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Abstract 
Title:  Brand loyalty towards cell phones –  

A study of Generation Y in Sweden  
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Level:   Dissertation in Marketing, 15 ECTS, Spring 2014. 
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retention and Switching costs  

Purpose:  The purpose of this thesis is to find if the Swedish Generation Y is 

more brand loyal to cell phones compared to other consumer 

electronic, and to find out if some set factors of loyalty affects 

Generation Y's loyalty more than other. 

Frame of Reference:  The frame of references begins with a presentation of Generation 

Y, theories of how they act and how to market towards them. The 

next part of this chapter contains theories regarding brand loyalty 

and different factors examined in this thesis; Brand experience, 

Brand image, Perceived brand quality, Customer satisfaction, 

Customer retention and Switching costs. The third part of this 

chapter contains theories regarding connection between Generation 

Y and Brand loyalty. The fourth part of the chapter contains 

theories regarding High and low involvement purchase behavior. 

The last part of this chapter contains theories regardig the 

consumer electronic business. 

Methodology:  In this chapter the methodology of the thesis is presented, with 

advantages and disadvantages of the choices made, reliability and 

validity of the methodology are discussed. The last part of the 

methodology contains criticism to the methodology.  

Empirical Framework:  The result and findings of the empirical data is presented in this 

chapter of the thesis. 

Conclusion:  The conclusion of this thesis is that Generation Y is more loyal to 

their cell phone brand compared to other consumer electronics, 

and that the set factors presented are affecting their brand loyalty 

to different extent.   
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1. Introduction 

In this chapter the background of this research is presented, followed by the problem 

discussion which leads to the research question of the study. Moreover are the purpose and 

delimitations presented, and additionally the definitions that this study has been based upon. 

The chapter is concluded with a brief model of the disposition of this thesis. 

1.1 Research background 

The concept of branding has a long history, where there are examples of brands being used in 

the old Greek and Roman time, shopkeepers would hang pictures indicating the types of 

goods they sold, and symbols were developed to show the retailers specialty (De Chernatony 

& McDonald, 1998). Later on, in the Middle-age craftsmen began to stamp their marks on 

their goods to show who it was made by. The next landmark in the history of branding is 

associated with the growth of the cattle farming in North America; the farmers used a red-hot 

iron, with a uniquely shaped end to mark their animals to make it clear to whom it belonged. 

The role of the brand has through history been a way of identifying and differentiating similar 

products from each other. Today brands nevertheless have a more diverse role than just 

differentiating and identifying products (ibid.). In the beginning of branding there were 

smaller retailers, who were close to their customers and had small productions. Later on, the 

manufactures had an increased production as well as increased distance to their customers, 

and had to rely on wholesalers and distributors to reach their customers. This development in 

the retail environment has affected the development of branding (De Chernatony & 

McDonald, 1998). De Chernatony and McDonald (1998) furthermore states that consumers 

are today demanding more, which is also affects companies into having a more direct 

approach towards customers in order to make them aware of the specific brand and the special 

benefits it offers. Today brands also have an emotional dimension; the brand can be used as 

an enhancing factor for the consumers personality, where the consumers use the brand as a 

way of communicating who they are (ibid.).  

Nowadays brands have become a major player in our society, according to Kapferer (2008). 

Consumers are now overwhelmed by the information about competitive brand and products, 

and are using brands as a shorthand device to get knowledge, based on earlier experiences or 

marketing claims, instead of the previous need of constantly seeking information (De 

Chernatony & McDonald, 1998). In today’s society, consumers have more choices in terms of 

brands and there has been a shift of power in the market, where the consumers now are the 

ones in charge. This has been made possible through internet and new technologies used by 

the new generations of consumers (Kotler & Armstrong, 2010). De Chernatony (2001) states 

that sustaining the competitive advantage of a brand is one of the goals for managers today, 

nevertheless with the rapid advances in technology it is increasingly challenging to sustain a 

brands unique functional values. There is therefore more focus on the companies sustaining 

and developing emotional values (ibid.).   

One of the strategies used to create an emotional attachment between a customer and a brand 

is developing brand loyalty, which is one of the most valuable assets for a successful 
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company (Mao, 2010). Brand loyalty is by businesses seen as a way to create long-term 

profitability (Mittal & Lassar, 1998). Finding new customers takes more effort, time and 

money than maintaining existing customers (ibid.). Loyal customers therefore cost less and 

are less price sensitive than new customers, and loyal customers further offer a stable 

foundation of revenue and growing business success (Mittal & Lassar, 1998).  

A growing consumer segment with increasing influence in today’s market is Generation Y, a 

generation born between 1977 and 1994 (Kotler & Armstrong 2008). This generation is the 

first digital and networked generation, both through cell phones, emails and social networks 

(ibid.). The consumers in Generation Y have a different pattern of purchasing and decision-

making, compared to the earlier generations, according to O’Donnell and Yarrow (2009). 

Generation Y consume products from more categories than previous generations; however 

they spend less money within each product category, leaving marketers and retailers fighting 

for less revenue than ever before (ibid.). 

1.2 Problem Discussion  

Generation Y is generally disloyal to brands. They are more careful when choosing what to 

purchase and who they are loyal to compared to earlier generations (O´Donnell & Yarrow, 

2009). Generation Y doesn't care about brands in the same way as their parents did, states 

Caplan (2005); where the parents' generation had more respect and indicated a higher level of 

trust towards brands. Generation Y are instead more inconsistent and changeable and want 

multiple choices (O´Donnel and Yarrow, 2009; Gallanis, 2000).  

Generation Y, who has grown up with technology and consumer electronics as part of their 

daily life (Kotler & Armstrong 2010; O´Donnel & Yarrow, 2009), has a large interest in the 

consumer electronic industry and are heavy consumers of electronic products (Phillips & 

Cassagnol, 2013). In the United States, a high degree of Generation Y purchase consumer 

electronics, and 75 percent are planning to purchase consumer electronics within the next 12 

months (Phillips & Cassagnol, 2013). The Swedish consumer electronic industry is currently 

at growth, where many of the largest consumer electronic products companies in Sweden are 

showing increased turnover and are hiring more employees (ElektronikBranschen, 2012). 

This turnover is as a total worth about 45 billion SEK (Appelqvist, Holme & Spångberg, 

2010). The Swedish population were already during the year of 2006 consuming lots of 

consumer electronics; where one out of five owned three cell phones, close to fifty percent of 

the Swedish population bought new cell phones every third year, and over ninety percent had 

at least one TV per household (EBay, 2006). Generation Y are not only heavy consumers of 

consumer electronics themselves, they are also strongly influencing others, such as their 

family and friends, in their choice when it comes to purchasing consumer electronics. 

