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Abstract:

This study investigates the strategic implementation of mobile applications (apps) by retailers to foster
consumer inspiration and drive in-store patronage, addressing a recognized research gap in this
domain. Utilizing a comparative case study approach, the content-driven and functional elements of the
EDEKA (food retail) and IKEA (home furnishings) apps were analyzed. Findings indicate that both
retailers deploy distinct yet effective app strategies. The EDEKA app emphasizes efficiency-oriented
features complemented by content aimed at culinary inspiration, leveraging gamified loyalty programs
to enhance engagement. Conversely, the IKEA app prioritizes a technology-mediated experiential
journey, integrating augmented reality for product visualization and personalized recommendations.
Both platforms demonstrate adherence to established principles of user experience design and employ
features conducive to app "stickiness," a critical determinant of purchase intent. The analysis provides
actionable recommendations for enhancing inspirational elements within these retail apps, including
personalized content delivery, integration of social commerce, and strategic use of influencer

collaborations, contributing to the empirical understanding of digital inspiration in retail contexts.
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Introduction

Background and Relevance

In view of the increasing relevance of new, digital sales channels and business models, retailers must
develop strategies to remain viable. Digitalization puts retailers under pressure for various reasons, such
as competition from online retailers, but also offers many opportunities for them to maintain a presence
among consumers (Deckert & Wohllebe, 2021) . As consumers are now better informed than ever
before making purchasing decisions thanks to the internet and online shops and information portals are
just a mouse click away, retailers are finding it particularly difficult to convince consumers to shop at
their local stores these days. This increasingly requires prior persuasion and inspiration to buy, whereby
digital tools can be utilized to reach consumers at home and on the move. Mobile applications (apps)
can be an important part of this new strategy for creating buying inspiration, as many consumers can

now be easily reached and addressed at any time via their smartphone.

Nagengast et al. (2016) show that the smartphone proves to be an ideal communication medium to
evoke and increase inspiration to buy among consumers and (Chang, 2023) emphasizes that
consumers are often inspired to buy by content in digital media. Smartphone apps are one such digital
medium and offer many different forms of inspiration - for example through content and functional
elements. An app can function as a digital shop window for retailers and therefore offers many
opportunities for product presentation and staging. According to a study by Criteo (2018) , the use of
shopping apps is increasing and is becoming increasingly attractive in European countries. This

increases the importance of shopping apps as a potential inspiration channel for retailers.

Relatively little is known in research about consumers' states of inspiration, although familiarizing
potential customers with new ideas is at the center of marketing. Bottger et al. (2017) point out that there
should be more research into the role and origins of inspiration. Particularly about inspiration via retailer
apps, research is limited to a selection of studies, as research on the design of shopping apps only

emerged a few years ago (Li et al., 2020) and inspiration is rarely the focus of a study.

For the above reasons, it is worth analyzing how specific retailers try to inspire customers with their apps
and attract them into their shops using case studies and comparing the implementation in the case

studies with the recommendations in the existing literature.
Objectives and Research Question

The aim of this study is to analyses how retailers implement inspiration in their apps in terms of content
and functionality. The apps of the food retailer "EDEKA" and the furniture store "IKEA" serve as case
studies. The examples markets chosen because both the food market and the furniture and home

furnishings market are dynamic and competitive (Kersken, 2024). In addition, the use of apps has
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already been established in these two sectors for several years. Two case studies were selected so as
not to limit the work to a single industry and to enable a potential prioritization of individual design app
elements for the respective industries.

The following chapter presents selected theoretical findings on the significance, impact and
development of inspiration as well as the development of inspiration in the app context. Content and
functional elements in apps are then defined to form the basis for the further procedure. Next, the
methodology and procedure for answering the research question are described. After the two case
studies EDEKA app and IKEA app have been presented, the analysis and discussion follows to
subsequently work out optimization potentials for the two retailers. Finally, the limitations of the paper
are pointed out to draw a conclusion. The final chapter includes an excursus on the topic of sustainability

and highlights sustainability in the context of shopping apps as a source of inspiration in the retail sector.

