its limitations, which are important to highlight. One limitation 

is that this study was conducted during the corona pandemic. The flagship stores usually offer 

experiences such as tastings or tours. However, the outbreak of Covid-19 has forced the flagship 

stores of the case companies to pause most of their activities. This is a limitation of this thesis 

for several reasons. During the observations, the initial idea was to participate in these activities. 

However, this was not possible due to the current circumstances when conducting this research. 

Also, this affected the data collected from the consumer interviews. As these activities had been 

paused during the entire corona pandemic, stretching over one year at the point of conducting 

this research, it was problematic to find respondents taking part in these activities. The aspect 

of time clashed with the participation of events. We believed it was important that the 

respondents had visited these flagship stores relatively close in time to when the interview was 

conducted. This was because memories tend to fade over time. We have taken this into account 

when collecting the data to acknowledge that the perceived brand experience could have been 

more substantial, which might have impacted the findings during normal circumstances. 

However, the consumers are still offered a brand experience when visiting the flagship stores, 

which validates the argument for this study despite the circumstances.  
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4 Empirical Findings 

With the aim to give the reader a more comprehensive overview of the three cases, each 

company behind the flagship store will be presented one by one. First, we will present a brief 

view of the corporate history of the case companies. Later the empirical findings from the 

flagship stores will be presented. This part of the chapter is structured into two parts, the first 

part focusing on the manager’s perspective of the FMCG flagship store. The latter part will 

focus on the customer’s perspective of the FMCG flagship stores brand experience.  

4.1 Company Backgrounds  

4.1.1 Swedish Match   

The origin of the Swedish tobacco manufacturer Swedish Match begins in the early 20th 

century. Today´s Swedish Match is a merger between Svenska Tobak AB and Svenska 

Tändsticks AB. Svenska Tobak AB was founded as AB Svenska Tobaksmonopolet in 1915 and 

was the tobacco manufacturer with a monopoly of tobacco supply during the 20th century in 

Sweden. During the 60s, the Swedish tobacco monopoly was abolished and the AB Svenska 

Tobaksmonopolet was reconstructed to become Svenska Tobak AB. The company changed its 

name to Swedish Match in 1980 and later, in 1992, the Swedish company group Procordia 

bought the company and the merger between the tobacco company and matchsticks supplier 

was now the Swedish Match group. In 1996 Swedish Match was listed on the Swedish stock 

exchange (Swedish Match, n.d). 

  

Today, Swedish Match develops, manufactures, and sells high-quality products with various 

marketing leading brands in Smoke-Free (Snus), Cigars, and lights segments. The production 

is located in seven countries, with a vast majority of sales coming from the Scandinavian- and 

the US market. Swedish Match’s vision is “a world without cigarettes,” and in their ambition 

to reach this vision, they offer consumers nicotine-containing products in a responsible way 

(Swedish Match, n.d). 

4.1.2 Löfbergs  

Löfbergs is a Swedish Coffee company founded in Karlstad by the three brothers John, Josef 

and Anders Löfberg in 1906. Löfbergs is still family-owned, with its third and fourth 

generations from the Löfbergs family (Löfbergs, 2020). The passion for the coffee culture and 

great coffee has always been present for Löfbergs and a commitment to working sustainably 

and working with justice questions (Löfbergs, n.d.a). At the beginning of Löfbergs, the coffee 

was sold over the counter in the local region of Värmland. However, in 1911, Löfbergs started 

roasting their beans and in 1950, the company had expanded all over Sweden (Löfbergs, n.d.b). 



 

 35 

In 1960 the coffee factory in Löfbergs hometown, Karlstad, was established, where they still 

produce their coffee today. Löfbergs started expanding internationally during the 90s and are 

now operating in countries like Norway, Denmark, Finland, Estonia, UK, Ireland and Canada. 

Previously, the brand was called “Löfbergs Lila”, Lila meaning purple in Swedish and was 

closely associated with the color. However, in 2012 the brand switched name to their current 

brand name, Löfbergs (Löfbergs, 2012). In 2011 Löfbergs opened a coffee bar at the bottom of 

the factory in Karlstad, and in 2013, the company announced the launch of their flagship store 

on Kungsgatan in Stockholm (Löfbergs, 2014).  

4.1.3 Lindt & Sprüngli (Lindt) 

Lindt celebrated their 175th anniversary in 2020, and the company can look back on a 

historically and long-standing tradition of the production of chocolate. Lindt was founded by 

Rodolph Lindt, the innovative chocolate maker that invented the chocolate conching machine 

and the Chocolate Fountain. In 1899 Rodolph Lindt sold the company to the owner of the 

Chocolat Sprüngli AG. They bought the revolutionary chocolate inventions and the rights of 

marketing and the Lindt name and created what today is Lindt.Today, Lindt is a global leader 

in the premium chocolate sector from Zurich, Switzerland. Lindt makes chocolate in eleven of 

its production sites in the EU and US markets. Lindt’s products are categorized under different 

brands, such as Lindt Excellence, Lindor and Lindt Gold Bunny, and other Lindt family 

brands.(Lindt, n.d.). 

4.2 Descriptions of the FMCG Flagship Stores   

In this first section of the empirical findings, we will focus on the perception of the FMCG 

flagship store from the manager’s perspective. This part presents the findings from our semi-

structured interviews and the findings from our observations of the FMCG flagship stores. This 

first part will mainly focus on research questions one and two regarding what the FMCG 

flagship stores are and their strategic purposes. The following paragraph will start with the 

description of Swedish Match’s flagship store and later be followed by Löfbergs and Lindt. 

4.2.1 Description of Swedish Match’s Flagship Store 

At the beginning of our interviews, we asked the managers to give us a brief description of their 

store in general. When Manager 1 - SM was asked this specific question, the response was: 

 

The store in Stockholm is the one we call our flagship store [...] We have snus-courses 

and education where you, for three hours, can learn about the history of snus and how 

the production and flavoring works [...] We have almost 90-100 different products and 

our “Snus-experts” know everything about them. From taste and flavoring to production 

and level of nicotine [...] The store is stylish and what I have learnt from the opening of 

our flagship store is: Don’t make things complicated (Manager 1 - SM).  
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Manager 2 - SM was asked the same question. The answer was very specific about how the 

store is made by people who use snus or people who are just interested in snus. Furthermore, 

the manager explains that the flagship store could be seen as “a world of snus”: 

  

The point is, that people that use snus or are interested in snus should be able to come 

to our stores and find a world of snus [...] One should come to our store and get an 

elevated experience [...] One should feel something like “holy shit! In here all my needs 

can be fulfilled” [...] Either by buying the latest products that only can be found in the 

stores, or by asking any question regarding snus. (Manager 2 - SM).  

  

From our observations, we identify “clean” and “stylish” interiors. When walking into the 

flagship store, one immediately sees the counter where the snus-expert works and a “snus 

fridge” with all of their different snus sorts. Moreover, the store had educational interiors, such 

as posters of the history of snus. We asked the snus-expert about the assortment, who explained 

that they have all different products and limited edition batches exclusive to their store. Apart 

from being service-minded, the snus-expert was knowledgeable about the brand and snus in 

general.  

  

When we asked Manager 1 - SM to describe the general concept of the store, the manager 

responded accordingly: 

  

Our stores were at the beginning set up to get closer to the consumer [...] We realized 

that we should have a store where we only sold our own products where one could come 

in and feel close to Swedish Match. One should come in and get expertise and also come 

in and get unique products that one cannot buy elsewhere. Of course, this is all about 

strengthening our brand towards the customer (Manager 1 - SM). 

  

Manager 1 - SM continued by describing “the goal” with utilizing the flagship store. The 

customer should “bring” the experience home in terms of knowledge or service, rather than 

selling products being their primary goal: “Our goal is that every time a customer visits our 

flagship store the customer should bring something back home. It doesn’t have to be a purchase 

in itself but rather an experience in terms of knowledge or service.” (Manager 1 - SM). Added 

upon these quotes regarding the purpose of Swedish Match’s flagship stores, Manager 2 - SM 

emphasized the importance of owning a physical place that they control themselves as they 

otherwise are dependent on resellers:  

  

The foundation of our stores is to be seen. It is a kind of marketing method. It is a 

physical place that we can control ourselves, since we don't have stores of our own we 

have to rely on our resellers. Therefore we can control the impression in our flagship 

stores. It is obvious that it is of great importance to work to enhance our brand, to make 

the customers perceive Swedish Match as an open brand close to the customer (Manager 

2 - SM). 

  

When we discussed Swedish Match being an FMCG brand utilizing a flagship store, Manager 

1 - SM explained how they are proud of their products and does not understand why they could 

not provide a luxury “Gucci Experience”: We are proud of our products and maybe we want 

everybody that uses our products to get the “Gucci experience”. Why not? (Manager 1 - SM). 

However, despite being proud of their products, Swedish Match did not name their flagship 

store “Swedish Match store” when first opening it. Instead, they called it “Svenskt Snus” 

(Swedish Snus), connecting it only with the stars of their logo.  
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When we opened our store back in 2012, we did not name it “Swedish Match store”. 

We named it “Svenskt Snus”. We had our three stars, you know our logo, and that was 

the only linkage to our brand. We were uncertain to take this step. 8-9 years ago, it was 

not very common with flagship stores. Now we see them everywhere, but we were first, 

or among the first [...] We were uncertain if the mother brand could be harmed when 

we explored undiscovered ground (Manager 1 - SM). 

4.2.2 Description of Löfbergs’ Flagship Stores  

During the observation of Löfbergs flagship store, an observation was that the store was 

somewhat divided into two parts, one more of a café and one more similar to a store. In the café 

part, Löfbergs offered different sorts of coffee based on their own coffee beans and offered 

homemade lunch. Many customers seemed to spend a long time in the flagship store, sitting 

down with a company or alone with their computer. The color purple somewhat influenced the 

interior of the store, which is a color closely associated with the brand as they were previously 

known as “Löfbergs Lila” (purple), as their packages were and still are primarily purple. 

Furthermore, an observation was that the interior was influenced by educational interiors such 

as charts, maps and notes. The educational interior consisted of information about their brand 

and products, where their beans come from, information about their products and the coffee 

industry in general.  

 

Early in the interview, we asked the managers at Löfbergs to describe the concept of their 

flagship store. Manager 2 - Löfbergs described how an FMCG brand like Löfbergs is usually 

dependent on resellers and realized the importance of having their own physical place to reach 

the end consumer: 

  

We sell coffee through customers. And when I say customers, I am actually talking 

channels... or resellers. It's ICA, Coop, Axfood, the big ones on the grocery store market 

[...] But somewhere we are sitting there, a little bit in the lap of a dealer. We realized it 

was extremely important to create direct contact with the end consumer. That is one of 

the main purposes of the stores. That we reach the end consumer! And that we can sit 

in "the driving seat" in relation to the end consumer. [...] Being able to really make 

contact with the end consumer has been the main purpose and to really get to portray 

our passion (Manager 2 - Löfbergs). 