Generation Y are thereby influencing the overall purchasing trends within the consumer 

electronics industry and they are a crucial audience for consumer electronics manufacturers 

and retailers (Phillips & Cassagnol, 2013). Out of all consumer electronic products, 

Generation Y values their cell phone the most, and chooses it over their TV and computer. 

They would rather be without their wallet, house keys and car keys for two days than being 

without their cell phones (Maynard, 2014; Marketing Charts Staff, 2013). The level of 
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involvement a customer shows can be directly connected to his or her loyalty towards this 

particular brand (Quester & Lim, 2003). 

Generation Y is typically seen as a disloyal generation, however they value their cell phone 

higher than any other consumer electronic product. Could there be a connection between the 

importance of cell phones among Generation Y and the possible higher brand loyalty towards 

this kind of consumer electronic product? If there is a connection between the two, the 

theories presented in this thesis could be helpful for companies to create and maintain brand 

loyalty, not only in the cell phone industry but also in the other consumer electronic 

industries.  

1.3 Research Questions 

Does Generation Y show a higher level of brand loyalty towards cell phones than other 

product categories of consumer electronics?  

If so, does any of the set factors affect Generation Y's brand loyalty towards cell phones more 

than other? 

1.4 Purpose 

The purpose of this thesis is to find if the presented factors o branding could be a vital part of 

the Swedish Generation Y's brand loyalty within the cell phone industry. We further want to 

examine if there is a possible connection between the fact that Generation Y value their cell 

phones over other consumer electronic products, and the generation's possible high level of 

brand loyalty towards their cell phones.  

The aim with this thesis is therefore to examine if any of the set factors are affecting 

Generation Y’s brand loyalty towards cell phones more than other. The factors that are 

examined are based upon Aaker and Biel's (1993) aspects of brand loyalty and complemented 

by two other concepts regarding brand loyalty.  

This thesis could contribute to a further understanding of brand loyalty within the cell phone 

industry in the Swedish Generation Y. These findings could possibly be of use for companies 

within other consumer electronic categories, where the companies could consider the 

affecting factors for their strategies used to create and maintain brand loyalty within 

Generation Y. The thesis could further be used as a base for further research in the subject of 

brand loyalty within Generation Y. 

1.5 Definitions 

Brand: 

According to the Swedish National Encyclopedia (n.d.) is a brand what sets a company, a 

product or a service apart from other. It is not only the association that the stakeholders have 

about the brand, but also the physical characteristics the company’s products or services have 

compared to others (ibid.). 
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Set factors: 

The factors that are used in this thesis are based upon Aaker and Biel's (1993) factors of 

branding, which concern brand loyalty. These are; Brand image, Perceived brand quality, 

Customer satisfaction and Switching Costs. Two additional factors were further added in 

order to complement and explain the brand loyalty aspects. These were: Brand experience and 

Customer retention. 

Loyalty:  

Brand loyalty is defined as preferring and continuing to choose a specific product or service 

brand over other, and speak highly of its values to other people (Mao, 2010). 

Consumer electronics industry: 

The product categories within the consumer electronics industry that are examined in this 

study is: TVs, DVD/Blu-rays, cell phones, computers, tablets, cameras, audio and gaming 

consoles.  

1.6 Delimitations 

This thesis is written about loyalty from a branding perspective, where the focus lies on 

different factors of loyalty affecting Generation Y. This research is limited to only focusing 

on brand loyalty and no other types of customer related strategies, such as aiming for a high 

market share.  

The research is made regarding brand loyalty within the consumer electronics industry only. 

This choice of industry is made in order to get a more specific result, compared to examining 

several different categories, which could have ended up in a broad and imprecise result. The 

thesis is further not aimed at finding vital characteristics of cell phones, which could be 

transferred to other electronic products, but instead it is the factors of brand loyalty that are 

being examined.  

The fact that there is a decrease within loyalty among all the generations (Mao, 2010) is 

considered, but this thesis is only focusing on examining Generation Y, something that also is 

made in order to get a more precise and specific result.  
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1.7 Disposition 

 

 

 

Introduction: The background to this research is presented, followed by the discussion leading 

to the research question. The purpose, limitations and definitions are then presented.  

Theoretical frame of references: The applied theories are presented, first about the habits of 

Generation Y, followed by brand loyalty, areas explaining brand loyalty and theories about 

the connection between Generation Y and brand loyalty.  

Methodology: The choices regarding methodology is presented and discussed, advantages and 

disadvantages of the chosen methodology are addressed, the reliability and validity of the 

research is further discussed, and criticism to the chosen methodology is presented.  

Empirical Study: The empirical data that have been collected through the online survey is 

presented.  

Analysis: An analysis based on the collected empirical data in relation to the relevant theories. 

Conclusion: The conclusions that have occurred during this research are presented, and 

suggestions for further research in the subject are given.  

  

Figure 3 Disposition 
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2. Theoretical frame of references 

In this chapter are the theories used for the thesis presented. The first part contains theories 

of the habits of Generation Y, followed by a presentation of brand loyalty, and areas of 

branding which are explaining brand loyalty. The chapter ends with theories about the 

connection between Generation Y and brand loyalty.  

2.1 Generation Y 

A group of customers which has a great power in today's market is Generation Y, born 

between 1977 and 1994 (Kotler & Armstrong, 2008). Generation Y is a large segment, with 

about 80 million people globally (Fromm, 2013), and 2.3 million people in Sweden (SCB, 

2013). The people in this generation are generally seen as self-confident, passionate, sociable, 

open-minded, integrated, well-educated and independent (Adelina et. al, 2007). 

Through the evolution of technology has Generation Y grown to be a strong and self-

confident group of customers, and they are described as being the first digital and networked 

generation, both through cell phones, emails and through social networks (Kotler & 

Armstrong, 2008). O’Donnell and Yarrow (2009) further explains that Generation Y, with the 

help of these technological advances, have risen to be a powerful generation when it comes to 

information. This power of information gives them an advantage in consumption, and a 

greater range of choice, which in turn has made them into a confident generation (ibid.). 

Compared to previous generations, who would gather all different kinds of information, will 

Generation Y only seek out the necessary and important information (O´Donnel & Yarrow, 

2009). O´Donnel and Yarrow (2009) further explains that growing up with the internet has 

resulted in a generation who wants speed, multitasking and instant answers, and expect 

friends, parents and experts to be available at all times. The digital world has therefore 

affected generation Y´s cognitive and social lifestyles in a way that has made them into a 

strong community, with power, speed and self-confidence. They know what they want, and 

want it straight away (ibid.). Generation Y is also extensive users of cell phones, where 

according to Kumar and Kim (2007) more than 50 percent of Generation Y owned a cell 

phone at the year of 2007. The cell phones are for the generation seen an important tool of 

upholding relations with their friends and family (ibid.). 