Selected Theoretical Findings

Inspiration: Meaning, Effect and Origin

Inspiration can be understood as a temporary motivational state of a customer that creates the transition
from a marketing-induced idea to a consumer-oriented behaviour (Bottger et al., 2017) . Trash and Elliot
(2003) describe inspiration as a process in which a person, through an external influence (evocation),
gains a new, profound insight that transcends their usual understanding (transcendence). This insight
generates a strong inner need to translate what has been recognized into action or communication

(motivation).

Inspiration motivates consumers to pursue new ideas or actions. In their study, Boéttger et al. (2017) find
that inspiration has the potential to increase purchase intent and customer loyalty and summarize that

inspiration leads to behavioral, emotional and attitudinal consequences.

Inspiration can generally be triggered by external stimuli (Boéttger et al., 2017; Trash & Elliot, 2003). It
arises from a combination of emotional, cognitive and social factors that motivate people to pursue new
ideas or actions (Thrash & Elliot, 2003) . There are various mechanisms that trigger inspiration. One of
the mechanisms is emotional resonance, which occurs when inspirational content triggers positive
emotions such as admiration, amazement or hope, which increase motivation (Berger & Milkman, 2012)
. Another mechanism is relevance and identification. Inspiration arises when consumers can identify
with a brand, message or goal (Escalas & Bettman, 2003) . Unusual or innovative products and
campaigns can also surprise consumers and stimulate new ideas. Inspiration is then triggered by novelty
and creativity (Keller, 2003) . Social role models (e.g., influencers, stars or other role models) can trigger
inspiration by showing new possibilities (De Veirman et al., 2017) . Another way to inspire consumers is
using personalization (Nagengast et al., 2016) .
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Creation of Inspiration in Mobile Apps

App elements can specifically address the mechanisms mentioned in the previous chapter. Chang
(2023) proposes a three-stage model through which media content can trigger inspiration. In the first
phase of "evocation", media content moves viewers emotionally and stimulates their thoughts. This
phase aims to arouse interest and curiosity. In the second phase, media content generates hope and a
sense of self-expansion. This is achieved through stories or content that allow viewers to look beyond
their own experiences. In the final phase of "motivation”, the inspiring content promotes a sense of

vitality and motivates viewers to imitate the character traits or actions shown.

Chang (2023) identifies three key characteristics that make media content particularly inspiring. These
include the portrayal of moral virtues, transformation (for example, overcoming adversity) and creativity.
Experiments confirm that content that involves creativity (e.g., cookery competitions) is more inspiring
than less creative formats. Inspiring stories or emotional advertising can build a deeper connection with
users (Berger & Milkman, 2012) . Apps that convey values such as sustainability or personal stories, for

example, can motivate users to continue supporting the brand.

Apps that are generally aesthetically pleasing and offer a clear, well-structured user interface can
visually inspire users and encourage interaction. The use of appealing images, animations and intuitive

designs helps users feel connected to the brand and inspired to browse further (E. Kim et al., 2013) .

Nagengast et al. (2016) show that personalized product recommendations with the help of smartphones
trigger positive emotions and inspiration and increase the likelihood of purchase. By responding to the
individual behaviour and preferences of users, apps can offer tailored recommendations and content.
This strengthens the feeling of relevance and can inspire users to discover new products or services
(Sinemus et al., 2022) .

In addition to personalization, the use of augmented reality can lead to increased perceived inspiration

in apps (Rauschnabel et al., 2019) .

Weber et al. (2023) prove that the use of gamification in which something can be achieved
("achievement-related gamification") leads to increased inspiration in the context of eLearning. Chou
(2019) shows that gamification leads to increased inspiration and the activation of behaviour in quite

different contexts.