  

Manager 2 - Löfbergs continues by describing how Löfbergs first opened a flagship store in the 

hometown of the company, Karlstad. Later, they opened what they now consider being their 

flagship store in Stockholm to establish the brand on what they considered being an important 

market:  

  

We opened the first flagship store 10 years ago and that was in Karlstad at the bottom 

of the coffee scraper [...] Then we opened up our flagship store in Stockholm and that 

is now, uh 6 years ago! What we felt was a need to reach out to a market that is not just 

Värmland [the local region]. Because we are quite strong in Värmland, but we also need 

to open up to consumers in Stockholm, which is an important market. (Manager 2 - 

Löfbergs). 
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When Manager 1 - Löfbergs was asked the same question regarding the concept of Löfbergs 

flagship store, the manager emphasized using flagship stores to reach new markets. The 

manager explains that everything started with a vision of establishing flagship stores in the 

countries where they have roasteries to get closer to the customers, where Stockholm is the first 

step. Furthermore, the flagship stores are described to educate and give another type of service 

compared to a regular store:   

 

She [Kathrine Löfberg, Chairman of the board] had a vision that we should have a 

flagship store in all places as we had a roastery and connected the cities to it and then 

the first attempt was Stockholm. So we got a good address and we opened the doors 

with a vision that strengthens Löfberg's brand and to have the opportunity to show the 

products, you can educate, you can give people service and things like that that you 

might not have time for in a regular store (Manager 1 - Löfbergs). 

  

The managers at Löfbergs consequently emphasized their flagship store as an opportunity to 

educate their customers. When asked about what their flagship stores offer their customers, 

Manager 2 - Löfbergs said: 

  

We use the stores [for education], especially in Stockholm, but we also have a room for 

education in Karlstad, to educate our customers, [...] where we have academies. We 

want to develop the passion for coffee with our customers. But also with the flagship 

store, we want to do the same towards the end-consumer. So, coffee tastings, educations, 

to portray the coffee and our passion live (Manager 2 - Löfbergs). 

  

Manager 2 - Löfbergs explains that the flagship stores offer a wide assortment exclusive to the 

flagship stores: “We have an assortment that you can not buy from other retailers. It can be 

our micro-roasted coffee, it can be a test of different coffees that we do not really know if we 

will launch big batches later.” (Manager 2 - Löfbergs). Their wide assortment was observed 

during our visit to the flagship store. The observation of their assortment was coherent with 

how the managers emphasized them focusing on products exclusive to the store. The main focus 

of their assortment seemed to be special brews and products exclusive to the store, rather than 

having all different kinds of tastes sold in regular grocery stores.  

  

When Manager 2 - Löfbergs is asked about what their purpose with having a flagship store as 

an FMCG brand, the manager explains how they want to get closer to the customers and 

engaging in a two-way dialogue:  

  

Partly get closer to the consumer [...] because it is really a dialogue we strive for. We 

also want to create insights so this is not a one-way story and that we should stand and 

beat our chests, but we want to be in that context and you have to be very curious. "What 

do consumers say?", "What do people say?", "What do you want?", “What gets you 

going?". We really want to access this two-way communication and the experiences so 

there are a lot of insights as well (Manager 2 - Löfbergs). 

  

Manager 2 - Löfbergs develops the strategic purpose of having a physical FMCG store, 

emphasizing this investment for the brand rather than being where their most substantial 

earnings come from. Furthermore, the manager describes how the company often engages in, 

but that this is an opportunity to create something more constant:  
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It is a platform for the brand. It is not where our biggest earnings come in, maybe the 

opposite I would say. It is an investment for the brand. But here we have it 365 days a 

year, a heart for our passion, a physical place for it [...] My conviction is really that a 

flagship, where you can both reach out and include things in, in a very... in a fantastic 

way that is not just a pop-up for 3 days at an event venue somewhere, of course 

(Manager 2 - Löfbergs). 

  

Manager 1 - Löfbergs emphasizes this by saying that the main purpose of utilizing a flagship 

store is to strengthen the brand: “The purpose is to strengthen the brand, that is our priority. 

With experiences, knowledge but also service, [...], so it's really a support function for the 

marketing department.” (Manager 1 - Löfbergs). Furthermore, discussing the strategic purposes 

of the flagship store, the manager discussed that many people believe that the coffee industry 

is not complex and that there is not a lot happening. However, Manager 1 - Löfbergs says that 

it is the opposite, that many things are happening on the market and that the flagship store is 

one way of becoming more daring and showing that coffee is an exciting industry. The manager 

explains that they are often too kind and bland but needs to become more daring and cocky 

where their flagship store plays an important role:  

  

We are in Stockholm where you can be a bit more cocky and really pushy. But then 

comes the little Värmland-mentality that we are kind and sweet, but everyone says we 

have to stop with that medium rust [coffee type]... and that is where I think that our 

flagship store has a huge obligation, to dare to be those who are a little more,yes, but 

those who dare to speak better about the coffee and not just excuse ourselves (Manager 

1, Löfbergs). 

  

Lastly, when Manager 1 - Löfbergs was asked if there was something not discussed yet that the 

manager felt was important to mention, the response was: 

  

What is important when you have a flagship store is that people understand that you are 

ambassadors for Löfbergs [...] to understand that you do not work in an industry but that 

now you work here and then we talk in a different way. So that is something we have to 

implement quickly when hiring a barista who has not worked at Löfbergs (Manager 1 - 

Löfbergs). 

  

From interacting with their barista during the observation, the ambition of them being 

ambassadors for the brand is coherent with our experience. The barista was very knowledgeable 

regarding the brand, their products, and the coffee industry in general.  

4.2.3 Description of Lindt’s Flagship Store  

When Manager 1 - Lindt was asked to describe the concept of their flagship store, the manager 

described that it should not be a regular store, but somewhere where they provide an experience 

to their customers: “We try to create something for our customers. To walk into a store should 

not only be a store with three walls and a door. It should be an experience” (Manager 1 - Lindt). 

  

When entering Lindt's flagship store for the observation, we first observed an overwhelming 

amount of the brand's most famous product, the chocolate pralines called “Lindor Pralines” 

piled into pyramids. Furthermore, an observation was the extensive assortment of products with 

everything from chocolate bars, gift bags, vegan chocolate bars, big-sized Lindor Pralines and 
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their pick and mix. The interior was brown and elegant. Other than their products, there are 

pictures of chocolate and chocolate master's handcrafting chocolate pralines. Furthermore, their 

special made unique Lindt-chocolate interiors. Another observation was a big chart with text, 

providing information about the history of Lindt, how and where they produce their chocolate.  

  

Manager 1 - Lindt continues by explaining the role of the employees in the stores. The manager 

emphasizes how they are no ordinary sales staff, but experts in their field with knowledge to 

guide the customers through their visit to the flagship store: “We are no salesmen; we are 

chocolate advisors.” (Manager 1 - Lindt). When continuing by explaining the purpose of 

Lindt’s flagship store, Manager 1 - Lindt highlights their flagship store as a marketing channel 

with an opportunity to express what kind of brand they are to their customers. Something they 

otherwise cannot do in regular grocery stores. Manager - 1 Lindt continues by further 

emphasizing the importance of having knowledgeable staff:  

 

It is definitely a marketing channel as we get a place to explain the brand ourselves, 

which we can not do in regular grocery stores where you only see our products. While 

you as a consumer go to our Lindt store, you can get advice, for example if you wonder 

which chocolate fits well with which wine and thereby get guidance that way [...] 

Thereby, it will be a completely different experience for the customer (Manager 1 - 

Lindt). 

  

The knowledge of the “chocolate advisors” became evident during the observations. When 

asking them questions about what chocolate would suit one of the authors of this study’s 

preferences, an extensive explanation was provided with various options from their assortment. 

Furthermore, when asking about which chocolates would fit for our dinner, the chocolate 

advisors asked what kind of drink we were planning to have, konjac or wine, for example. 

Finally, when explaining it was red wine, the chocolate advisors explained how different kinds 

of chocolate would complement the drinking experience. The combination of the two would 

enhance both the wine and the chocolate experience. When asked about where the chocolate 

advisor collected this knowledge, the response was that they needed to learn the history of 

Lindt, where and how they produce their chocolate and some basics in how to combine it with 

different kinds of drinks. 

 

When Manager 2 - Lindt describes the concept of their flagship store, the manager explains 

how Lindt felt that they had fantastic products but could not communicate their brand the way 

they wanted. The manager explains how they had an urge to provide knowledge regarding their 

brand and products to the world. One way of doing so is by opening a flagship store. However, 

before doing that, Lindt opened an outlet store to test how a physical store would be received 

on the Swedish market: 

  

We have a fantastic product that many like, but we do not really reach out with our 

message. How we produce and what we produce [...] We felt an urge to give the world 

knowledge. So in 2005 they opened the first Lindt store, in 2012 Sweden opened the 

first store [...] The first store we opened was an outlet. We wanted to test the market, 

see how it was taken care of. In Sweden, we are quite large in the grocery trade. Lindt 

is still a well-known brand. But we felt like we had the chance here to introduce a store 

that can reflect the kind of brand we are (Manager 2 - Lindt). 

  

When further describing the purpose of Lindt’s flagship store, Manager 2 - Lindt responds how 

they just entered the country of Norway, where they recently established another flagship store: 
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If we look at our flagship store, it often works to enhance the brand image. We have just 

entered the country of Norway, it is very scary but we can finally see that in order to 

build the Lindt brand in Norway, we need a store in order to be the storefront externally 

(Manager 2 - Lindt). 

  

Simultaneously, Manager 1 - Lindt develops their market entry in Norway by explaining: 

  

For example last year we opened a store in Oslo and it was our first store in Norway 

and we have been a bit slow with sales in the grocery trade in Norway. So as a result, 

we tried to create awareness on the market since we were not there [physically]. So as 

a result of us opening, we saw that we picked up more market shares in the grocery trade 

(Manager 1 - Lindt). 

  

During the interview, we asked Manager 2 - Lindt to discuss the fact that they are an FMCG 

brand utilizing a flagship store, whereby the manager responded:  

  

We try to be in locations that are easy for the customer to access [...] we always make 

sure that when we look for locations, it should be top locations [...] We do not ourselves 

attract customers to a shopping center, but we are the best complement (Manager 2 - 

Lindt). 

 

To this point, this chapter has focused on the manager’s perspective of the FMCG flagship 

stores and the observations. The following second part of the empirical findings, from the 

customer’s perspective, will mainly focus on research question three regarding how the 

customer perceives the brand experience of the FMCG flagship stores. 

4.3 The Customers Perception of the FMCG Flagship 

Stores 

4.3.1 Swedish Match’s Customers Perception 

When we asked the Swedish Match flagship store customers to describe their visit to the store, 

we identified two categories of experiences. The first category is described by Customer 2, who 

was very enthusiastic about the visit:  

  

First time I was there I thought “Holy shit, why hasn't anyone thought of this before? It 

is a brilliant concept” [...] So, I think it is really good and also the fact that you increase 

your knowledge of where it comes from and how it is produced, and you can also book 

a “snus tasting” course [...] The staff is very, very nice. They really encourage you to 

ask questions and they really want to answer your questions [...] It feels very fresh and 

newly renovated [...] When I visit their physical stores, I do it to try something new or 

if I am looking for the experience in itself. They are so nice, and it feels more exclusive, 

so I definitely go there for the experience (Customer 2). 

  

Regarding the increased knowledge aspect by Customer 2, this is further emphasized by 

Customer 3, highlighting the experience of the staff and educational interior when saying: “The 
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staff was very nice and you could see the history of snus and how it is produced on the walls.”. 

Furthermore, this perception of the store is shared by Customer 1, who said:  

  

Exclusive, you feel taken care of and the fact that they have a relatively simple menu. 