When marketing to Generation Y, the firm should consider the generations characteristics and 

what has made them into the strong force of power they are today. O´Donnel and Yarrow 

(2009) describes four ways of marketing to Generation Y; first, the company must come close 

to the customers, and try to be understanding and caring. Second, they should try to engage 

the Generation Y consumers and making them part of the process, without telling them what 

they should do. Technology can be a way of engaging Generation Y. Third, the company 

should try to get real, be honest and smart. Generation Y admire strength, but not power or 

hype. Great ways to earn Generation Y’s respect is through humanness, humor and great 

innovations. Forth, using technology is a must when reaching Generation Y, since everything 

done has to be faster, more responsive, more visual, more emotional and intuitively designed 

(ibid.). According to O´Donnel and Yarrow (2009) companies need to invest in creating a 
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relationship with the customers of Generation Y and their community in order to win their 

hearts.  

McCrindle and Wolfinger (2009) explain five top drivers of Generation Y's behavior; 

Generation Y is socially connected, which means that they are very influenced by what other 

members of the generation think. They are therefore likely to base their decisions on what 

these other people think. A marketing message, both good and bad, is likely to be shared 

online and among friends, and Word-of-mouth is therefore a powerful marketing tool to be 

used towards Generation Y (ibid.). Generation Y also seeks new types of social communities, 

as an expression of the need to belong. A company could therefore use these social 

communities to reach them. Generation Y are furthermore fun seeking and want to be 

entertained. This generation is an entertained and educated group of consumers, but they are 

however hard to engage, due to the massive flood of marketing messages that they are 

exposed to everyday, which is making them aware and suspicious. Marketers hence need to 

be fun, authentic and trustworthy in order to reach Generation Y (McCrindle & Wolfinger, 

2009). McCrindle and Wolfinger (2009) further describes that Generation Y strive to be cool 

and socially desirable. They want to possess the things the rest of their group thinks is cool. 

Generation Y also wants to enhance life. Among Generation Y there are many naive beliefs of 

their economic futures, where they are used to the economic standard which their parent has 

worked hard for. They therefore expect to start their own economic life at the same level.  

Their upbringing with a growing number of choices has also affected them, not to be satisfied, 

but instead it has led them to a search for something more, to find a meaning, long-term 

contributions and deeper relations (ibid.). McCrindle and Wolfinger (2009) explains that 

today there is a world of almost perfect competition, due to freedom of information, price 

transparency and internet, and consumers today know their rights and are not afraid to use 

them. The last driver that McCrindle and Wolfinger (2009) mentions is that Generation Y 

expects the new and innovative. Both Generation Y and the companies are searching for the 

next new innovative product, which addresses a need that people did not even know they had.  

There are furthermore other marketing methods which are likely to be appealing to 

Generation Y. O´Donnel and Yarrow explains that Generation Y will be interested in products 

that are hard to get a hold of, which for them means that the product must be popular. 

Purchasing a product like this will increase their social status, where Generation Y will 

identify themselves with the brand they consume (ibid.).  

2.2 Brand Loyalty 

Brand loyalty can be described as “a measure of a consumers’ attachment to a specific brand 

and is a function of several factors” (De Chernatony and McDonald, 1998, p. 399). Mao 

(2010) agrees and states that brand loyalty is defined as preferring and continuing to choose a 

specific product or service brand over other, and speak highly of its values to others. 

It is recognized by many businessmen that brand loyalty is an optimal strategy to maximize 

sales and profit; nevertheless does some state that it is challenging to attain brand loyalty 

(Mao, 2010; Aaker, 1996). Loyal customers can create trade leverage, where the company in 

question gets more time to respond to competitive threats (Aaker, 1996). Loyal customer can 
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further work as entry barriers for competitors, due to the excessively high cost the new 

company has to spend to attract the other company’s loyal customers (ibid.). It is much less 

costly, when it comes to marketing costs, to retain than to attract new customers (Aaker, 

1996; Mittal & Lassar, 1998). Loyal customers can work as a way of attracting new 

customers, by creating awareness and reassurance for the potential new customers (Aaker, 

1996). Mao (2010) and Mittal and Lassar (1998) agrees and states that having loyal customers 

creates an opportunity to gain new customers, as the loyal customers speak well of the brand 

among other potential customers. Keeping customers is further an effective way of increasing 

the life-time revenue of their customers, where Aaker (1996) explains an example with a bank 

that reduced their defections with 5%, and by doing this generated 85% more profits in one 

office. Besides increasing the life time revenues, loyal customers are less sensitive to price 

compared to disloyal customers (Mao, 2010). 

It may be hard to create brand loyalty, but for the companies that are successful the rewards 

are massive (Mittal and Lassar, 1998). If a company finds and understands the factors and 

effects of brand loyalty, the company may understand the outcomes of customer devotion, and 

therefore overcome the difficulties in building and maintaining customer reliability and 

loyalty (Mao, 2010). Committed customers may also lead to the possibility of product 

expansion for the firms (De Chernatony & McDonald, 1998).   

Mittal and Lassar (1998) also states that the company should develop new services and 

products to offer to the loyal customers. In order to achieve brand loyalty managers should 

see their consumers as friends, develop a good brand reputation and work with developing 

brand ambassadors. This will however only work if the company’s brand suits the consumers 

they are targeting (Mao, 2010).  

A theory of different types of loyalty is presented by Gurǎu (2012) which present four 

different types of loyalty. The first is Fragmented loyalty: where the consumer buys a 

multitude of brands and switches frequently. The second is Shared loyalty: where the 

consumer buys exclusively two or three brands from the same category of products or 

services (ibid.). The third type described is Shifting loyalty: where the consumer buys 

repeatedly only one product or service brand, but sometimes tries other brands, attracted by 

newness or special promotions. The fourth type of loyalty is the Exclusive loyalty: where the 

consumer buys exclusively only one product or service brand.  

2.2.1 Brand Experience 

A customer’s experience of a brand depends on several different aspects of the brand. Brakus, 

Schmitt and Zarantonello (2009) explains that when customers search, purchase or consume 

brands they are exposed to different brand-related stimuli, such as brand identifying colors, 

shapes, typefaces, slogans, mascots and brand characters. These stimuli are present in the 

company’s design and identity, packaging, marketing and environment. The stimuli make up 

specific sensations, feelings and behavioral responses which are referred to as brand 

experience (Brakus, 2009; Schmitt, 2009). The experiences can arise in several different 

settings, both directly and indirectly. Direct experiences are when the customer purchases and 

consumes the product or brand. Indirect experiences are when the customer is exposed to 
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advertisement and marketing (Brakus et. al.  2009). Brakus et.al. (2009) further explains that 

these brand experiences can lead to customer satisfaction which may in the long run lead to 

loyal customers.  