Features such as augmented reality (AR), interactive product selection or gamification elements can
make the overall app experience more immersive. These creative approaches allow users to experience
products in new, unexplored ways, which can lead to increased customer satisfaction and inspiration
(Keller, 2003) .
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Strong integration of social features, such as user reviews, recommendations from friends or influencers,
can increase social influence and provide new opportunities for users to engage with the brand and feel
inspired. Thus, influencer marketing has proven to be effective in fostering trust and inspiration (De
Veirman et al., 2017) .

Kim et al. (2013) analyzes the effectiveness of branded mobile apps as a marketing tool. The authors
analyze 106 apps from global brands and identify key features that promote engagement: Liveliness,
Novelty, Motivation, Control, Customization, Feedback, Multiplatforming and Interactivity. They argue
that apps can strengthen brand awareness and loyalty, especially through innovative and user-friendly
features. A well-designed app motivates users to engage more with the brand, which influences

purchasing decisions in the long term.

Kim et al. (2015) prove with their study that the level of "stickiness" (the repeated use of an app)
increases purchasing behaviour. The study confirms that greater engagement with the interactive
functions of the app (and therefore with the brand) results in a higher level of subsequent spending.
Customers who adopt a brand app and continue to interact with it deepen their relationship with the
brand. By signing up to the app and utilizing its features, they experience multiple touchpoints with the
brand. As mobile technologies are constantly and instantly available, users have more opportunities to
remember the brand's values and build a relationship of trust and engagement. Therefore, providing an
app that encourages users to use it repeatedly and frequently is an important mobile strategy.
Inspirational elements should therefore seek to specifically increase the "stickiness" of an app. The

habitual use of an app integrates the brand into the customer's life (Wang et al., 2015) .
Definition of Content and Functional Inspirational Elements in Shopping Apps

Inspirational elements in shopping apps can be categorized as "pre-purchase features", which are
primarily intended to promote the purchase process in the upper funnel by inspiring customers (Sinemus
et al., 2022) . What all elements have in common is that they help users to decide about a product.
When consumers use the elements, they are usually still unsure about their purchase decision (Sinemus
et al., 2022) .

To analyze the case studies in terms of their content-related and functional inspirational elements, the
difference between content-related and functional elements, as understood in this paper, will be

explained below.

Content elements refer to the elements that present information and thus content, for example in the
form of text, images or in multimedia form (Semeradova, 2020) . Their main aim is to inform or inspire

users in general.

The primary task of functional elements in shopping apps, on the other hand, is to improve usability and

optimize the user experience. The pragmatic and hedonic qualities of the user experience should be
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optimized, whereby the functional elements can fulfil both aspects at the same time. The following areas
can be included: Simplified navigation and product search, intuitive handling of the purchasing process
and increasing user convenience (Fielauf, 2021) . Another possible area includes increasing customer
retention and loyalty, as the loyalty and engagement of app customers is significantly higher than that
of desktop users (Mangonon, 2018) . One example of this is the use of loyalty systems such as loyalty
points, including various levels that can be achieved once a certain number of loyalty points have been
reached. In a broader sense, functional elements can be used as a unique selling proposition to stand

out from the competition through the targeted use of innovative functions or a unique user experience.

As optimal user experience also includes a user-orientated design in addition to information, this
example shows that content and functional elements are often complementary to each other and
therefore complement each other. A clear categorization of individual elements into one of the two

categories is therefore not always possible and does not always make sense.
Methodology

The basis for addressing the research question is the literature review, which is intended to highlight
selected theoretical findings on the topic of inspiration and inspiration in apps (see chapter two). The
research question is to be answered based on the two case studies by comparing the recommendations

from the literature on increasing inspiration in apps with the practical implementation in the two apps.

