
 

 

 

 

Omni Channel Management at the POS of FMCG Goods  

Using Modern Technological Communication Methods with 

Regard to German food Distribution Retailers 

 

1. Abstract 

The most recent and used strategy to integrate channels of communication into the sales and 

marketing strategy is introduced as Omni-Channel management. Due to technological 

advancements within the 21st century  there is an increase in multiplying of possible channels 

which firms use to communicate with their  consumers, intend product sales, and condense 

services available (Dimitrova & Rosenbloom 2010; Lewis et al. 2014;Schramm-Klein et al. 

2011; Seck & Philippe 2013).  

Even though, Omnichannel management is the most used marketing theory for these 

communication methods in the past years, several companies struggle to integrate all 

communication channels into their sales methods. Therefore, we want to investigate the 

following research question: “Why do stationary food distribution retailers in Germany struggle 

to integrate modern technological communication tools into their customer experience in order 

to benefit from the Omnichannel Management at the POS of FMCG goods” 
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2. Theoretical Background 

At the current state of research Omnichannel management is best described as an evolutionary 

step of the previous used concepts of multichannel and crosschannel management. The most 

important characteristic of this evolutionary development is that in Omnichannel management 

the barriers and boundaries of the different channel vanish completely and the interaction and 

symbiosis between the channels is intended. The symbiosis is fostered by the intention that 

customers are even expected and intended to switch between the different channels and contact 

points (Piotrowicz &Cuthbertson 2014; Verhoef et al. 2015).  

According to Bendoly et. al. (2005) the integration of the different channels is determined and 

described by the fact to which extent and degree the different channels in the Omni channel 

management interact with one another. One of the definitions of the concept was given by 

Verhoef et al. in 2015 in which they defined the concept as “the synergetic management of the 

numerous available channels and customer touchpoints, in such a way that the customer 

experience across channels and the performance over channels is optimized” (p. 176). Of 

special interest when it comes to the definition is the factor that the customer experience is 

expected to be optimized through the seamless integration of all the channels. Therefore the 

theory aims at this seamless and inimitable experience for the customer with no regard to which 

channel is used or in which phase the customer is in (Brynjolfsson et al. 2013; Piotrowicz & 

Cuthbertson 2014; Rigby 2011).  

An important factor to mention is that the consumers decide upon which channel to use. Of 

especial interest is it to enable the customer to choose the preferred channel that is best suited 

in the current phase of the customer journey. The intention is that the customer is able to switch 

from one channel to another without losing any information that he has given or wants to 

receive. As the switching of channels by customers with no loss of information implies, 

Omnichannel management is highly dependent on Data. In order to leverage from this high data 

flow, companies need to be able to capture the gathered data and analyze it according to its 

information. Only if this is possible for the company, the desired customer insights can be 

captured and used in order to address the customer correctly and personalized (Brynjolfsson et 

al. 2013;Trenz 2015) 

3. Research Design  

According to Mayring (2002) a qualitative and inductive research method design includes the 

following aspects: a purposeful method selection, an appropriate sample choice, a data 

collection process, and the corresponding data evaluation. These elements form the basis for 

the developed theory afterwards.  

Therefore, we want to answer our research question by conducting a qualitative research using 

focus groups. The method of focus groups is and was mostly used in sociology and psychology 

for many years. However, in recent years the methodology has gained in acceptance and 

application for other disciplines. Therefore the methodology has gained a general increase in 

acceptance across several disciplines (Wilkinson, 2015). As the method is used across many 

different disciplines a single definition has not been used and introduced so far. According to 

literature focus groups are also referred to the terms group interview, focus group interview, or 

group discussions (Calder, 1977; Greenbaum, 1997).  

However a well anticipated definition was given by Sim (1998) in which it states that focus 

groups are “centered on a specific topic (focus) and facilitated and co-ordinated by a moderator 



 

 

or facilitator – which seeks to generate primarily qualitative data, by capitalizing on the 

interaction that occurs within the group setting” (Sim, 1998, p. 346). 

As previously introduced, the method of focus groups is well anticipated from a variety of 

disciplines including marketing. However, it is also stated that it is still underutilized in other 

areas of research despite its usefulness (Byers & Wilcox, 1991). Therefore, a conducted review 

by Belanger (2012) introduces the applicability of focus groups when it comes to information 

systems such as Omnichannel systems.  

The aim of our focus groups is to explore the topic of interest, in order to gain insights about 

the emerging phenomenon (Calder, 1977; Hines, 2000, Sobreperez, 2008). Additionally we aim 

at capturing attitudes and individual beliefs that relate to our research topic (Byers &Wilcox, 

19991).  

We decided upon the focus group approach as it allows us to gather a vast amount of data in 

short period of time (O´h Eocha, Wang, and Conboy, 2012). Of especial interest for us was the 

element of interaction that is allowed by the usage of focus groups. The dynamic process of 

focus groups compared to a static way is what contributes the most when it comes to data that 

generates information on particular attitudes of the focus groups. (Kamberelis & Dimitriadis, 

2013; Morgan, 1988; Wilkinson, 2015). Additionally, the research via focus groups benefits 

from more flexibility in the process, a high richness of data that is opposite to comparably low 

costs, and snowballing of discussed ideas (Attalla & Carrigan, 2001; Malhotra et al., 2012). 