2.2.2 Brand Image 

A brand is more than just the product. According to De Chernatony and McDonald (1998) a 

brand is what adds value to a product. One part of this added value is when a product, because 

of its brand, is preferred over other similar products. Brands can then be used to develop a 

distinctive position in the consumers mind (De Chernatony & McDonald, 1998; Kotler & 

Armstrong, 2010). This position is dependent on the way the company wants to differentiate 

their market offering compared to competitors (Kotler & Armstrong 2010).  

Branding allows an organization to create a brand image. A brand image is a collection of 

different associations, organized to create a meaning (Aaker, 1991). Lazarevic (2001) 

explains that the brand image is about the feel and experience, rather than the physical aspects 

of brand. The brand image can further be a relationship builder which makes it easier for the 

customers to evaluate and choose between brands. In order for a company to appeal 

customers, the brand image must be consistent with the customers’ perception of themselves 

(ibid.). Having a brand image which is consistent with the customers’ image of themselves 

can therefore lead to brand loyalty (Aaker, 1991). Brand image is furthermore seen as crucial 

for Generation Y because they use brands as way of self-expression, where the brands will 

represent something they want to be associated with (Lazarevic, 2001).  

Companies can through customer clubs provide an image of the brand which the customers 

can identify themselves with (Aaker, 1996). This can also be made through forums, where the 

customers can express his or hers opinion and attitude about the brand, and share the brand 

relationship with other likeminded people (ibid.). Companies should pay attention to the 

relationship between brand loyalty and brand image, since the reputation and image of the 

brand may increase enthusiasm and confidence among the consumers towards the brand, 

which may affect the consumer’s behavior and lead to loyalty (Mao, 2010). An important 

factor in order to build and maintain brand loyalty is good customer care, and that the 

company maintains honesty to the customers (ibid.).  

2.2.3 Perceived Brand Quality 

Perceived quality is seen as a way of creating and enhancing brand loyalty. Perceived Quality 

can be explained as the customers’ perception of quality of a certain product compared to its 

purpose and compared to other alternatives. It is therefore created only by the customer and 

his or hers perception (Aaker, 1991). Perceived quality is an immaterial, general feeling about 

the brand, which is based on the brand's reliability and performance (ibid). Perceived quality 

can provide a reason for the customer to choose a certain brand over another, where the 

customer might not want to evaluate alternatives and seek information, and therefore rely on 

the perception of the quality the brand represents (ibid). Aaker (1991) further explains that an 

increase in perceived quality can lead to a lower cost of retention of customers, since the 
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customers are more willing to stay with the brand. This in turn may lead to a higher level of 

loyalty (ibid.). 

2.2.4 Customer satisfaction 

An important factor of brand loyalty is the customer satisfaction (Ind, 2007; Mao, 2010).  

Customer satisfaction can be defined as how happy the customers are with a product or 

service, and to which degree a customers' expectations of the product or service are fulfilled 

or exceeded (A&C Black, 2010; Kotler & Armstrong, 2010) If the expectations are too high 

the customer might be dissatisfied, and if they are to low the customer might not be interested 

in purchasing the product (Kotler & Armstrong, 2010). 

A way of creating a high level of customer satisfaction is to aim at satisfying customers by 

promising only what the company can deliver, and then deliver more than promised. This can 

lead to delighted customers (Aaker, 1996). If customers are delighted, they will not only make 

repeat purchase, they might also become evangelists about the brand and spread good Word-

of-mouth to other potential customers, according to Kotler and Armstrong (2010). However if 

a key element of the offer fails, the risk might be that the customers might not return (Ind, 

2007). The company therefore must make sure that the level of customer satisfaction is high 

enough. Without satisfied customers there will be no brand loyalty, because dissatisfied 

customer will not be loyal (Mittal & Lassar, 1998). When the customers are satisfied, the 

company should instead focus on the extended product, i.e. customers service and other 

aspects that will enhance brand loyalty (ibid).  

Customer satisfaction is a key to building long-lasting customer relations and loyal customers. 

High levels of customer satisfaction will lead to greater brand loyalty (Kotler & Armstrong, 

2010). Aaker (1996) states that satisfaction is a direct measure of how willing customers are 

to stick to a brand, and that satisfaction and loyalty are strongly connected. Lowenstein (1995) 

agrees that customer satisfaction is a well-established term, when assessing product and 

service performance and that customer satisfaction is an important factor to create loyal 

customers. Customer satisfaction is however not enough to create brand loyalty. Lowenstein 

(1995) instead recommend companies to focus on customer retention.  

2.2.5 Customer Retention 

Customer retention could be defined as a company’s ability to maintain connections with 

customers to gain repeated purchases by those customers (A&C Black, 2010). It occurs when 

a customer are expressing a long-term commitment to a company or a brand. Customer 

service, customer relations, and relationship marketing are important parts of the strategies a 

company can use to retain customers (ibid).  

Customer retention is according to Lowenstein (1995) a more complex yet more definite 

indicator of quality performance compared to customer satisfaction. Many companies tend to 

focus only on acquiring and satisfying customers, without thinking about what it takes to keep 

them (ibid). Satisfied customers are not necessary loyal customers, a satisfied customer could 

easily switch brand and be satisfied with another brand as well (Lowenstein, 1995; Goetsch & 
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Davis, 2010). Customer satisfaction is however a critical component in customer retention, 

where the company has to go beyond satisfying its customers to retain them (Goetsch & 

Davis, 2010). Retention has according to Lowenstein (1995) a focus on understanding your 

customers, why they are satisfied or not. Customer retention management includes identifying 

customers’ needs, expectations and problems, in order to develop strategies and create ways 

to retain the customers. Goetsch and Davis (2010) further agrees and states that in order to 

retain customers companies must create relationships with them, and proactively seek the 

input of the customers before a problem occurs. However, customer retention itself does not 

create loyalty if there is a lack of economical or psychological attachment between the 

consumer and the brand (Henning-Thurau & Hansen, 2000). This is something that should be 

developed by the company, since customer retention is many-layered and need to be 

understood and developed in the entire company to be effective (Lowenstein, 1995). 

According to De Chernatony and McDonald (1998) there are three ways of managing the 

customer retention; through financial incentives, social/financial bonds or structural bonds. 

The financial incentives are popular but can easily be copied by competitors, and the social 

and financial bonds see customers as friends not as numbers. Structural bonds stretch social 

and financial ones to make clients more productive by integrating and engaging them into the 

product the company offers (ibid.).  