In the following chapter, the apps of the two retailers EDEKA and IKEA are presented. The content and
functional elements of the apps are then analyzed. These are held up against existing literature and the
implementation is compared with the recommendations from existing literature. Optimization potentials

for both apps are then identified.
Presentation and Analysis of the Case Studies

Description of the EDEKA App and the IKEA App
EDEKA app:

The EDEKA app is a mobile app that was developed to make grocery shopping both more efficient and
more inspiring for customers. Since the Germany-wide go-live in 2012 (Presseportal, 2012) , the app
has been continuously improved and enriched with new functions (Lorenzen, 2013). The app is

described in detail below. The description reflects the status as of November 2024.

As soon as the user opens the app, the most important elements are displayed briefly. This includes
information such as the nearest EDEKA store including opening hours, the current number of Genuss+
points collected and all coupons for the current week. By scrolling through the "Start" navigation point
of the app, in addition to the content already mentioned, all offers of the week, an option to register for

the newsletter, current news, the option to enter promotional codes and the EDEKA logo are displayed.
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In addition to the "Start" navigation point, "Benefits", "At the checkout", "Shopping list" and "More" can
be accessed via the navigation bar. Coupons that are exclusively available to app users can be found
under "Benefits", as can the weekly offers contained in the brochure. The "At the checkout" section
shows the selected store, a code to show at the checkout to take advantage of all the benefits and the

option to pay for the purchase directly in the app.

Under "Shopping list", users have the option of compiling a digital shopping list by scanning the barcode

or searching for the product.

In addition to the usual settings, the "More" navigation point also contains all information on personal
data, mobile payment, benefits through Genuss+ or the DeutschlandCard, digital receipts and the
newsletter. Other functions include store search, the option to manually enter promotional codes and

product tracing to determine their origin.
IKEA app:

The IKEA app was introduced in Germany in 2011 and primarily served the purpose of digitizing the
catalogue to make it accessible to app users. To coincide with the following year, the IKEA catalogue for
2012 was also available in the app (Ott, 2011) .

This year (2024), the IKEA app underwent a "mega-update with features that take the shopping
experience to the next level." (IKEA, 2024) and gradually introduced interesting features, also in terms
of inspiration. Key features of these updates include: A new user interface, personalized content based
on the customer's search and shopping history, a navigation mode including a map for the stationary
stores, augmented reality for at home or directly in the store, a new loyalty bonus system, a revised

customer profile and the option to have the app or homepage displayed in English (IKEA, 2024) .
The status of the app as of November 2024 is discussed below.

As soon as the user starts the app, they land on the "Search" navigation item in the navigation bar. The
search is intuitively designed - there is the option of searching for a term or for products using a barcode.
Products that may be of interest to the user are also recommended directly. The user can be inspired
by individual products or completely designed rooms. IKEA-Kreativ gives users the chance to view the
products digitally via augmented reality in their own home, in neutral standard rooms or in an interactive
showroom. Finally, "last chance" items are displayed, which will soon be removed from the range and

are therefore only available for a short time.

Under the navigation point "Discover" (star symbol), the user is shown current topics with corresponding
products in the first place, for example gift ideas for Christmas are thematized and suitable products are
offered. Below these are new offers for IKEA Family members, which show both the regular and
discounted prices. In addition to current campaigns and offers, you can also be inspired by IKEA for

different rooms in the house and can use IKEA Creative. Finally, limited collections are presented.
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The center navigation point (department stores' symbol) provides information about the selected
furniture store, such as location, opening hours and a possible route. The "Shop & Go" function can also
be started here. In addition to personalized offers, leaflets and events in the selected location, the user

can display their digital IKEA Family card for scanning (Presseportal, 2012) .

The "wish list" (heart symbol) creates a shopping list of favored items. For this wish list, you can then
check whether all products are available in the previously selected location. If the products are available,
the system displays the type of service (customer service or self-service) as well as the corresponding

shelf and compartment number.

In the "shopping basket" (basket symbol), all relevant information on the delivery of the products is
provided and a direct comparison with "Click & Collect" or home delivery is offered. If the user has used
"Shop & Go" stationary in a furniture store, all scanned products are listed there, and reference is made

to a "Shop & Go" express checkout.
Analysis of Content and Functional Elements to Increase Inspiration
EDEKA app:

The EDEKA app contains a combination of various content-related and functional inspirational elements,

which are explained in more detail below. We will start with the inspirational content elements.