[...] I really think they have found the perfect concept [...] The knowledge from the staff 

is very good, and the location at Kungsgatan in Stockholm doesn’t make it worse. The 

store is classy, in terms of design. The interior, colors and lighting, it is a nice store 

(Customer 1). 

 

In terms of their perception of Swedish Match, the respondents are relatively similar in their 

descriptions. They mention that they are brand loyal and like the brand, associating it with 

tradition, history, Gothenburg, and snus. Customer 2 describes these shared perceptions the 

following: “Firstly, I just think about snus. But, Gothenburg, a historical cooperation with a 

lot of tradition are other things I associate Swedish Match with.” (Customer 2). 

However,  some of the respondents were not convinced if the visit to the flagship store affected 

their perception and associations of the brand. The following answer from Customer 1 best 

explains this:  

  

No, I would not say my associations have changed after my visit to the store. I used 

Swedish Match before and will continuously use their products after my visit. Maybe it 

could have affected my loyalty, but initially I do not think this is what affects my loyalty 

to the brand (Customer 1). 

  

However, the enthusiastic Customer 2 continually emphasized his positive experience of the 

store. The quote below the respondent highlights how Swedish Match’s flagship store has 

affected his perception of the brand when buying snus in other stores. 

  

From my perspective it is very fun to go there. The Swedish Match stores have focused 

on, how I interpret it, that it should provide a café experience where you also can get 

your favorite snus [...] And thanks to the great knowledge provided by the staff instead 

of just reading on the package makes you have more knowledge about how it works 

with production and similar. Moreover, they sell freshly produced snus straight from the 

factory, which you cannot get your hands on in a regular ICA store [grocery store]. 

(Customer 2). 

  

Customer 2 highlights how the stores distinguish from regular stores where you can buy snus. 

The respondent continues by explaining how the experience of the flagship store has made the 

respondent more aware of Swedish Match as a brand when choosing from different snus in 

convenient stores and how the respondent feels more integrated with the brand due to the 

flagship stores. 

  

The physical attachment with Swedish Match has increased thanks to their stores. Now 

when I buy snus I think about it all the time [...] I think about how they have their 

flagship store and how Swedish Match tries to integrate their customers in a better way 

[...] Before I thought all snus was by Swedish Match but now, I am more aware, and I 

think this is a step in the right direction to integrate better with their customers 

(Customer 2). 
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4.3.2 Löfbergs’ Customers Perception  

When the respondents described their experiences of their visit to the flagship store, the 

majority of the respondents described a positive experience from the flagship store. Customer 

5 summarized the the visit to the flagship store like this:  

  

Yes, first I would say that it is very well located, a very good location. It is very cozy, 

you can study there, it is a good place to just hang out. Then there is a very nice interior 

of the cafe, which is also why I choose to be there [...] They have a very wide assortment 

of coffee. Both as you can purchase their products to take home with you, but also the 

products you get to test there (Customer 5). 

 

Customer 5 continues by emphasizing the following:  

 

You get a very good feeling, the staff feels very present. You get different advice and 

tips from the staff if you want to know more or ask something, it is very knowledgeable 

staff who can answer specific questions about the coffee. It enhances the experience 

(Customer 5). 

  

This respondent was not very familiar with Löfbergs as a brand before the visit. As the 

respondent did not have strong associations to the brand nor a strong relationship, the positive 

experience at Löfbergs flagship store had a strong impact on the respondent's perception of the 

brand:  

  

I did not have much of a perception of Löfbergs as a brand before I visited this café. It 

has really been just a product that has been on a shelf in a store. It is not something I 

have really had a relationship with at all. But after I have been there, it becomes more... 

I associate Löfbergs with the flagship store then and the experience there, so it has 

clearly changed! [...] It has developed to the point that I have a different picture of the 

brand, that it is not just coffee. Instead, it is a café with an experience with elements of 

service and more personal touch on the brand (Customer 5). 

  

The previous description of a positive experience at the flagship store was similar to how 

Customer 4 and 7 experienced it. The respondents emphasized that they got better insights of 

the brand and what they offer. Furthermore, the knowledgeable staff is highlighted as something 

that positively influences the experience: 

  

It was just very nice to sit there! I got a little better insight of Löfbergs, what it is and 

what they offer [...] It felt a little more luxurious after being there. It was felt that they 

put a little more focus on that they want to show what beans they have and how they 

produce them and what the degree of roasting is. Those who worked at the store were 

very knowledgeable as well [...] It is fun when something happens with the coffee and 

they can explain a little bit about it and so on. So overall I got a very good impression 

of Löfbergs (Customer 4). 

The positive perception of Löfbergs flagship store is shared with Customer 7, who further 

noticed the exclusive assortment offered in the flagship store as something positive: 

 

Nice staff, nice cups. They had Löfbergs merchandise, they had a little different special 

variety if I remember correctly. There were some Löfbergs products that you could only 
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get there, that you do not buy at Willys for example, so it was absolutely positive to be 

able to test something that is only sold at that place and that is probably a little what 

flagship stores should be for (Customer 7).  

 

Despite how Customer 4 and 7 described the visit to the flagship store positively when asked 

about whether the respondent would choose the brand more commonly in the future, both 

respondents showed limited interest in engaging more with the brand. The following response 

best portrays this:  

  

Since I have not given it an honest chance, I can not really answer if I would like to use 

it more often. But I would consider trying it. We talk about this like it is a big decision, 

haha! (Customer 4). 

  

The experience from previous respondents was not shared with the last customer, who was not 

as enthusiastic about the visit to the flagship store. While describing the flagship store as quite 

a nice place, Customer 6 still seemed somewhat disappointed with the visit: 

I think it is quite a nice place. It has quite good decor, large coffee bar. It feels like there 

is a luxurious atmosphere in there [...] I mean they have made it the way that it feels a 

little more like ... they have not gone for the coziest café feeling [...] Quite bright in the 

café part, a little too bright for how you want it to be... and then they sell some products 

that they might want to push a little so that you see that it is actually Löfbergs that 

permeates the café itself (Customer 6). 

While previous respondents were positively surprised by the exclusivity of the flagship store, 

Customer 6 does not share this perception. Instead, the exclusivity is not what the respondent 

associate the brand with who view Löfbergs as an ordinary coffee for ordinary people: 

  

I would say that it is not super luxurious if I put it that way. But it's something like, an 

ordinary cup of coffee for an ordinary person. But their flagship store was a little more, 

I mean it was supposed to look a little more exclusive and which I would not say rhyme 

with the brand itself, in my opinion [...] I have a pretty positive perception of Löfbergs 

from before the visit [...] So, it is not that it affected me negatively as a consumer, I 

should also add! (Customer 6). 

4.3.3 Lindt’s Customers Perceptions   

The respondents who visited Lindt’s flagship store describe their visit similarly. The 

respondents expressed that they felt that it was a nice store, the personnel were knowledgeable 

and helpful, and a luxurious feeling.  

  

You get there and it is directly open, it is an open hall... Or what to say, not any corridors 

and such. The first thing you meet is an ocean of “Lindor pralines” in all different colors. 

And they don’t even lie in small boxes but they have stacked them in pyramids. [...] and 

then everything else looks perfect as well (Customer 9). 

  

This experience was similar to how Customer 8 described it, who also felt it was clearly set up 

and felt luxurious when entering the flagship store. Customer 8 said: “It was a very nice place, 

the store looked very luxurious and it was very clearly set up and everything, very nice staff! 
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Very service-minded, a large selection as well”. This positive perception of the flagship store 

was shared by Customer 10, who shared a similar experience and emphasized that the personnel 

were knowledgeable as well. When asked about the experience of the visit to Lindt’s flagship 

store, and the respondent answered accordingly: 

 

It was very clean and nice. I think the staff was very nice as well. She was not too pushy. 

But when you asked questions, she could answer everything! She was very 

accommodating (Customer 10). 

  

With the follow-up question regarding what kind of questions the respondent asked the 

chocolate advisor, the answer was:  

  

Yes, but which chocolate was her favorite and so on, also if there are different offerings 

in different stores and then... Yes, we bought some chocolate and then we got some for 

free too! That was very nice (Customer 10). 

  

This is further developed by Customer 9, who also felt that it was knowledgeable staff in the 

store, describing it as follows:  

  

I asked her which ones she thought were best and which ones she would recommend. I 

believe she gave good tips! [...] Then I mentioned that I had been to Madrid and that 

their Lindt store there was very nice. Then she began to point out that there is a wide 

range of products. More so than just what they have in the flagship in Stockholm [...] 

So it feels like she had very good knowledge. She knew what she was talking about. 

She had not only been placed there, but she also had some kind of education and it felt 

like she knew what she was doing (Customer 9). 

  

Despite similarities in how they seemed to experience the flagship store and perceived the visit 

there, the answers varied slightly. When the respondents were asked how their perception of 

Lindt was affected by their visit to the flagship store, Customer 8 answered this by connecting 

to the fact of getting more knowledgeable about the brand: 

  

Before, I mostly purchased Lindt in a grocery store. Now it was still... yes but it was a 

big store and it became more of a luxurious brand! I feel that I understand the quality of 

the products more (Customer 8). 

  

When Customer 9 was asked about what he thinks about Lindt before the visit, he said:  

  

So it's good quality, at the same time as I've seen it everywhere in the whole world so 

it's a very big company and there are grocery stores too... So it's everywhere... It's linked 

to quality [...] And a little luxurious, something you treat yourself with like for 

Valentine's Day and stuff like that. Simultaneously I then think that it is somewhere a 

very large company that pumps out a lot of chocolate as well (Customer 9). 

  

Customer 9 continues to discuss how the visit to the flagship store affected the perception of 

the brand. The respondent mediates some kind of scepticism towards the brand using a flagship 

store when saying:  
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I don’t know really, but I just think it looks too perfect. It smells like that there is 

something to hide, there is something there somewhere that is not perfect... Eeh because 

it is too perfect I think, actually [...] but that's my feeling (Customer 9). 

  

When summarizing this chapter of empirical findings, we have presented the manager’s 

perspectives, the customer’s perspectives and the observations of the research phenomenon of 

FMCG flagship stores. In the next chapter, we will analyze the identified findings.  

 

 

 

 

 

 



 

 47 

5 Analysis 

The analysis chapter will elaborate and define the presented empirical material. In the 

empirical material we identified various themes and aspects, which are the fundamentals for 

the analysis. The findings are presented and elaborated upon with the existing theoretical 

literature as a compass. The chapter is divided into different sections structured to follow our 

research questions. The first part consists of an analysis of the descriptions of the FMCG 

flagship stores, which ends with a suggested definition of FMCG flagship stores. This part is 

followed by a second part elaborating upon the purpose and theorized through Keller’s (2013) 

brand resonance pyramid. Lastly, an analysis of how the customers’ relationship to the brands 

is influenced by their visit to the stores is presented.     

5.1 Description of FMCG Flagship Store 

When scrutinizing the empirical material, various aspects, patterns and similarities were 

identified. Therefore, to structure the first part of the analysis, we have structured it by first 

presenting similarities and differences between the FMCG flagship stores. Thereafter, we 

present two aspects emphasized to distinguish the FMCG flagship stores from previous 

literature: the FMCG flagship owned by the brand manufacturer and the FMCG flagship store 

as a place for education (see 5.1.1 and 5.1.2). Lastly, a suggested definition of the FMCG 

flagship stores will be presented.  