2.2.6 Switching Costs 

Another aspect of brand loyalty is switching costs. Aaker (1991) explains that switching costs 

are the costs that may arise if the customer were to switch from one brand to another, such as 

time, money or risk of worse performance. Switching costs is however a onetime cost 

(Burnham et.al. 2003). In order to attract these customers a competitor brand would have to 

overcome these costs by offering something better or compensation large enough to cover the 

cost of switching.  

Burnham et al. (2003) describes three different categories of switching costs; the first is 

procedural switching cost, which concerns costs which involves spending time and effort. The 

second is financial switching cost, involving the loss of financial quantifiable resources. The 

third is relationship switching cost which concerns the physiological or emotional discomfort 

which occurs because of loss of identity or breaking bonds (ibid.).    

Switching costs can according to Aaker (1991) be a reason for indirect brand loyalty, since 

the switch might be more expensive for the customer than staying with the company. 

Companies can furthermore create switching costs in order to retain customers and maintain 

loyalty. This can be made by rewarding loyalty directly. An example of this can be through 

frequent-buyer programs and customer clubs. The frequent-buyer programs offers direct and 

tangible reinforcement for loyal behavior among customers and confirm the commitment the 

company is creating towards loyal customers, where the brand loyalty is not being taken for 

granted (Aaker, 1996). Customer clubs provides, as frequent-buyer programs, confirmation 

that the company truly cares about its loyal customers. Switching costs being higher than the 

cost of staying with the brand is however not a guarantee for loyal customers (ibid).  
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2.3 Generation Y and Brand Loyalty 

Generation Y needs brands because they work as an easy and fast way to find reliability and 

trustworthiness in a time where there is too much information to handle (O´Donnel & Yarrow, 

2009). Generation Y further demands an authentic relationship with the brands, which should 

be based on a good knowledge of who the generation is and what makes them interested. 

They furthermore want brands to understand them, but not act like they know them. 

Generation Y likes brands which resonate with them and want to be able to choose which 

brands they like (ibid). The best brand relationship with Generation Y should therefore be 

based on two-way communication and collaboration, where Generation Y wants to be able to 

express their opinion and have a chance to affect the products (O´Donnel & Yarrow, 2009).  

Brands also have another function for Generation Y, where the brand is a way to connect with 

others, and become a part of something more (ibid). Shopping and choosing brands are ways 

of creating new types of communities, where they chose which ones they want to belong to. 

This is driven by a very strong need among Generation Y to belong (O´Donnel & Yarrow, 

2009).  

2.4 High or low involvement 

Consumers behave differently when purchasing different types of products, depending on 

whether the consumer shows high or low involvement in the specific product that is 

purchased, and if there is significant or few differences between the brands (Kotler & 

Armstrong 2010). Kotler and Armstrong (2010) present four types of buying decision 

behavior. 

A customer appear to have a Complex buying behavior when he or she is highly involved in 

the purchase, and recognize significant differences between brands, and when the product is 

purchased irregularly, is expensive and is highly self-expressive for the customer (Kotler & 

Armstrong 2010). Kotler and Armstrong (2010) furthermore states that a consumer with a 

complex buying behavior will search for lot of information and evaluate the alternatives 

carefully before the purchase is made. A variety-seeking buying behavior appears when the 

consumer shows low involvement but there is significant differences between brands, and the 
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consumer is likely to switch brands often due to seeking variety rather than dissatisfaction 

(ibid.). The buying decision process is a lot quicker in this case compared to the complex 

buying behavior. When the customer has a variety-seeking buying behavior he or she does not 

seek a lot of information or evaluates the alternatives before the purchase decision. The third 

type of consumer buying behavior Kotler and Armstrong (2010) describes is the dissonance-

reducing buying behavior. The consumer is then highly involved, because of the 

expensiveness and the infrequency of the purchase, but sees little differences between brands. 

The fourth and last buying decision behavior Kotler and Armstrong (2010) mentions is the 

habitual buying behavior, when consumers perceive little differences between brands and the 

involvement in the purchase is low, usually a low-cost and frequently bought product. The 

consumer is likely to buy the same brand out of habit rather than loyalty to the specific brand. 

When the consumer has a habitual buying behavior the buying decision process is a lot 

quicker, and the consumer is not likely to search for information or evaluate different brands, 

and may not even evaluate the choice after the purchase (ibid.). 

Quester & Lim (2003) states that a customer's involvement in a product is directly related to 

their loyalty to the brand. A highly involved customer is likely to evaluate choices during the 

decision-making process, search for more information, evaluate products and ultimately show 

a greater brand loyalty (Bruwer & Buller, 2013). Iwasaki & Havitz (1998) further agrees and 

explains that a repeated purchase of a high involvement product indicates that the customer is 

brand loyal, whereas repeated purchase of a low involvement product is simply a habitual 

behavior.  

2.5 Consumer electronic industry 

The consumer electronic industry is exposed to a great shift of market power (Kotler & 

Armstrong, 2010), where the consumers have lots of information about the different brands 

new features and development, and can easily compare prices and different products. 

Consumer electronic products is classified as shopping products, which means that they are 

purchased less frequent, according to Kotler and Armstrong (2010). Shopping products 

furthermore has a higher price, and consumers therefore spend time and effort in gathering 

information and comparing different brands and products based on price, quality and style 

(Kotler & Armstrong, 2010).  

There is currently a high level of technological advance and development in the consumer 

electronic industry (Bailey & Wenzek, 2006). These technological features can easily be 

copied by competitors and applied on their products (De Chernatony and McDonald, 1998). 

There might therefore be a risk of the different consumer electronic products becoming very 

similar. One of the main competitive factors of today's consumer electronic market is price 

(ElektronikBranschen, 2013). ElektronikBranschen (2013) however argues that there is a need 

of other strong competitive factors and one of these are branding. It is therefore vital for 

companies to develop and maintain strong brands, since a brand can be a way of setting a 

product apart from another, which in the long run may result in brand loyalty (Melin, 1999).  
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3. Methodology 

The following chapter contains the choices made regarding the methodology, which is 

presented and discussed. Advantages and disadvantages that the chosen methodology has 

caused will be addressed, and the reliability, validity and bias of the research will be 

discussed. The chapter ends with a section where criticism to the chosen methodology is 

presented. 

3.1 General choice of method 

A research study can either be descriptive or explanatory. A descriptive study describes the 

elements being studied, through collecting, organizing and summarizing data. Studies like this 

are made in order to simplify something complicated and make it understandable, drawing a 

picture of how something is at a certain period of time. A descriptive study asks, "What is the 

situation?" (Punch, 2006). Like the descriptive study, is an explanatory study aimed at making 

complicated matters understandable, yet in a different way. An explanatory study goes to the 

bottom of the reason for things being the way they are. This type of study asks, "Why is the 

situation like this?" (ibid.). Descriptive studies are more restricted than explanatory, since the 

situation can be described without explaining, but the situation can't really be explain without 

describing it. When the research area is relatively new, the descriptive study should be used. 