In terms of content, the focus is primarily on the presentation of current offers and rotating recipe
suggestions. A digital catalogue of current offers ensures that customers are always informed about
existing promotions and there are regular new recipes and product descriptions in blog format to
encourage them to try out new recipes and therefore products. In addition, new products are advertised
with pictures or short descriptions to draw customers' attention to them. Constantly changing offers and
a direct price comparison of the advertised products inspire the user and create a certain "fear of missing
out" (Plato, 2024) . This may result in the purchase of products that would otherwise not have been
bought. Another inspiring element is the exclusive coupons that are only available to app users. It is
hoped that this will increase the likelihood of return visits to the app and thus increase "stickiness" (Kim

et al., 2015) and ideally appeal to customers who cannot be addressed through print media.

The inspirational content elements are supplemented by several functional inspirational elements. The
Genuss+ loyalty programme ensures both customer loyalty and the inspirational aspect, as new and
better offers can also be perceived through a higher "rank". Gamification thus awakens the indirect
desire for the highest "rank" in the user. As soon as this rank is achieved, this can trigger a desire to use
the newly acquired offers. The user can also collect points on the DeutschlandCard at the same time
without missing other benefits. A digital shopping list can be used to scan products at home that need
to be bought again soon. Regular use of this element is also expected to result in a high level of

"stickiness", as the shopping list cannot be exported and the app therefore must be opened repeatedly.

Wohllebe & Ross Publishing, Germany — The Open Access Publisher.

More information and current publishing opportunities at wr-publishing.org


https://doi.org/10.51137/wrp.ijmat.2025.mtmm.45846
https://doi.org/10.51137/wrp.ijmat.2025.mtmm.45846
https://www.wr-publishing.org/

International Journal of Mobile Applications and Technologies (ISSN: 2944-5671)
an Open Access journal by Wohllebe & Ross Publishing, Germany.

Volume: 01 Issue: 02 Year: 2025

https://doi.org/10.51137/wrp.ijmat.2025.mtmm.45846

The integrated store search helps the user to find the nearest store directly in the app and provides
information on opening hours. A store must be selected to collect points, as not all stores participate in
all promotions. By manually entering a promotion code, further details on this promotion code can be
found. The traceability function allows the user to obtain further useful information about the origin of a
product - however, this element only works for EDEKA's own brands and goods from the fresh produce

department.
IKEA app:

In addition to inspirational content elements, the IKEA app increasingly relies on functional inspirational

elements, which are described in more detail below, starting with the content elements.

To find out more about topics such as "sleep"”, there are integrated blog posts that precisely highlight
these important tips and display suitable products. Depending on the season, blog posts are published
on suitable areas such as "Gift ideas for Christmas", which contain both informative and inspiring topics.
In addition to standard adverts, targeted IKEA Family offers are also displayed, which are intended to
convey a certain exclusivity to the user and include prices that only IKEA Family members receive. In
addition, regular campaigns and offers are displayed that provide news about a variety of areas. To
ensure that every customer has the chance to purchase items that have been removed from the range
beforehand, the "last chance items" provide a suitable opportunity to do so and the user has a structured

overview of all items.

The focus of the app is on the presentation of products and fully furnished rooms. Using various images
including dimensions, the user is given an optimal visualization. These fully furnished rooms give the

user a deeper insight and thus provide inspiration for their own four walls.

Once the user has selected a stationary furniture store, important details such as opening hours,
addresses including directions, availability of products with and without a wish list or information on the
use of the "Shop & Go" function can be obtained. In addition to these details, the user has the option of

accessing regional events in the selected furniture store.