 

From the empirical material, some similarities between the three different FMCG flagship 

stores are identified. For instance, all of the flagship stores are in prime locations. This is 

consistent with how Moore and Doherty (2007) emphasize the importance of the location and 

place of luxury flagship stores as a strategic approach. Moreover, all three flagship stores offer 

a brand experience, inviting the customers to physically experience the brand, in line with 

previous descriptions that flagship stores provide a powerful brand experience (Kozinets et al. 

2002; Dolbec & Chebat, 2013; Borghini et al. 2009). This is identified in the empirical material 

from all three case companies. For instance, Manager 1 - SM says, "One should come to our 

store and to get an elevated experience." or by Manager 1 - Lindt who says, "To walk into a 

store should not only be a store with three walls and a door. It should be an experience".  

 

However, despite all three FMCG flagship stores providing a brand experience, how they do so 

differs between the stores. Identified through the managerial interviews and the observations 

are differences in how experience- or product-oriented the flagship stores are. Accordingly, 

Alloza (2008) describes that brand experience can be communicated differently through the 

brand's products or personal treatment. Brakus, Schmitt & Zarantonello (2009) also emphasize 

the complexity of brand experience and its evoked by brand-related stimuli such as 

environments, packaging and communication.  
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While Lindt does offer experiences such as free chocolate tastings and expert advice from their 

chocolate advisors, this is not the main focus in how they strive to provide a brand experience. 

Instead, Lindt focuses more on offering an extensive and exclusive assortment of products, 

where the products are central in providing the brand experience. On the other hand, Löfbergs 

are more experience-oriented. They do offer a wide assortment of merchandise, limited edition, 

special brews only sold in their stores. However, Löfbergs are more focused on the experience 

in itself rather than their products. Finally, Swedish Match split the focus into providing both 

experiences and their products. Swedish Match offers a wide range of experiences, as Löfbergs, 

but focuses more on the products than Löfbergs. They do offer an extensive assortment, 

including exclusive and limited edition products. However, the products are not as central as in 

Lindt's flagship store.  

  

Despite minor differences between the FMCG flagship stores, we have identified further 

similarities between the FMCG flagship stores. It is evident that the three FMCG flagship stores 

share the characteristics of how Kozinets et al. (2002) distinguish a flagship store from other 

stores. They all exclusively carry their products and are owned by the manufacturer. 

Furthermore, Kozinets et al. (2002) describe how flagship stores intend to reinforce the brand 

rather than sell products. This is also shared between the three FMCG flagship stores and is 

best explained by Manager 2 - Löfbergs, who expressed: "It is not where our biggest earnings 

come in, maybe the opposite, I would say. It is an investment for the brand.". However, what 

distinguishes the FMCG flagship stores from Kozinets et al.’s (2002) definition is the 

highlighted emphasis on the FMCG flagship stores as a brand-owned place and a place for 

education. The following paragraphs will elaborate upon these findings and end in a suggested 

definition of the FMCG flagship store.  

 

5.1.1 The FMCG Flagship Owned by the Brand Manufacturer  

The first aspect distinguishing the FMCG flagship store from other flagship stores is the 

identified and commonly emphasized aspect of a brand-owned environment. According to 

Kozinets et al. (2002), this is one of the characteristics of a flagship store. However, this is 

emphasized as extra important by all managers of the FMCG brands as they otherwise rely on 

retailers. Thus, this seems to be of extra importance for an FMCG flagship store, for instance, 

Manager 1 - Lindt expresses the following: “It is definitely a marketing channel as we get a 

place to explain the brand ourselves, which we can not do in regular grocery stores where you 

only see our products.”. It is evident that the managers of the FMCG Flagship stores in the 

three presented cases put much focus in expressing that in the FMCG industry and in their 

product category, there is limited room for them to interact with the customer and communicate 

who they are. Therefore, the managers of the FMCG flagship stores highlight the importance 

of owning and controlling a physical place where they can show their customers what their 

brand is. 

5.1.2 The FMCG Flagship Stores as a Place for Education  

As previously mentioned, the educational aspect is highly relevant for the FMCG flagship 

stores. Pine and Gilmore (1998) categorize brand experiences into different aspects where 

education is one. What can be seen in the empirical material and what we consider our second 
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aspect that distinguishes the FMCG flagship stores from other flagship stores is the extra 

emphasis on the educational aspect in the FMCG flagship industry.  

 

The interior in all flagship stores is designed to portray the brand. For example, Löfbergs 

interior is influenced by purple, which is a color closely related to the brand. This is in line with 

how previous literature emphasizes the importance of the “language of the store”, including the 

architecture that should portray the brand (Nobbs, Moore & Sheridan, 2012; Arrigo, 2018). 

However, identified from the interviews and the observations is that all flagship stores have 

educational interiors, which is not emphasized in previous literature regarding flagship stores. 

Educational interior refers to signs, notes, pictures, and different kinds of the interior with 

information about the production, the brand’s products, or the brand’s history. For instance, the 

big poster in Lindt’s flagship store describes the history of Lindt and how and where they 

produce the chocolate. 

 

Moreover, they all have knowledgeable staff who can educate the customers about the brand, 

their products and their industry (coffee, snus, or chocolate). For instance, Manager 1 - Lindt 

said, "We are no salesmen; we are chocolate advisors.". This could be seen as a way to 

emphasize that they are not just any store but a flagship store representing the brand. This might 

correlate with the fact that the FMCG industry brands sell products that people generally have 

low insight into and pay little attention to. By educating the customers, the brand aims to build 

and develop the relationship and strengthen the brand.  

5.1.3 Suggested Definition of FMCG Flagship Stores  

The findings of what an FMCG flagship store is, are illustrated in the suggested framework 

below. This framework builds upon Kozinets et al.’s (2002) definition of flagship stores with 

the added findings from our study. 
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Figure 5. Illustration of an FMCG flagship store based upon the characteristics by Kozinets et al. (2002) 

 

When summarizing the analysis of the empirical findings regarding what an FMCG flagship 

stores is, we will now suggest our definition of what an FMCG flagship store is: 

 

An FMCG flagship store is a brand-owned store, for customers to physically experience 

the brand, carrying a single brand of product. It provides a brand experience with the 

ambition to reinforce or build brand image and to educate the customers about the 

brand and its products.  

 

The next part of the analysis will focus on the second research question regarding the purpose 

and why FMCG brands use flagship stores.   

5.2 Purpose with the FMCG Flagship Store 

A fundamental aspect of our study is to understand the strategic purposes behind the FMCG 

flagship stores and why they use flagship stores in an industry not generally associated with it. 

Throughout our study, we have identified various aspects to set up an FMCG flagship store. 

The identified and common purposes in each case company were to own their own place, 

educate the customer, use it as a market entry method and get closer to the end-customer. This 

section will investigate how our findings regarding the purpose of an FMCG flagship store can 

be related to previous literature on flagship stores' phenomenon in general.   

5.2.1 Brand-Owned Environment 

As previously described as one characteristic emphasized of what an FMCG flagship store is, 

having a brand-owned environment is also an aspect of why brands in the FMCG industry use 

flagship stores. This is a fundamental basis for all the identified purposes of the FMCG flagship 

stores. As the FMCG flagship store is the physical place where the brand can reach the other 

identified purposes, such as getting closer to the customer and educating the customer. 

Nevertheless, to understand the strategies behind the FMCG flagship stores, we wanted to 

explore the manager’s motivations regarding why their company chose to operate in this brand-

owned environment.  

 

Various purposes and motivations for owning their flagship stores were argued for by the 

managers. For instance, Manager 1 – SM motivates the initiative of an FMCG flagship store 

when saying: “It is a physical place that we can control ourselves [...] Since we don’t have 

stores of our own we have to rely on our resellers. Therefore, we can control the impression in 

our flagship stores. This quote indicates the emphasis that the actual foundation of their store 

is a marketing channel in terms of a place to control themselves. This gives us insights regarding 

why the FMCG brands themselves want to communicate their brand to their customers through 

the brand-owned environment instead of relying on their resellers.  

  

It is evident that the managers emphasize having a physical place for the brand to be explained 

and experienced, recognized from the flagship store literature by Kozinets et al. (2002). 

However, this is not unique for the FMCG flagship stores, but what distinguishes the FMCG 
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flagship stores might be that FMCG brands often lack physical channels to communicate the 

brand. Therefore, the managers emphasize this as one of the purposes of the FMCG flagship 

stores as the physical place where they can control the environment and communicate the brand 

their way. This is of extra relevance for the FMCG flagship stores as they otherwise sell their 

products through resellers where they have limited possibilities of influencing the 

communicated brand in contrast to their brand-controlled physical place. 

5.2.2 Educate the Customer 

Similar to emphasizing having a brand-owned environment as one characteristic of both what 

an FMCG flagship store is and why it is used, so is educating the customers. Analyzing the 

empirical material of the flagship store’s strategic purpose, communicating the brand and 

educating the customer about the brand and their specific products was consequently discussed 

by the managers. According to the managers, having a physical place to educate the customers 

about their brand and products is important, as they argue for having fantastic products and 

much knowledge to give, but limited opportunities to do so. Manager 2 – Lindt motivates the 

purpose of the flagship stores as a place where they educate their customer when saying: “We 

have a fantastic product that many like, but we do not really reach out with our message” and 

continues by saying: “We felt an urge to give the world knowledge.”. The other managers from 

the case companies share this statement about the educative role of the flagship store. We want 

to emphasize this finding as something unique for the FMCG industry, as other industries more 

commonly own other communication channels.  

 

What is unique for the FMCG industry is the low involvement when purchasing a product from 

the customers’ perspective. When people buy FMCG, they pay little attention to and generally 

have low insight into the products (Zaichkowsky, 1985; Gordon, McKeage & Fox, 1998). There 

are multiple reasons for this behavior, and one of them might be that these are products that 

customers use and consume every day and not something that they plan for or pay much money 

for. We argue that this is a lost opportunity for brands in the FMCG industry to educate their 

customers. Furthermore, this is a lost opportunity since the brands have a limited possibility to 

reach their end-customers. Therefore, the purpose of an FMCG flagship store, where the brand 

has a physical brand-owned place for interaction and educating the customer, could be of higher 

value than in other industries from this perspective.    

5.2.3 The Cautious Market Entry Method 

Another purpose indicated from the empirical material is that FMCG flagship stores can operate 

as a market entry method, in line with how Moore and Doherty (2007) describe it as a strategic 

approach for luxury flagship stores. All three case companies argue that the flagship store may 

be a strategic marketing tool to use as a market entry method. For example, Lindt explains how 

they opened a flagship store in Oslo to create awareness and gain market shares. Löfbergs 

further emphasizes using FMCG flagship stores as a market entry method by explaining why 

opening the flagship store in Stockholm to reach that market and establish the brand there. 

  

However, what is identified regarding their market entry, not brought up in previous literature, 

is what we call the cautious market entry method. What is meant by the cautious market entry 

method is that all case companies explain how they all were uncertain about how the market 
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would accept them opening a flagship store and how they cautiously used their flagship stores 

as a market entry method. Firstly, Lindt opened an outlet store in Sweden before establishing a 

flagship store. Secondly, Swedish Match did not use its brand name in the store. Instead, they 

called it "Svenskt Snus" (Swedish Snus). Thirdly, Löfbergs opened up a store at the bottom of 

their coffee factory in the company's hometown Karlstad, before opening their flagship store in 

Stockholm. This emphasizes that the FMCG flagship store is a relatively new and untested 

phenomenon, which could partly be why the brands were cautious before establishing the 

stores. Manager 1 - SM highlights this by expressing, "We were uncertain if the mother brand 

could be harmed when we explored undiscovered ground".  