Is the subject of the research however well worked, an explanatory research method should be 

used (Punch, 2006). Punch (2006) also explains that explanatory research is more powerful 

than descriptive research, since if we know why something works the way it does, we can 

more easily predict the future. On the other hand, the first step of explanatory research is 

describing the situation as it is at the moment. A descriptive research can therefore be a great 

assistance and a good start for further explanatory studies (ibid.). 

The research question for this thesis is wheatear Generation Y is showing a higher level of 

brand loyalty towards cell phones compared to other consumer electronic products. 

Furthermore factors of brand loyalty will be examined. This thesis is based on some of 

Aaker's (1991) factors of branding, which are all concepts that have an impact on consumers 

brand loyalty. These factors include brand image, perceived brand quality, customer 

satisfaction, and switching costs. Another two factors were further examined; brand 

experience and customer retention, two factors which were thought would compliment and 

explain the concept of loyalty more thoroughly. The aim was then to see if these factors have 

an impact on Generation Y's brand loyalty within the cell phone industry. These theories were 

tested, before the survey was sent out, to make sure they included all relevant aspects of brand 

loyalty. A small group of people was therefore asked what would make them loyal towards a 

brand. By doing this the researchers made sure that all their answers would fit into and be 

explained by the theories of brand loyalty which is used in the thesis. It is very likely that 

there are additional factors which affect brand loyalty, such as product characteristics and 

different cell phone retailers etc. This thesis however only focuses on the previous mentioned 

branding factors which affect loyalty. The purpose of this thesis is therefore to examine the 

situation based upon these factors and try to find if any of the set factors have a higher impact 

on the brand loyalty within Generation Y. This study therefore has an explanatory approach, 
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which explains the reasons for the situation, but has a descriptive start which explains the 

current situation. 

3.2 Research approach 

3.2.1 Quantitative vs. Qualitative research method 

There are two types of data that can be collected, quantitative data and qualitative data. 

Quantitative data collection is the approach which is measured in numbers and processed 

through statistical methods (Jacobsen, 2002). The quantitative data is usually collected 

through surveys with set options of answers.  Criticism has been made against this method 

compared to qualitative research, since once the survey questions has been made it may be 

hard to change the questions without altering the results (Jacobsen, 2002). This method 

furthermore assumes that the person answering the survey can find an alternative of the set 

answers that matches his or hers opinion. The researcher therefore needs to have a good 

insight in the subject in order to make sure that all possible answers are included (ibid.). The 

qualitative data collection is a method of research where the data is not in the form of 

numbers (Punch, 2006). Instead, this method examines what people does and says, where the 

data is made up by the interviewees own words (Jacobsen, 2002). The most common ways of 

creating qualitative research is through observations or open interviews. This method is more 

flexible than the quantitative method since questions can be altered depending on the 

interviewee (Punch, 2006). It is however important to consider that none of the methods gives 

an objective perception of the reality, since both methods will be reflected by the researchers 

and the respondents’ interpretation (ibid.). 

This thesis is aimed at describing the brand loyalty in the consumer electronic industry within 

Swedish Generation Y, and examines if there is a higher level of brand loyalty towards cell 

phones compared any other category of consumer electronics. It further examines if some set 

factors affect the possible loyalty towards cell phone brands to a higher extend. Finding out 

what the entire Swedish Generation Y population thinks of brand loyalty within consumer 

electronics is almost impossible; however generalization can be made from a sample group 

carefully chosen to represent the full population. However, because this research doesn't use 

random sampling (random sampling is closer explained in the section "3.5.3. Sample bias" ), 

which is needed for generalization (Nardi, 2006), the findings cannot be generalized to the 

entire population. Instead the conclusion in this thesis is based on the sample group of people 

who answered the survey, and the findings can only be applied on the specific group of 

people. Despite the fact that the sample group is not chosen randomly, a quantitative research 

method have been chosen. The reason for this is to be able to study an big sample group of the 

population, in order to be able to find common patterns of behavior within the group. The 

results of the thesis can unfortunately not be generalized to the full population, it could 

however give knowledge about the potential reasons behind the possible difference in brand 

loyalty within consumer electronics. The thesis could give indications of which factors of 

brand loyalty that are important in the cell phone industry, something that could be taken in 

consideration and be useful in the work of creating brand loyalty in other consumer electronic 
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categories. Furthermore, this thesis can be used as a base and reason for further research in the 

area of brand loyalty within Generation Y.  

An online survey has been made and sent out to the sample group, which was 103 respondents 

within the full population of possible respondents (Generation Y in Sweden), which includes 

about 2.3 million people in Sweden (SCB, 2013). The survey questions have been carefully 

constructed in order to include as much of the respondents perception of the situation and 

their answers and opinions. 

3.2.2 Inductive vs. deductive 

There are two ways two collect data. The first approach is called deductive data collection 

where the researcher creates an expectation of the reality and then collects empirical data to 

see if the data matches the expectations. The expectation the researcher has is based on 

previous theories and his or hers own experiences (Jacobsen, 2002). The deductive way of 

data collection can therefore be explained as going from a general and abstract point of view 

to a more specific and concrete (Punch, 2002). This method has however been criticized, 

since it might result in the researcher only looking for information that suits his expectation of 

the subject, which might lead to him or her missing out on important information (Jacobsen, 

2002). Quantitative methods are usually deductive, since it’s based on the researcher 

categorizing the empirical information before collecting it, and the questions and answers 

being set beforehand. This however creates restrictions for the information that is collected; 

however it also forces the researcher to formulate his questions to only receive relevant 

answers (ibid.). 

In contrast, the inductive approach goes from specific and concrete point of view to a more 

general and abstract (Punch, 2006). The researchers would then without any expectations 

collect all relevant information with an open mind, and later categorize it. The theories would 

then be created from this wide collection of information (Jacobsen, 2002). The goal with this 

method is to not restrict the information in any way, making sure that the collected 

information is as close to the reality as possible. Qualitative researches are often inductive, 

since this method is open for new unexpected questions and information. The problem is 

however that no researcher can be completely objective, and the results may then be affected 

by his or hers previous experiences (Jacobsen, 2002). 

This thesis is made with a deductive research approach, where theories about brand loyalty 

and Generation Y are being tested against the empirical data collected. This approach is first 

of all chosen because of time constrains, where an deductive research is not as time 

consuming as an inductive research, but it also chosen because of a hypothesis, i.e. A 

expectation of the reality, that was to be tested. The hypothesis was based on previous 

theories that Generation Y would prefer to be without wallet, house keys and car keys for two 

days rather than being without their cell phone, and that Generation Y would choose their cell 

phone over their computer or TV (Maynard, 2014; Marketing Charts Staff, 2013). 