The new personalized product recommendation introduced by IKEA in 2024 considers not only the
search history but also past purchases and will therefore make a much better pre-selection of products
that could be of interest to the customer in future. IKEA-Kreativ gives users the opportunity to place
products virtually within their own four walls and view them digitally using augmented reality. After a 3D
scan of a room, products can be selected and moved as they might be in the future. If a 3D scan is not
possible or necessary, standardized interactive showrooms with the same options are available. In
addition to many products, several views of the room are also available. Products viewed there can then
be added directly to the shopping basket. If the customer is already in a stationary furniture store, the

"Shop & Go" function can be used via the app after scanning a QR code once to activate it. By scanning
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barcodes or QR codes, the price, availability in the respective furniture stores and similar products can
be accessed. This provides the customer with inspirational suggestions for other products that may not
yet have been physically seen. While shopping, items are scanned with the smartphone and then placed
in the shopping trolley. At the end of the purchase, a QR code generated in the app can be scanned at
an express or "Shop & Go" checkout and payment can be made without having to empty the shopping
trolley (IKEA, 2021) . All previously manually favored items are listed on the digital wish list. In addition
to the option of checking availability in a bricks-and-mortar store and finding out the exact stock location
including item number, the items can be placed separately in the shopping basket to complete the
purchase process online. As soon as the items are in the shopping basket, both regular delivery and a
comparison between this and the "Click & Collect" alternative are offered. In addition to the availability
of all items, the cost of delivery is compared with the cost of the "Click & Collect" method. If the value of

the goods exceeds 50 euros, the "Click & Collect" service is free of charge.

Discussion

Comparison of Research and Practice

The previous analysis shows that both apps already implement various measures recommended in the

literature to generate inspiration among app users.
EDEKA app:

The ease of use of the EDEKA app, as well as the clear presentation of the advertised products available
to Genuss+ users and access to the digital version of the current brochure, inspire customers to continue
browsing and focus on products that have not been searched for, as recommended by the literature
(Kim et al., 2013). The "Genuss+" loyalty programme, in which customers can collect loyalty points
through purchases, which represents gamification, can be used to inspire customers and draw their
attention to new products (Chou, 2019) . Emotional advertising such as seasonal recipes and associated
YouTube videos in blog format, which are listed under "Latest news", are intended to provide additional
inspiration for customers. This can build a deeper bond with users to motivate them to continue
supporting the brand (Berger & Milkman, 2012) . According to Chang (2023), an important feature for
inspiration through media content is the presentation of moral virtues. To monitor sustainability, users
have the option of determining the origin of the food by means of traceability, which could be considered
a virtuous instrument according to Chang. This ensures the best possible transparency of EDEKA
products. Another important inspirational feature according to Chang is creativity. This is encouraged in
the EDEKA app through the integration of recipes and cooking instructions. Elements such as the
gamification of the "Genuss+" programme, weekly changing offers, discount coupons for "Genuss+"
customers, the digital shopping list or the store search are expected to result in a high level of
"stickiness" (Kim et al., 2015).
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IKEA app:

According to Nagengast et al. (2016), personalized product recommendations trigger positive emotions
and inspiration. IKEA precisely pursues this approach with its personalized product recommendation
"Recommended for you" based on previous purchases and the inclusion of search history. These
product recommendations can increase the feeling of relevance and inspire users to discover new
products (Kim et al., 2013). The minimalist and modern design of the IKEA app is aimed precisely at
presenting a well-structured user interface and an aesthetically pleasing interface, thus promoting
inspiration and interaction. A black background deliberately places the product images in the foreground.
All controls are intuitive and clearly categorized by symbols. Among other things, the IKEA app uses the
augmented reality function for its product presentation for "IKEA-Kreativ", allowing users to view
products within their own four walls. Gamification can also be used to collect digital loyalty points in the
"IKEA Family" loyalty programme. In addition to regular campaigns, IKEA uses emotional campaigns
such as gift ideas to motivate users to continue supporting the brand (Berger & Milkman, 2012) . IKEA
enables product reviews from customers, which, unlike product information, is a feature that influences
many users socially and provides another way to engage with the brand and feel inspired (De Veirman
etal., 2017) . The many elements that encourage repeated use of the app, such as personalized product
recommendations, changing offers for IKEA Family users, the digital wish list or checking stock levels,

promote increased "stickiness" (S. J. Kim et al., 2015) .