  

However, the empirical material also indicates how this can be connected to the brands being 

FMCG brands, similar to how Nierobisch et al. (2017) emphasized that the link between FMCG 

and flagship stores is not apparent. Manager 2 - Lindt said, "We have just entered the country 

of Norway, it is very scary, but we can finally see that in order to build the Lindt brand in 

Norway, we need a store in order to be the storefront externally.". How the manager describes 

the market as scary indicates an uncertainty of how the flagship store will be welcomed on the 

Norwegian market. This indicates the uncertainty of how customers will accept the new concept 

of FMCG flagship stores. However, the FMCG flagship stores can be seen as a way for the 

brands to be more daring and proud of their products. Manager 1 - Löfbergs emphasizes this 

when saying: "...everyone says we have to stop with that medium rust [coffee type]... and that 

is where I think that our flagship store has a huge obligation, to dare to be those who are a 

little more, yes, but those who dare to speak better about the coffee and not just excuse 

ourselves. Hence, while FMCG brands use flagship stores as a cautious market entry method, 

they can be seen as an opportunity to dare to speak about their FMCG when established.  

5.2.4 Get Closer to the Customer 

When interviewing the managers and scrutinizing the purpose of using an FMCG flagship store 

as part of their marketing strategy, the empirical material indicates another finding that the case 

companies share. It is the relevance of using the flagship store to get closer to the customer. In 

the literature regarding FMCG, the low level of customer loyalty (Niekerk & Bean, 2019) and 

the challenge for FMCG brands to build strong consumer-brand relationships (Leahy, 2011) are 

frequently emphasized. Regarding these challenges, we asked the managers about their purpose 

of the flagship stores. The common aspect identified amongst the manager’s answers was 

aligned with More and Doherty’s (2007) arguments for using a flagship store as a purpose to 

build the relationship to the customer and communicate marketing messages. For instance, 

Manager 1- SM said: “Our stores were at the beginning set up to get closer to the consumer 

[...] We realized that we should have a store where we only sold our products where one could 

come in and feel close to Swedish Match”. The managers continue by saying, “This is all about 

strengthening our brand towards the customer” (Manager 1 - SM). This quote indicates the 

purpose of getting closer to the customer, strengthening the brand and their relationship with 

the customers.  

 

According to what we have identified in the empirical material, this motivated purpose amongst 

the managers, to get closer to the customer, is not unique for FMCG flagship stores. However, 

the uniqueness lies in the importance of getting closer to the end-customer since they have a 

limited presence of physical channels to communicate and strengthen the brand since most of 

the FMCG are sold by resellers where the brands have limited possibility to influence the 

customer. 
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Moreover, in terms of getting closer to the customer, what was captured from the interviews 

was that the flagship stores could also be seen as a place to gain insights from the customers. 

Insights regarding the market and the customers’ demands. When highlighting this as a purpose 

of the flagship store, Manager 2 – Löfbergs said: “Partly get closer to the consumer [...] 

because it’s really a dialogue we strive for. We also want to create insights so this is not a one-

way story”. This finding can be related to the fact that the FMCG flagship stores lack physical 

contact with their customers. Furthermore, the created one-on-one communication between the 

brand and the end-customer is minimal since resellers sell the FMCG. Therefore, the insight 

from the customer might be of more significant concern in the FMCG industry. 

 

In this part, regarding getting closer to the customers, the managers emphasize the purpose of 

strengthening the brand by developing the relationship between the customer and the brand. 

The following section will elaborate on this purpose by using Keller’s (2013) brand resonance 

pyramid to visualize and verify how the FMCG flagships stores make this.  

5.2.5 Customer-Based Brand Equity by Keller’s Brand Resonance Pyramid 

When summarizing the purposes of using FMCG flagship stores, we can identify that they are 

used to create a physical brand-owned environment for interaction and communication, 

educate the customer as a market entry method and to get closer to the consumer. The common 

theme of these purposes of using an FMCG flagship store is that the companies want to 

strengthen the brand and develop relationships with the customers.  

 

To verify these strategic purposes from the managers of the FMCG flagship store, we will now 

visualize this by identifying these purposes in Keller’s (2013) brand resonance pyramid. As 

previously explained, when fulfilling Keller’s (2013) brand resonance pyramid, strengthened 

customer-brand equity is indicated as the relationship between the customer and the brand is 

developed. To indicate the purposes of the FMCG flagship store to strengthen the brand and 

the relationship between the customer and the brand, we will exemplify the steps of the brand 

resonance pyramid with examples of findings from the empirical material. We will use the four 

different questions, one for each step, to identify the purposes of the FMCG flagship stores and 

how they could comply with Keller’s (2013) brand resonance pyramid. At the end of the 

analysis, we will visualize the findings in an illustration, inspired by Keller (2013), of a 

suggested FMCG flagship store brand resonance pyramid to show how FMCG flagship stores 

might strengthen the brand’s common purposes and the relationship towards the customers.  

 

The steps of the pyramid are explained below, from the bottom to the top of the pyramid: 

 

1. Who are you? We have identified that having your brand-owned physical place can be seen 

as brand awareness activity and tells the customers who you are. This purpose can be related to 

the bottom part of Keller’s (2013) pyramid regarding salience, as salience could be seen as the 

width of brand awareness (Keller, 2013). This is emphasized by Manager 1- SM when saying: 

“The foundation of our stores is to be seen. [...] It is a physical place that we can control 

ourselves.” 

 

2. What are you? The purpose of using the FMCG flagship stores as a place for education and 

market entry method can be visualized in the second part of Keller’s (2013) brand resonance 

pyramid. The performance part of the pyramid aims to fulfill the customer’s needs, which can 
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be related to the FMCG flagship stores’ educational and market entry purposes. This purpose 

of education in the FMCG flagship store is argued for by Manager 2 - Lindt when saying: “We 

have a fantastic product that many like, but we do not really reach out with our message [...] 

We felt an urge to give the world knowledge”.  Furthermore, Manager 2 - Lindt argues for the 

purpose of using the FMCG flagship stores as a market entry method when saying: “We have 

just entered the country of Norway [...] we can finally see that in order to build the Lindt brand 

in Norway, we need a store”. 

 

3. What about you? The manager’s motivation to get closer to their customer and get insights 

can be identified in the third step of Keller’s (2013) pyramid. This part regarding judgment and 

feeling focuses on the personal perceptions and evaluation of the brand, which is aligned with 

the manager’s purpose of getting closer to the customers to get insight. This can be seen as the 

answer to the question “what about you” as the two-way dialogue is something the managers 

strive for. This is emphasized by Manager 2 - Löfbergs when saying: “To get closer to the 

consumer [...] because it’s really a dialogue we strive for. We also want to create insights so 

this is not a one-way story”. 

 

4. What about you and me? The top part of Keller’s (2013) pyramid explains the created 

relationship and the sync between the brand and the customer. The resonance between the brand 

and the customer is reached at the top of the brand resonance pyramid, as Keller (2013) 

explained to strengthen the brand. The sync and the developed relationship between the 

customer and the brand is the answer to the question, “what about you and me?”. This is argued 

for by the managers as they emphasize the purpose of the FMCG flagship store to develop a 

consumer-brand relationship and to strengthen the brand. This is emphasized here by Manager 

1- Swedish Match when saying, “Our stores were at the beginning set up to get closer to the 

consumer [...] This is all about strengthening our brand towards the customer”.  

 

What is important to emphasize is that the findings in the empirical material, theorized in 

Keller’s (2013) brand resonance pyramid, are examples of purposes that can comply with the 

model. These examples verify the managers’ motivations of developing relationships and 

strengthening the brand through the FMCG flagship stores. While multiple aspects can fit into 

Keller’s (2013) model, we have exemplified some of them. To further visualize our findings 

into Keller’s brand resonance pyramid, we will visualize how the purposes of FMCG flagship 

stores fulfill the pyramid. This is made, step by step, to clarify how FMCG flagship stores can 

be theorized and identified as something that can influence the relationship between the 

customers and the brand and strengthen the customer-brand equity.  
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Figure 6. The FMCG flagship store brand resonance pyramid inspired by Keller (2013) 

 

This part of the analysis focuses on the second research question of this study and is finished 

by adapting Keller’s (2013) brand resonance pyramid to the subject. This is done to see if the 

purposes of FMCG flagship stores correlate with the manager’s ambition to strengthen the 

brand. It is visualized in the illustration above how the purposes of the FMCG flagship stores 

comply with the brand resonance pyramid, which indicates strengthened customer-brand 

equity. Hence, we argue that the FMCG flagship stores are a way of strengthening the brand 

towards the customer and developing the relationship between the customer and the brand. 

Therefore, the following part of the analysis will go deeper into the relationship between the 

customers and the brand. 

5.3 Consumer-Brand Relationship 

In the empirical material of the customer’s perceptions of their visit to an FMCG flagship store, 

we have identified various aspects of how the store may influence the relationship between the 

brand and the customer. We have identified three themes that we now will scrutinize and 

elaborate upon. The themes are divided into positive perception, positive perception but limited 

interest in engagement and skepticism and induced suspicion. The analysis of how an FMCG 

flagship store influences the consumer-brand relationship is analyzed through the BRQ 

framework by Fournier (1998) to study how the brand relationship quality is influenced. The 

BRQ framework is adapted and illustrated in Figure 7 to portray the focus of this analysis.  
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Figure 7. Clarification of consumer-brand relationship analysis  

5.3.1 Positive Perceptions 

The first empirical finding is that some customers perceived the brand experience of the FMCG 

flagship store as something positive. The positivism around the visits to the store was a common 

theme amongst the respondents, but simultaneously they perceived the positive influence of the 

flagship store in different ways. However, according to Fournier (1998), it is not enough to 

create a positive feeling to create or sustain a consumer-brand relationship. Instead, to generate 

a long-term consumer-brand relationship; affective and socioemotive attachment, behavioral 

ties and supportive cognitive beliefs are needed. The positive perceptions of the FMCG flagship 

stores are therefore also analyzed from Fournier’s perspective.  

 

Regarding the positive perception of the FMCG flagship stores, the first identified aspect was 

when the respondents were aware of the brand. What is emphasized here is the valuing 

perceptions of the staff. The respondents sharing this perception highlight how knowledgeable 

and friendly the staff at the flagship stores were and how this enhanced the positive perception 

of the brand experience. For instance, Customer 10 emphasizes this when saying: “I think she 

was very nice as well, she was not too pushy. But when you asked questions, she could answer 

everything! She was very accommodating.”. The staff is a part of the brand experience in the 

flagship store and communicates the brand’s values and beliefs to the customer. As the 

customers express how the staff increases the brand experience with education and knowledge, 

this can be identified as influencing the brand quality facet of intimacy (Fournier, 1998). This 

can be identified as attributes that support the customer’s cognitive beliefs (Fournier, 1998). 

Furthermore, as the staff contributes with a bond between the customer and the brand, which 

creates a memory of personal experiences and associations, it further emphasizes the flagship 

store influencing the perceived intimacy with the brand.  