Furthermore are theories stating that Generation Y is generally showing a lower level of 

loyalty than other generations (Caplan, 2005; Mao, 2010; McQuilken, 2005). Quester & Lim 

(2003) further argues that the level of involvement a customer shows when purchasing a 
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specific product is directly related to the level of brand loyalty he or she shows. The 

hypothesis was therefore: "Generation Y is a disloyal group of consumers; nevertheless they 

might show a higher level of brand loyalty towards cell phones because of their involvement 

in this particular product category". The research question was formulated and developed 

based on this hypothesis. If the findings of the thesis would result in Generation Y being more 

loyal to their cell phones compared to any other consumer electronic products (which the 

research did), the aim would therefore be to find if some set factors of brand loyalty are 

affecting brand loyalty more than other, hence the second part of the research question. 

Furthermore, as Jacobsen (2002) explains, are quantitative research methods often deductive 

because the information is categorized before collection and the survey answers are set 

beforehand.  

3.2.3 Selection of case 

A research case can either be intensive or extensive. An intensive research case is when the 

research is very deep and includes many different research variables, whereas an extensive 

research is when the research is wide, with many research units (Jacobsen, 2002). 

There are two reasons for doing extensive research: the first is to be able to get a precise 

description of the scope of phenomena, its coverage and its frequency in several different 

contexts. The second reason to do extensive research is because it gives a greater possibility 

to generalize the results from a sample compared to the population (Jacobsen, 2002). 

However the information is often very shallow, since it’s based on the survey (ibid.). 

This thesis uses an extensive research method, since the research method for the thesis is 

quantitative, and the instrument for this research is a survey questionnaire. As Jacobsen 

(2002) explains, an extensive research method should be used when the aim is to generalize a 

rather big population with the help of a smaller sample group. However since the sample 

group of the thesis is not randomly selected, generalization is not possible. The result of this 

thesis could instead show patterns of buying behavior and reasons for these within the chosen 

sample group. Furthermore, the research is relatively shallow, which according to Jacobsen 

(2002) is a reason for using an extensive research method. The focus in this thesis is to 

describe the current situation, i.e. If Generation Y are more brand loyal within cell phones, 

and if some set factors of brand loyalty affect the loyalty more than others, which is the 

reason for an extensive research approach for this study.  

3.3 Conducting the research 

3.3.1 Secondary data 

Data which is not collected straight from the primary source is called secondary data, and is 

based on information collected by someone else and for another purpose. Secondary data 

should be carefully used, where the researchers should be critical to its content, the purpose of 

the research and who it has been written by (Jacobsen, 2002). Examples of secondary data 

could be printed materials, online materials, film, and media or broadcast (Braun & Clarke, 

2013). Using existing literature on the research topic is a good way of arguing about the 

importance of the topic (Bryman & Bell).  
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The literature that has been used in this thesis has been concerning the subject branding, brand 

loyalty, Generation Y and the consumer electronics industry, where different theories within 

the areas have been taken in consideration. These literatures have been both books and 

articles. The articles have been from the databases Google Scholar and Halmstad University's 

database Summon. The articles used are both scientifically and non-scientifically, and have 

been used with a critical approach, where the fact that some articles were dated and others 

were not scientifically, have been considered. Books that have been used have been found at 

Halmstad Library, Auckland City Library, Auckland University of Technology's Library 

(AUT's Library) and Sydney Central Library. Like the articles, these books have been on 

consumer behavior, brand loyalty, Generation Y and research methods. These have been used 

in order to describe the research topic and in order to get a greater understanding of the 

subject. Some of the secondary data that has been used has often had a focus on the US 

market, which has been considered when used in this research, and it should also be 

considered when reading the thesis.   

3.3.2 Primary data 

Primary data is data collected directly from a person or a group of people, i.e. from the 

primary source. This data is then tailored for the research question (Jacobsen, 2002). This 

thesis is mainly based on primary data, through the survey questionnaire created which is the 

base of the empirical studies. The reason for using primary data is that this data addresses the 

certain research problem of this thesis, which gives as accurate results as possible. 

Since this thesis uses a quantitative research approach, it is made with quantitative research 

instruments. One of these quantitative research instruments is the survey, which is the most 

commonly used research instrument (Jacobsen, 2002). A survey is a way of collecting data 

from a group of respondents, usually from a sample group of the population. It is usually done 

with a survey questionnaire (Punch, 2006). Dillman, Smyth and Christian (2009), explains 

that using the internet for surveys, is a way which can reduce time, energy, cost and 

inconvenience. Internet is a good tool to use when conducting surveys in specific populations; 

however it is not as good of a tool when used in the general population. Once an online survey 

is set up, the costs of getting respondents is smaller than for any other survey modes (ibid.). 

Nardi (2006) explains that response rates often increase with the help of web-based surveys. 

Furthermore, the responses to an internet survey are often quick (Floyd & Fowler, 2009). 

There are however disadvantages with using internet surveys. Floyd and Fowler (2009) 

explains the fact that the interviewer is not present to explain the survey can be a 

disadvantage, and also that the samples can be limited to the amount of internet users. 

Establishing an interviewer - interviewee relationship is in the case of online surveys 

impossible (Denzin & Lincoln). 

The research was conducted to examine Generation Y in Sweden, and the researchers were 

located in New Zealand during the time of the research. The most convenient way was 

therefore to do the research over the internet. Furthermore, as Nardi (2006) explains, internet 

is a good and easy way to reach out to a big group of people, which was one of the aims when 

conducting the research. The fact that the responses are quick when using an internet survey is 
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something which was to the advantage for the research. The survey is made through the 

online survey program Enalyzer. This program enables the researchers to construct an online 

survey to collect research data online. The survey was sent out to a big group of respondents 

who could fill it out whenever they had time, within the time period the survey was out set by 

the researchers, which was 15 days. The disadvantages of internet surveys has been taken in 

consideration, such as the fact that a relationship to the respondent is hard to establish. 

When constructing a survey and questions, several aspects have to be considered. When it 

comes to the formulation of the questions Wärneryd (1993) states that the most important 

aspect is that the purpose of the question is clear before the questions is constructed. Other 

important factors Wärneryd (1993) mentions is to only ask one thing per question, because of 

the importance of asking clear questions with as little area for misinterpretations as possible. 

The language of the questions should be easy and flowing, including only the relevant 

information (i.e. avoid long and complicated wording). The researchers should avoid difficult, 

unusual and long words or abbreviations, and the questions should be formulated from a 

respondent’s perspective (Wärneryd, 1993). One should also avoid using yes or no questions 

and emotionally connected words or questions, which could affect the respondents answer 

(ibid). When creating the questions for the survey, the formulation and the language where 

considered, and the questions were tested several times by different people to make sure that 

the area for misinterpretations were as small as possible. In order to avoid having language 

misinterpretations when the survey was answered, the survey was written in Swedish, since 

all of the respondents were Swedish. 