To summarize, both apps focus on a targeted combination of functionality and inspiration but pursue
industry-specific approaches. The EDEKA app focuses on efficiency and planning when grocery
shopping, combined with content inspiration through recipes and new products. In comparison, the IKEA
app offers a more technology-orientated shopping experience that focuses on functional elements and

functions such as augmented reality.
Implications and Recommendations

Despite implementing some of the measures recommended in the literature to increase inspiration
among app users, both retailers still have potential for optimization to increase the inspirational content

in their apps through content and functional elements. Some ideas are explained below.
EDEKA app:

Displaying the "most popular product of the week in your store" would be a potential measure for the
EDEKA app to create a sense of proximity, relevance and fear of missing out among customers and
thus promote inspiration. The EDEKA app could also make use of personalization and provide
personalized product recommendations based on previous shopping lists and purchases. The
integration of social functions - such as recipe ideas from other users and the option to send certain

offers directly to friends - could also be incorporated. The use of influencer marketing in the app would
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also be a potential source of inspiration. Cookery and recipe competitions could provide a stimulus for
creativity. A direct link to the EDEKA24 online shop in line with the omnichannel concept would also be
conceivable to inspire customers to use the online shop. Even if this approach would contradict the idea
of calling app users into their own local shop, it could potentially increase the EDEKA Group's overall

sales or at least inspire customers to use the online shop.
IKEA app:

Displaying the "favorite product of the week in your store" in the IKEA app could also be an idea for
another means of generating inspiration. In its blog posts, IKEA could make even greater use of inspiring
stories in the form of storytelling. For example, real customer stories from customers' everyday lives
with certain products could further increase the inspirational content. In addition to product reviews,
IKEA could also incorporate further social functions, such as recommendations from friends or the
integration of pictures of products taken by other customers. IKEA could also try out the use of
influencers as advertising figures in the app, who could, for example, present their homes furnished with
IKEA products.

Limitations

The results of this study are subject to some limitations, which will be explained below. For example, the
study did not look at functions and communication measures outside of the app - such as push
notifications and retailers' online shops. This means that potential interactions with these were
completely ignored. With "EDEKA24", for example, EDEKA also has its own online shop in addition to
the app. It is a mixture of various communication measures that appeal to customers and, in some
cases, make them look at an app in the first place because they are motivated to do so via push
notification, for example. As a further limitation, there is no access to the app tracking of the two retailers
- it was therefore not possible to categorize the success of the individual content and functional elements
in this study. As only two of many retailer apps were analyzed, it is not possible to compare them with
other apps and their design. The development of smartphone apps by retailers over the years was also

not analyzed.

These limitations give rise to further potential research. For example, app tracking data for specific
retailers could be used to analyze which content and functional elements generate the most inspiration

among users. A survey or experiment would also be conceivable to analyze specific hypotheses.
Conclusion

The apps of the two retailers EDEKA and IKEA already implement many of the content and functional
inspirational elements recommended in the literature in their apps. The analysis has shown that there is

still potential for optimization for both apps to increase inspiration in the purchasing process with app
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use. The analysis also makes it clear that some inspirational elements, such as the use of augmented
reality, are more suitable in certain industries than in others and that it should therefore always be
differentiated based on one's own industry as to which elements could be useful for increasing
inspiration. The inspirational elements should contribute to increasing the "stickiness" of the app and
other communicative elements such as push notifications should promote this to establish a habit among
customers to keep checking the app. It will be interesting to see which content and functional
inspirational elements will be added to smartphone apps in the coming years and to what extent the role

of inspiration in retailers' smartphone apps will continue to develop.
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