 

Furthermore, within those having positive perceptions of the FMCG flagship stores, another 

category is from the customers not familiar with the brand before the visit. In this case, the visit 

to the flagship store could be seen as an introduction to the brand for the respondent. The 

respondents perceived the brand experience as something positive and got positive perceptions 
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and associations to the brand, which could be seen as establishing a consumer-brand 

relationship. Customer 5 best portrays this category when describing: “I did not have much of 

a perception of Löfbergs as a brand before I visited this café [...] It is not something I have 

really had a relationship with at all”, explaining that before visiting the flagship store, it was 

only a product on a shelf. However, from having a positive experience, this lack of perception 

and relationship to the brand has changed. Therefore, it seems like the positive perception of 

the brand experience positively influenced the consumer-brand relationship. However, Fournier 

(1998) argues that merely creating positive feelings is not enough to establish a strong 

consumer-brand relationship, as it needs to develop over time. Thus, the FMCG flagship store’s 

influence on the six brand relationship quality facets is somewhat challenging to identify. 

Nevertheless, the FMCG flagship store does seem to influence the consumer-brand relationship 

as an introducing factor to establishing a relationship with the consumer.  

 

An additional perspective of the customers who had positive perceptions of their visit to the 

FMCG flagship stores is the customers who were brand loyal and expressed an already 

established relationship to the brand before the visit to the flagship store. Thus, indicating an 

already strong commitment and interdependency to the brand (Fournier, 1998). However, they 

were not convinced if the brand experience influenced their loyalty to the brand. Nevertheless, 

these customers expressed positive perceptions, best portrayed by the following statement: 

“Exclusive, you feel taken care of [...] The knowledge from the staff is very good.”. The 

respondent later expresses the following referring to the visit of the flagship store: “I do not 

think this is what affects my loyalty to a brand” (Customer 1). This perception of the flagship 

store can be seen as positive as the customer expresses these feelings of exclusivity and very 

knowledgeable staff. However, the visit to the flagship store does not seem to influence the 

already strong commitment nor the interdependency to the brand. Instead, when interpreting 

their perception of physically experiencing the brand in the FMCG flagship store, the 

respondents seem to better understand the knowledge structure around the brand, indicating 

stronger intimacy. Furthermore, during the interview, Customer 1 emphasized “you feel taken 

care of” which is in line with how Fournier (1998) highlights that making the customer feel 

cared for by a positive orientation towards the consumer is a critical component of strengthening 

the brand partner quality.  

  

In terms of positive perception of the FMCG flagship store, the last identified category is the 

brand loyal customers who believe their visit to the flagship store strengthens their relationship 

to the brand. The empirical material could be recognized because some brand loyal customers 

perceived the brand experience positively and educatively. Even though the customer had 

previous knowledge and associations from the brand before the visit to the flagship store, they 

were still influenced by the visit. The customers described how the brand experience at the 

FMCG flagship store contributed to their knowledge of the brand and its products. This is 

another example of how the intimacy presented by Fournier (1998) is influenced by the brand 

experience of an FMCG flagship store. After the visit, they expressed that they had a physical 

reference of the brand. Pulh, Mencarelli, and Chaney (2019) highlight that a meaningful brand 

experience in a physical setting can enhance the consumer-brand relationship by developing 

intimacy. Now when the customers visit other stores where the FMCG can be purchased, they 

have the brand experience of the FMCG flagship stores present in their minds when interacting 

with the brand. This can be exemplified by Customer 2 when saying: "The physical attachment 

with Swedish Match has increased thanks to their stores. Now when I buy snus I think about it 

all the time.". Thus, the positive perception of the physical brand experience could be 

interpreted to strengthen the brand relationship quality.  
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5.3.2 Positive Perception but Limited Interest in Engagement  

Another theme identified from the empirical material is that those who did not use the brand 

before visiting the flagship store perceived the brand experience at the flagship store positively, 

but still showed little interest in engaging more with the brand. This is in line with how Fournier 

(1998) describes that it is not enough to provide positive feelings to create a consumer-brand 

relationship or keep it alive. For example, despite Customer 4’s positive description of the brand 

experience, the respondent does still not seem likely to increasingly use the brand’s products 

“Since I have not given it an honest chance, I can not really answer if I would like to use it 

often. But I would consider trying it. We talk about this like it is a big decision, haha!”. This 

quote illustrates this being a somewhat insignificant topic for the respondent to discuss, 

indicating limited influences on the consumer-brand relationship. For instance, despite 

describing positive brand experiences, minor signs of influenced intimacy, brand partner 

quality, commitment, love and passion or self-connection from Fournier’s (1998) BRQ-

framework seem to be identified among some respondents. However, since the respondents did 

not use the brand nor expressed a strong relationship, they are less likely for frequent 

interaction, thus lack interdependency with the brand.  

 

  

5.3.3 Skepticism and Induced Suspicion  
  

An empirical finding is that the customer's perception of their brand experience in the FMCG 

flagship stores might become more skeptical towards the brand. For instance, Customer 6 

expresses a misalignment between how the respondent’s perception of the brand, which was 

positive from before, does not match how the respondent perceived the brand experience at the 

flagship store: "Something like, an ordinary cup of coffee for an ordinary person. But their 

flagship store was a little more, I mean it was supposed to look a little more exclusive and which 

I would not say rhyme with the brand itself.". This is in line with how McGrath, Sherry and 

Diamond (2013) argue that if the in-store attractions of the flagship store do not align with the 

hopes and expectations of the consumers, there might be negative effects on their brand 

perception.  

 

When Customer 6 described the visit to the flagship store, the tonality was not positive, rather 

the contrary, which could be interpreted as a disappointment and skepticism to the concept of 

using a flagship store. One indication of this is when Customer 6 further adds when discussing 

the effects of the visit, "So it is not that it affected me negatively as a consumer.". Despite saying 

that it does have a negative effect, the respondent still feels it necessary to ensure us that it did 

not have a negative impact. One example of an aspect in the consumer-brand relationship that 

the misalignment between expectation and perception of the visit to the flagship seems to 

influence is the brand partner quality presented by Fournier (1998). For example, as the brand 

is not performing the way Customer 6 expects, the judgment of the brand’s reliability, 

predictability and dependability have been influenced somewhat negatively by the visit to the 

flagship store. Hence, the FMCG flagship could be interpreted to, even if minorly, have 

weakened the brand relationship quality, thereby the consumer-brand relationship. 

  

Despite not being for similar reasons, Customer 9 also explains skepticism towards the brands 

and their use of the flagship store when saying, “I don’t know really, but I just think it looks too 

perfect. It smells like that there is something to hide, there is something there somewhere that 

is not perfect”. Thus, despite a positive experience of the visit to the flagship store, Customer 

9 senses that there is something too perfect with the flagship store but cannot put words on 
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what. The flagship store seems to make the respondent mistrust the brand’s intentions. An 

example that could be seen to influence the consumer-brand relationship is also the brand 

partner quality by Fournier (1998), as Customer 9’s trust towards the brand seems to be 

weakened. However, before this explanation of skepticism and induced suspicion, the 

respondent explains that despite the brand being a more exclusive chocolate brand, they are still 

“a very large company that pumps out a lot of chocolate”. 

  

Interpreting how Customer 9 and Customer 6 seem skeptical of the flagship store concept after 

they visited the flagship store, one could argue for a connection to the FMCG aspect of the 

flagship stores. The description of being an ordinary cup of coffee and as a large company 

pumping out a lot of chocolate indicates that their skepticism of the flagship stores seem to be 

connected to the fact that it is FMCG. Their expectations of FMCG do not seem to correlate 

with having exclusive and luxurious flagship stores. Hence, the respondents seem to become 

skeptical towards the phenomenon of FMCG flagship stores, thus indicating negative 

influences on the consumer-brand relationship.  

5.3.4 Summary of FMCG Flagship Stores Influence on Consumer-Brand 

Relationship 

To summarize the findings of how an FMCG flagship store influences the consumer-brand 

relationship, focusing on the brand relationship quality in Fournier’s (1998) BRQ framework, 

it is illustrated in Figure 8.  

 

 
Figure 8. FMCG flagship store influences on consumer-brand relationship quality  

 

Consistent when interpreting the respondents’ responses to how they perceive the brand 

experiences, FMCG flagship stores seem to have the most significant influences on the 

supportive cognitive beliefs facets, intimacy, and brand partner quality. Despite whether the 

visit to the FMCG flagship store indicates a strengthened or weakened brand relationship 

quality, the main influences still seem to be connected to the supportive cognitive beliefs. 

Furthermore, the empirical material does not show any strong indications of influencing the 

other facets of the brand relationship quality. 
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6. Discussion 

In this chapter, we will discuss and reflect upon the findings of this study and the phenomenon 

of FMCG flagship stores particularly. We will reflect and elaborate on the findings in an 

abstract context prior to the final chapter, where the study will be concluded. In this chapter, 

we will also relate the main findings to previous literature and theory. 

  

In the analysis, various findings regarding the description of the FMCG flagship stores and their 

purpose are presented. Considering previous research regarding the phenomenon of flagship 

stores, we have identified many similarities in the findings of this study. For instance, the 

flagship stores of the case companies are all in line with Kozinets et al. (2002) characteristics 

distinguishing flagship stores from other stores. Furthermore, it is consistent with how Moore 

and Doherty (2007) describe flagship stores’ strategic purposes. It is evident in both previous 

literature and in the findings of this study that the emphasis on having a brand-owned physical 

place to communicate the brand is of high importance (Kozinets et al. 2002). Furthermore, it is 

evident in our study that the brand-owned physical store is important as a channel of 

communicating the brand as FMCG generally is sold by resellers.  

  

However, we identified the purpose of having the flagship stores as a physical place for 

interaction, where the staff and the educational interior could educate and communicate 

knowledge of the brand to the end-customer. We also identified the importance of the physical 

place for interaction to get closer to the end-customer and to get insight into what the customer 

expects and demands from the brand. These findings distinguish from previous literature 

regarding flagship stores. Most research investigates the industry of luxury goods, which is 

generally characterized by high involvement, information search and knowledge 

(Zaichkowsky, 1985; Lemon & Verhoef, 2016; Park, Lee & Han, 2007). On the contrary, 

FMCG is characterized by low involvement, low knowledge and most commonly sold by 

resellers. Due to the nature of FMCG, the flagship stores are considered a valuable asset to 

educate the customers of their brand and products.  

 

Apart from various similarities and differences between our findings and previous literature, it 

is evident in the findings that the fact that we are investigating brands in the FMCG industry is 

central throughout this study. One way of highlighting the central role of the FMCG aspect is 

by connecting the skepticism and induced suspicion from the consumers towards the 

phenomenon with the cautious market entry method. The customers seem to be skeptical about 

the concept because it is not generally associated with having these exclusive flagship stores, 

as it is more commonly used by luxury brands (Manlow & Nobbs, 2013; Nobbs, Moore & 

Sheridan, 2012). This is similar to how the managers seem to be insecure when first establishing 

the flagship stores, as they were worried about how the consumers would react to an FMCG 

brand opening a flagship store and how it might negatively impact the brand. This could be 

connected to the nature of FMCG, which is characterized by low involvement and low attention 

(Zaichkowsky, 1985; Gordon, McKeage & Fox, 1998), thus not naturally associated with 

visiting a flagship store, gaining new insights and knowledge of the brand when physically 

experiencing it.   
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When analyzing how an FMCG flagship store might influence the consumer-brand relationship, 

several examples are presented throughout the study. These are, of course, not the only ways 

the visit to the flagship store might influence the consumer’s relationship towards the brand. 