3.1 Sampling and Sample Logic 

Regarding the sampling and sample logic of our research, one distinct characteristic of focus 

groups is that we do not focus on one single individual at a time but a group of individuals 

forms the basis of analysis. As we do not intend to draw major conclusions from one single 

observation, we are planning to conduct multiple focus groups in order to increase the 

significance of the research data (Gawlik, 2018). 

According to literature the saturation of gathered data is reached after conducting four to eight 

interviews, which are therefore also intended in this research (Gawlik, 2018). However, we 

consider ending the research process as soon as the theoretical saturation is reached from our 

samples (Bowen, 2008). According to literature, the optimal group size is dependent on two 

major characteristics. Firstly, the group has to be small enough so that everyone participating 

gets the chance to state his or her opinion and secondly, the group has to have enough members 

to allow for diversity (Krueger & Casey, 2014). Therefore, we plan to conduct our research 

with mini groups from three to five participants in order to allow us to collect more in-depth 

information from our smaller groups (Greenbaum, 1997). 

In order to answer our research question, we plan to recruit member of the EBS Executive 

Education Program “Markenakadmie”. In this education program exclusively marketing 

managers from FMCG companies are enrolled, which therefore forms a very suitable base for 

our research sample as they deal on a daily basis with the theory of Omnichannel management.  

 

 

 

3.2 Data Collection 



 

 

For the data collection and procedure with focus groups, a major contributor to success is the 

moderator. The importance of the moderator is to stimulate the discussion that is occurring 

within the focus group (Patton, 2002).  

According to literature the optimal length for focus groups interviews is between one hour and 

one and a half hours (Malhotra et al., 2012). Additionally it is stated that an informal and relaxed 

setting increases the likelihood of natural and unplanned comments, which can be of high 

importance regarding the data quality (Malhotra et al., 2012). As we intend to record the 

discussion for our later analysis, it is important to mention that the individuals participating in 

our study will be asked for permission to do so. 

As focus groups are also a type of interview, the research also benefits from the advantages of 

an interview based research. As we plan to conduct more focus group interviews, additional 

information from the previous focus group can be integrated into the following one. Therefore, 

the method allows us to positively influence direct the research in new directions if needed.  

In order to find out particular information, a discussion guide will be generated before the 

interviews. This allows us to enable the researcher to stimulate a discussion that is enforcing on 

the criteria of research (Donohoe & Tynan, 1998). In order to set the right situation for our 

focus groups interviews, the researchers will introduce the group to the problem at hand using 

a descriptive scenario. In this scenario the researcher will introduce a best practice example of 

channel integration in POS marketing in order to stimulate the discussion. Afterwards, we will 

ask the participants to discuss their opinions of the channel integration with accordance to their 

daily working life and the possible difficulties that they have with the channel integration.  

3.3 Data Analysis 

Regarding the analysis of our data, it is important to mention that the analysis of focus groups 

does not differ significantly from any other analysis of qualitative data (Sim, 1998). As we will 

us audio recorders to tape the discussion an appropriate way of transcribing is needed in order 

to analyze the data.  

Therefore, we will conduct that transcription process according to academic standards 

(Onwuegbuzie, Dickinson, Leech, & Zoran, 2009). In order to follow academic standards, we 

will attempt a constant comparison analysis, which is originally founded in grounded theory. 

This theory is best suited as it is used to analyse explorative and qualitative data. (Eisenhardt, 

1989; Corbin & Strauss, 1998). According to Neergard and Ulhoi, grounded theory is best 

defined as: “„theory derived from data that has been systematically collected and analyzed 

using an iterative process of considering and comparing earlier literature, its data and the 

emerging theory”. (Neergard & Ulhoi, 2007, p. 123) 

Within this analysis we will follow the standard academic procedure of open coding, axial 

coding, and selective coding (Corbin & Strauss, 2008). In order to adapt to emerging themes 

and schemes, we will discuss the findings after each focus group in order to achieve necessary 

changes in the focus group guide (Shen & Ball, 2009). 

 

 

4. Conclusion 



 

 

The aim of this research is to answer the research question: “Why do stationary food distribution 

retailers in Germany struggle to integrate modern technological communication tools into their 

customer experience in order to benefit from the Omnichannel management at the POS of 

FMCG goods”.  

As described in the previous chapters, the researchers are convinced that the choice of focus 

groups as a method for qualitative research will enable the researchers to answer the above 

mentioned question. By using qualitative research method, possible insights and patterns that 

contribute to the theory of Omnichannel management can be identified and introduced. The 

intention is to generate additional information that enables practitioners as well as scholars to 

even better understand the concept of Omnichannel management. By identifying possible 

difficulties on how to integrate modern technological communications tools into the customer 

experience at the POS of FMCG goods, possible managerial implications can be drawn in order 

to facilitate this process.  

As this research follows academic standards for qualitative research especially in the context 

of focus groups, the authors are convinced that the gathered information is of high significance 

in the research field. 
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