However, we identify limited to no signs of customers expressing love or passion or self-

connection towards the flagship stores' brand, referred to as affective or socioemotive 

attachments by Fournier (1998). Neither do FMCG flagship stores seem to significantly 

influence the customer’s behavioral patterns of purchasing or engaging more with the brand, 

apart from exceptions. Thus, there are limited indications on influences on interdependence and 

commitment, being described as behavioral ties by Fournier (1998).  

 

Instead, it is evident from the analysis of the customers’ perceptions that FMCG flagship stores 

have more influence on the supportive cognitive beliefs (intimacy and brand partner quality). 

The empirical material indicates that most customers feel closer and more intimate with the 

brand, where a positive brand experience mainly seems to have strengthened the quality of their 

relationship. Simultaneously, some customers are skeptical towards FMCG brands using 

flagship stores. However, the skepticism and induced suspicion still seem to influence the 

consumer-brand relationship more through supportive cognitive beliefs rather than the 

behavioral ties or affective or socioemotive attachments.  

 

As the findings indicate FMCG flagship stores primarily influencing the supportive cognitive 

beliefs, it raises the question: Why do not visits to the FMCG flagship store induce stronger 

love, commitment or self-connection to the brands? Well, one could see that due to the nature 

of FMCG, consumers might need something more meaningful for this sort of relationships, 

such as ties to their childhood or a geographical place. Thus, visiting an FMCG flagship store 

and having a positive brand experience seem to be enjoyed and make the customers feel closer 

to the brand by attaching it to a physical experience and person with more knowledge, but is 

too insignificant for developing love or self-connection. Similarly, since customers generally 

pay low attention to FMCG purchases (Zaichkowsky, 1985; Gordon, McKeage & Fox, 1998), 

the visits rarely seem to be enough to make the customers take an active decision in changing 

their behavioral pattern due to a positive brand experience, as when they leave the store, they 

seem to fall into their habitual behavioral patterns.  

 

What is evident but not explicitly expressed when presenting the themes in the analysis is that 

this phenomenon seems to be a somewhat insignificant topic for discussion for most customers. 

While most of the respondents describe their perception of the brand experience positively, 

when asking questions in line with how this has affected their view on the brand or similar 

follow-up questions regarding how this visit has influenced them, they seem to have trouble 

elaborating it. Also, interpreting the tonality and how the respondents speak about their visit to 

the FMCG flagship stores indicates that this is not something the respondents have paid much 

attention to. This is best represented by a quote from one of the respondents: "We talk about 

this like it is a big decision, haha!". The identified insignificancy may be in line with the 

foundation of FMCG, where consumers pay limited attention and have low involvement and 

affections towards FMCG purchases (van Niekerk & Bean, 2019; Zaichkowsky, 1985; Gordon, 

McKeage & Fox, 1998). Furthermore, that the respondents seem to pay limited attention to this 

phenomenon could be part of why the empirical material shows limited indications of 

influencing the consumer-brand relationship's socioemotive attachments or behavioral ties. 

Thus, this emphasizes the relation between the flagship stores being FMCG flagship stores and 

their influence on the consumer-brand relationship.   
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When analyzing the customers with the positive perception of the FMCG flagship stores, the 

emphasis on the staff is evident. When the customers talk about their brand experience of the 

flagship stores, everyone highlights how important the staff is and how they contribute to their 

positive perception of the FMCG flagship store. The frequently mentioned emphasis on the 

staff might contribute to the positive perception amongst the customer and could therefore be 

seen as an important part of the development of a relationship between the brand and the 

customer, which simultaneously is the purpose with the educational and knowledgeable staff 

when seeing it from the manager's strategic perspective of the flagship store. These findings 

relate to the customer’s perceptions of the brand experience rather than the influenced 

consumer-brand relationship. Therefore, this finding will not be seen as answering our research 

question, but it is still a vital finding of this study.  

  

Lastly, in our research, we study the phenomenon of flagship stores in the FMCG industry and 

have thereby chosen three case companies. What is worth highlighting is that the three different 

case companies have different attributes in terms of being a part of the customer’s everyday 

lives. For instance, chocolate is something people treat themselves to during the weekends, and 

coffee is often seen as a daily routine while tobacco is addictive to a high degree. When thinking 

in these terms, it is evident that the FMCG industry in itself is very versatile when it comes to 

the need and addiction of some products. This is an additional aspect to discuss, whether the 

product categories within the FMCG industry differ. Therefore, it would be interesting to 

discuss how our findings could be related to other products in the FMCG industry. For instance, 

find out how toilet paper, bread, and toothpaste brands reason about these aspects. However, 

since the three case companies represent three different categories of the FMCG industry, where 

the stores differ in some aspects, but the similarities are dominant, this is argued to be sufficient 

to better understand the FMCG flagship stores.  
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7. Conclusion 

This is the final chapter of this thesis, and we will now conclude and revisit the purpose of the 

study, the research questions, and the aim to visualize if all aspects of the study were fulfilled. 

Moreover, the study’s theoretical contributions and managerial implications will be further 

discussed as a result of the investigation. Finally, a section of limitations of the study and 

recommendations for future research will be presented. 

  

In the first chapter, the purpose of this study was presented. The purpose of this study was to 

explore and develop an understanding of the rather unexplored phenomenon of using flagship 

stores in the FMCG industry. We wanted to explore what an FMCG flagship store is to 

understand why it is used in the context of strategic brand management. Moreover, we wanted 

to develop an understanding of how the brand experience might influence the consumer-brand 

relationship to brands in the FMCG industry through the phenomenon of flagship stores. Thus, 

the aim of the study was to contribute academically with a more holistic understanding of the 

phenomenon of FMCG flagship stores. Furthermore, we aimed to suggest a definition of what 

the FMCG flagship store is. The aim was also to contribute to managerial knowledge of how 

flagship stores can be used within the FMCG industry. Hence, to guide and to fulfill the purpose 

of this study, the three following research questions were formulated: 

  

RQ1: What is a flagship store in the FMCG industry? 

RQ2: Why are brands in the FMCG industry using flagship stores? 

RQ3: How does an FMCG flagship store influence the consumer-brand relationship?  

  

The analysis of the rich collected empirical material, consisting of interviews with both 

managers and customers, and observations of the flagship stores, resulted in various findings. 

The study contributed with insights into the strategic purposes of the FMCG flagship stores and 

the customer’s perceptions of the FMCG flagship stores and how the consumer-brand 

relationship was influenced. Based on the findings in the empirical material, we can now 

conclude and give answers to our three research questions.  

 

Firstly, regarding our first research question of what an FMCG flagship store is, we have 

identified that an FMCG flagship store is, to a vast extent, coherent with the previous literature 

regarding flagship stores. However, in our findings, we identify that the FMCG flagship store 

emphasizes that the store is a brand-controlled environment more than what is emphasized in 

previous literature. Furthermore, an FMCG flagship store is more influenced by educational 

elements than what is previously defined. Furthermore, the findings of this study resulted in a 

suggested definition of FMCG flagship stores.  

 

Secondly, regarding our second research question of why brands in the FMCG industry are 

using flagship stores, we identified that the strategic purpose was in line with previous research 

to some extent. However, we identified four emphasized purposes and therefore distinguished 

FMCG flagship stores from other flagship stores. The first purpose identified is to own their 

physical place, and the second purpose is to get closer to their customers. The purpose of the 

FMCG flagship store is also to educate customers about their brand and products. Furthermore, 
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we have identified that the FMCG flagship stores are used as a market entry method. However, 

the FMCG brands are cautious when using the flagship stores as a market entry method as they 

are insecure about how the customers will meet this rather new phenomenon. These purposes 

are all identified to strengthen the brand and to develop the relationship with the end customer.  

 

Lastly, we have identified various ways how the FMCG flagship stores influenced the 

consumer-brand relationship regarding our third research question. We identified three different 

themes of perceptions of the FMCG flagship stores. The themes of customer perception were; 

positive perceptions, positive perceptions but limited interest in engagement, and skepticism 

and induced suspicion. However, an FMCG flagship store mainly influences the brand 

relationship quality, thus the consumer-brand relationship, through the supportive cognitive 

beliefs. 

 

We argue that our aim to contribute academically with a more holistic understanding of the 

FMCG flagship store phenomenon and contribute to managerial knowledge of how flagship 

stores can be used within the FMCG industry was succeeded.   

7.1 Theoretical Contribution 

Due to this study’s explorative design, the theoretical contributions of this study can be seen as 

an extension of the existing literature within the flagship store research and an attempt to 

formulate a fundamental ground for the FMCG flagship store research. Here are our three main 

contributions that can add onto existing theory: A suggested definition of FMCG flagship 

stores, FMCG flagship store brand resonance pyramid and FMCG flagship stores influence on 

consumer-brand relationship.  

  

A Suggested definition of FMCG flagship stores 

The first theoretical contribution is related to the existing description of a flagship store by 

Kozinets et al. (2002). As stated in chapter two, Kozinets et al. (2002) describes a flagship store 

by categorizing it into three characteristics; "carry a single brand, owned by the brand 

manufacturer and operate to reinforce or build brand image, rather than focusing on selling 

products". Furthermore, Moore and Doherty (2007) expressed the strategic purpose of a 

flagship store as: A method for market entry, channel and support for relationships, 

communicating and operating as the blueprint. On these descriptions, we argue that our findings 

regarding the extra emphasis on operating a brand-owned physical place and using an FMCG 

flagship store in an educational context could be added to the existing literature. Our research 

identifies how the managers express the educational aspect as a big part of informing their 

customers about the brand and their products. As resellers almost exclusively sell the FMCG 

product, the managers see the potential in FMCG flagship stores to educate the customer. 

Hence, our suggested definition of an FMCG flagship store was formulated. This is our attempt 

to define the phenomenon for future research that can add on to our findings. The definition is 

relevant for future scholars, as a starting point for their research within the research field of 

FMCG flagship stores. The following is our suggested definition: An FMCG flagship store is a 

brand-owned physical store, for customers to experience the brand, carrying a single brand of 

product. It provides a brand experience with the ambition to reinforce or build brand image 

and to educate the customers about the brand and its products.   

 



 

 65 

FMCG flagship store brand resonance pyramid 

Moreover, the second theoretical contribution is our suggested adaptation to Keller’s (2013) 

brand resonance pyramid. We illustrated our findings of the purposes of the FMCG flagship 

stores into the brand resonance pyramid by Keller (2013). To verify how the FMCG flagship 

stores could develop relationships between customers and the brand while they also might 

strengthen the customer-brand equity. We argue that this adaptation to Keller’s (2013) brand 

resonance pyramid contributes to the literature of this phenomenon and could be used by future 

researchers investigating the phenomenon of FMCG flagship stores. This illustration might also 

be relevant for managers looking for guidance regarding their decisions of setting up an FMCG 

flagship store. This illustration shows how FMCG flagship stores might strengthen the brand 

and the relationship between customers and the brand, which managers of future FMCG 

flagship stores might find interesting.  

  

FMCG flagship stores influence on consumer-brand relationship  

Lastly, the third theoretical contribution of this study is a deeper understanding of how FMCG 

flagship stores influence the consumer-brand relationship. By analyzing the brand relationship 

quality from Fournier’s (1998) BRQ framework, this study shows that FMCG flagship stores 

primarily influence supportive cognitive beliefs. Thereby, this study contributes with a 

qualitative analysis of how the customer’s perception of the brand experience from the FMCG 

flagship store influences their relationship to the brand. This contribution is theoretically 

relevant for further studies of FMCG flagship stores’ phenomenon, providing insights into how 

the customers perceive the phenomenon.  

 

When summarizing this section, we have three contributions to existing literature relevant to 

future researchers and future managers of FMCG flagship stores. Once again, our suggested 

definition of FMCG flagship stores, the FMCG flagship store brand resonance pyramid and 

how FMCG flagship stores influence the consumer-brand relationship. We will now proceed 

with the managerial implications of this study. 

7.2 Managerial Implications   

It is evident that the phenomenon of flagship stores is increasing and that brands in the FMCG 

industry adopt it (Nobbs, Moore & Sheridan, 2012; Manlow & Nobbs, 2013; Nierobisch, 

Toporowski, Dannewald & Jahn, 2017). Still, there is very limited research covering this 

growing phenomenon, and there is also a limit of helpful elements for FMCG managers in terms 

of operating a flagship store. Our research identified the limited supply of guidelines and 

frameworks of helping managers plan on the strategic move of setting up a flagship store for 

their FMCG brand. Neither is there any help for managers of current FMCG flagship stores to 

develop their existing flagship store activities. Accordingly, we argue for this study to work as 

guidance for FMCG flagship store activities. In particular, this section will address three 

specific managerial implications for marketing managers, brand managers, and retail managers 

in the FMCG industry. The managerial implications are addressed primarily to managers 

planning to set up an FMCG flagship store and require more knowledge. But also for managers 

with existing FMCG flagship stores looking for in-depth insight into FMCG flagship stores for 

further development. 
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The first managerial implication is our findings of what an FMCG flagship store is. This finding 

can help the managers as they need to know what an FMCG flagship store is to develop a 

flagship store that includes all the essential parts that we have identified being emphasized in 

our study of the existing FMCG flagship stores. Due to the lack of previous definitions of 

FMCG flagship store, it is not clear to managers of FMCG brands what an existing flagship 

store is. Therefore, our suggested definition of an FMCG flagship store could be considered a 

helping hand for managers of FMCG flagship stores when they are planning the design and the 

concept of their future FMCG flagship store.  

 

The second managerial implication is our findings regarding why brands in the FMCG industry 

should use the concept of a flagship store. This finding can help the managers in their strategic 

plan of developing the purpose of the flagship store. This is important as the managers need to 

understand the value of communicating their brand to the end-customer in an industry where 

the brands otherwise need to rely on resellers. We find that the purpose of why brands use 

flagship stores is to educate the customer about their brand and its products, get closer to the 

end-customer and get insight from the customers’ perspective. As this cannot be found in any 

guidelines or frameworks regarding FMCG flagship stores, we argue that this managerial 

implication could work as a stepping stone towards the future development of the FMCG 

flagship store concept.  

 

Thirdly, a managerial implication from this study is a finding from the customer perspective. 

This perspective is critical for managers to consider, especially in the FMCG industry, as the 

brands have limited physical direct communication with their end-customer. By reflecting over 

our findings of how the customer perceives the case companies’ FMCG flagship stores, and 

how the consumer-brand relationship is influenced, managers can consider these findings when 

developing their flagship store. Here we want to emphasize for the managers to consider the 

potential problems with the customers of the FMCG flagship stores. We identified that the 

customers perceived the flagship stores of our study in various ways. The vast majority 

perceived them positively, but some customers perceived the FMCG flagship stores with 

skepticism and induced suspicion since they got the impression of misalignment between the 

FMCG industry and the concept of flagship stores. To avoid this, managers should make sure 

that the FMCG flagship store is aligned with the values and beliefs of the brand and that this is 

communicated in a preferable way, as there are no guidelines on how to create the perfect 

FMCG flagship store. Managers can reflect upon our findings and have them top of mind when 

designing and developing their FMCG flagship store concept.  

 

As a last part of this section, we have a list of recommendations for managers in the FMCG 

industry planning och setting up an FMCG flagship store and current managers who want to 

further develop their concept. The following five recommendations should not be seen as a 

complete to-do list but more of a summary with tips and ideas based on what we have identified 

during this study. 

 

 

• Firstly, what is evident in this study is that the FMCG flagship stores emphasize the 

Education aspect of the store. According to this finding, we recommend focusing on 

knowledgeable and service-minded staff and an educational interior where the 

customers can learn about the brand and its products. 

• Secondly, this study indicates that the FMCG flagship stores are used as a market entry 

method when expanding to new markets. This method is a good way of setting up a 

physical place for customers to get to know the brand. This is where the FMCG flagship 
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store is important since FMCG otherwise relies on resellers to communicate the brand 

to the end-customer. 

• Thirdly, we have identified that customers react differently to FMCG flagship stores. 

We recommend that managers design the flagship store aligned with the values and 

beliefs of the brand. Furthermore, make sure to communicate the brand how it really is 

to limit misunderstandings and skepticism from customers.  

• Fourthly, location is key. The managers of our case companies emphasize the 

importance of location. This seems to be important for two reasons. Firstly, it seems to 

be good to consider a location close to the other flagship stores in the most attractive 

area. Secondly, because the flagship store might not be the reason why people come to 

this area. The people might come for shopping or similar, and in that case, the flagship 

store should be considered a complement. 

• Lastly, as one of the managers in our study expressed it: “Don’t make it complicated.” 

Have a clear concept that highlights the brand and go with it.  

7.3 Limitation and Future Research  

This study is the first of its kind, and therefore this study includes a set of limitations. This very 

last part of this thesis will cover limitations and later present various recommendations for 

future research. Nevertheless, this study has suggested a definition and developed an 

understanding of the research phenomenon of FMCG flagship stores, both from the manager’s 

and customer’s point of view. After analyzing the empirical data collected, various aspects 

regarding the FMCG flagship stores from the manager’s perspective and different perceptions 

from the customer’s perspective were identified. We will now present a set of limitations of this 

study. 

 

The first limitation of this study is the number of case companies. Therefore, the study is limited 

in terms of variation. With more case companies for investigation, it could have led to other 

results. With the social constructionist standpoint of this study, we could have interviewed more 

managers at each case company. We could also have increased the number of customers 

interviewed to possibly collect more perspectives. Furthermore, some limitations occurred due 

to the corona pandemic. During our observations, the brand experience and activities at the 

flagship stores were limited due to restrictions. Furthermore, almost all interviews were held 

digitally due to the corona pandemic, which entails various limitations. The experience from 

our observations would have been different in a pre-or post-corona pandemic society, which 

might affect the results of the observations to some extent. A third limitation of this study is 

that we researched three niche areas consisting of tobacco, coffee, and chocolate within the 

FMCG industry. It could have led to other results if we had researched a broader spectrum of 

the FMCG category. Moreover, we will now present several recommendations for future 

research as a final section of this study.  

 

Due to the explorative design of this study and the purpose of creating a fundamental basis for 

this field of research, we encourage various ways of future research to add on to our 

contributions. We encourage quantitative studies and qualitative studies as there are many 

exciting aspects to cover regarding this phenomenon. For instance, a wider quantitative study, 

covering more markets and brands, of how the relationship is influenced between the customer 

and the brand is encouraged. Furthermore, a quantitative study to see any correlations between 
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the aspects in our suggested definition of an FMCG flagship store. Or for instance, a study to 

see if the aspects in our suggested definition are equally weighted and of equal importance in 

an FMCG flagship store.  

 

In terms of qualitative research, this study broke new ground when exploring the phenomenon 

from both the strategic view of the managers and from the customer’s view. Therefore, it would 

be interesting to conduct an in-depth qualitative study of the relationship between the customer 

and the brand. For instance, it would be interesting to conduct a study focusing only on the 

customers to gain a deeper insight into the relationship between the customer and the brand. 

Furthermore, we suggest that future researchers conduct a qualitative study focusing on how 

the FMCG brand communicates its brand image through the FMCG flagship store. This kind 

of qualitative study is considered focusing more on the managers and their strategic decisions 

on how the FMCG flagship stores perform in terms of providing the brand image. Lastly, we 

suggest future qualitative research of comparative character between the FMCG flagship stores 

and Luxury flagship stores. A study of this sort could visualize the similarities and differences 

in a more in-depth study between flagship stores in different industries. 
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Appendix A - Interview Guide: Managers  

Before starting the interview, we asked the respondents for permission to record the 

interviews for future transcription. Followingly, confidentiality and anonymity are discussed 

to get the respondent's full approval and ensure the respondent feels at ease with the interview 

setting. After discussing these topics, this followed sequence was communicated to the 

respondents: 

 

Hi! 

 

Our names are [name of author] and [name of author], and we study the Master's programme 

International Marketing and Brand Management at Lund University. 

 

This is an interview for our master's thesis about flagship stores of FMCG brands. 

 

Are you aware that you can cancel the interview at any time, that you are not forced to 

participate, and that what you say may be used in our master's thesis? 

 

After getting the respondent's approval of the previously mentioned statement, the interview 

started.  

 

- How long have you worked at [the company]? 

 

- What is your role, and what are your areas of responsibility at [the company]? 

 

- Could you briefly describe [the company] as a brand? 

 

- Describe the concept of your stores 

 

- What experience do you offer to customers? 

 

- What is the purpose of your stores? 

 

- How long has the store been open? 

 

- Given that your products are so-called FMCG, which differs from luxury products, for 

instance, how do you think about using the concept of flagship stores in relation to the 

products you sell? 

 

- How do you measure how successful the stores are? 

 

- Was the idea of your flagship store from the beginning the same as today?  

- What do you think, how do customers experience your stores? 
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- What do you think can be improved with your flagship store? 

 

- What do you think customers think is best with your stores? 

 

- Is there anything else you would like to add that we have not discussed? 
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Appendix B - Interview guide: Customers  

Before starting the interview, we asked the respondents for permission to record the 

interviews for future transcription. Followingly, confidentiality and anonymity are discussed 

to get the respondent's full approval and ensure the respondent feels at ease with the interview 

setting. After discussing these topics, this followed sequence was communicated to the 

respondents: 

 

Hi! 

 

Our names are [name of author] and [name of author], and we study the Master's programme 

International Marketing and Brand Management at Lund University. 

 

This is an interview for our master's thesis about flagship stores of FMCG brands. 

 

Are you aware that you can cancel the interview at any time, that you are not forced to 

participate, and that what you say may be used in our master's thesis? 

 

After getting the respondent's approval of the previously mentioned statement, the interview 

started.  

 

 

- How old are you? 

 

- What do you do for a living? 

 

- Where do you live? 

 

- What's your favorite brand in the world? 

o Why? 

 

- How do you feel about this brand?  

 

- Do you use [product category]? 

o If so, for how long have you used [product category]?  

 

- What is important when you purchase [product category]? 

 

- How did you find out about [the company] flagship store?  

 

- What was the reason for your visit to [the company] flagship store?  

 

- Can you describe your visit to the flagship store?  
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- What was your perception of [the company] before your visit to the flagship store?  

 

- Has your perception of [the company] changed after the visit? 

o If so, how? 

 

- Do you use [the company] products? 

- Has that been affected due to your visit to the store?  

 

- What was your opinion about the quality of the products of [the company]? 

- Has that perception changed after your visit to the store? 

 

- What were your associations with [the company] before you went to the flagship 

store? 

- Have your associations been affected by your visit to [the company] flagship store? 

o If so, how?  

 

- Do you have something you want to add that we did not address? 
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