The order of the questions is also important to consider because it could affect the answers, 

and it is therefore common to start with easy questions and save the delicate questions to the 

end (ibid). You could either start with more general and common questions about the subject, 

and lead in to more concrete and specific ones about the subject you are examine. Otherwise 

you could start with the concrete and specific questions and move on to the more commons 

questions in the end, if you wish that the respondent should have the specific subject in mind 

when answering the more general questions (Wärneryd, 1993). The survey for this thesis goes 

from using general questions about the consumer electronic business and the respondents’ 

preference, and goes into more specific questions about the respondents’ loyalty towards a 

cell phone brands.  

The layout of the survey should be done to create an interest for the respondent, and should be 

easy to answer. There should be directions of how to answer the different questions, and it 

should be easy to handle for the researchers (Wärneryd, 1993). This has in this thesis been 

done by using the online tool Enalyzer, which enables the researcher to create easily 

understandable surveys with a good layout, and enables him or her to give directions of how 

each question should be answered. Wärneryd (1993) also states that it is good to inform about 

the purpose of the survey to create more motivation among the respondents to answer, which 

has been done in this research by presenting the purpose in the beginning of the survey. This 

survey also has another way of creating interest among the possible respondents, in order to 

make them participate in answering the survey. The respondents are offered the chance to 



20 
 

enter a draw, where they are able to win two cinema-tickets. This is made in order to reach as 

many respondents as possible, in order to get a result which is as accurate as possible.  

When creating different alternatives of answers Wärneryd (1993) states that you could either 

use open questions or set answers. Open questions give the respondent a chance to present 

their own opinions on the matter, without limitations from the survey. Open questions are 

however time consuming and the answers are difficult to compare to each other, which will 

make it difficult to simplify and structure the answers from all the respondents. Wärneryd 

(1993) therefore recommend that surveys should have set answers, since it is more efficient 

and all the answers from the survey will be possible to structure and compare. Creating set 

answers makes it possible to handle the data collected in the survey in an easier way. This is 

the reason for why the survey in this research has set answers. There are some fundamental 

demands according to Wärneryd (1993) when creating set answers; they should be exclusive, 

where the respondent should only experience that one of the set answer matches their opinion. 

The answers should be exhaustive, where every respondent should experience that one of the 

answers represent his or hers opinion. The answers should also be transparent, where the 

answers should all have an equal chance of being selected. The amount of information in the 

set answers should not be too overwhelming to affect which answer is chosen. This has been 

considered when creating the set answers of the survey in this research. One way of creating 

set answers is by using grading scales, where the recommended number of alternatives is five. 

One could use more answers if necessary, but fewer will often create a feeling of 

dissatisfaction with the respondent (Wärneryd 1993). Therefore the number of set answers in 

the survey for this research was five. Wärneryd (1993) recommends to have as even steps 

between the set answer-grades as possible, and to have one alternative that is neutral. The 

neutral alternative is however debated, since some state that people often tend to choose the 

neutral alternative because the respondent does not want to express an opinion, and therefore 

choose the neutral alternative as an easy way and not as a correct image of their true opinion 

(ibid). Wärneryd (1993) on the other hand states that if you want to describe the situation 

correctly you will need the neutral alternative because some of the respondents’ actual 

opinion on the question is neutral. The respondent should always feel that there is an 

alternative that represent their true opinion on the question. The researchers should also be 

aware of the effect that the positioning of the set answers can have to the responses, since 

people tend to choose more carefully and pay more attention to the first alternatives if there 

are too many alternatives offered (ibid). In this survey there is a neutral alternative, it is 

however not in the middle of the scale; instead it is placed in the end of the scale. The reason 

for this positioning of alternatives is that the researchers wanted the respondent to try to take a 

stand in the question, and not choose the natural alternative as an easy option, but still the 

neutral alternative would be available for those respondents who had a neutral opinion.  

The length of the survey also affects the answers, if it is too long the respondents will get tired 

and the quality of the answers will decrease (Wärneryd, 1993). This survey has been created 

as short as possible to make sure that the respondent does not lose interest. It is furthermore 

important to remember to ask the relevant questions about variables such as age, gender 
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income etc. to be able to structure, compare and analyze the answers (ibid.). In this research 

only age has been asked for, due to the purpose being to examine a specific generation.  

3.4 Selection 

3.4.1 Industry 

In order to make the result of the thesis more precise and accurate, the research was narrowed 

down to only include one certain industry, namely the consumer electronic industry with a 

focus on cell phones. This industry was chosen because it is an industry which according to 

ElektronikBranschen (2012) is growing, and where many of the large electronic companies in 

Sweden are increasing, both in revenue and in amount of employees. Furthermore, the 

Swedish population is a strong force of consumers when it comes to consumer electronics, 

where one out of five people owns three cell phones, close to fifty percent of the Swedish 

population are buying a new cell phone every third year and over ninety percent has at least 

one TV (EBay, 2006). This is an industry which because of its size and growth is an 

interesting and relevant industry to do further research in. 

Additionally is the consumer electronic industry exposed to the great shift of the market 

power, where the consumers are able to collect lots of information about different brands’ 

their new features and their development, and the consumer can therefore easily compare 

prices and products (Kotler & Armstrong, 2010). Within the consumer electronics industry 

there is lack of brand loyalty and it is therefore vital for brands to find new ways of 

maintaining the customers (ElektronikBranschen, 2013). If the findings of this thesis results in 

possible reasons for a higher level of brand loyalty towards cell phones than other consumer 

electronics, it could be of high value to the consumer electronics industry when it comes to 

creating brand loyalty within other product categories. This is something that these companies 

can take in consideration when trying to create brand loyalty within their own target market.  

3.4.2 Population 

In order to narrow the research down further, a selection of population was made. The 

selection to research Generation Y was first of all because this generation is a strong force in 

today’s marketplace (O’Donnell & Yarrow, 2009). Since Generation Y was raised in time of 

technological progress there is a strong self-esteem regarding technology within the 

generation (ibid.). Furthermore, from the start of the thesis, there was a hypothesis which 

meant to be tested. The hypothesis was "Generation Y is a disloyal group of consumers; 

nevertheless they might show a higher level of brand loyalty towards cell phones because of 

their involvement in this particular product category". 

3.5 Research criteria 

3.5.1 Reliability and validity 

Jacobsen (2011) explains that the total validity can be made by three questions. The first 

question is "how good is the reliability of the research?", where the researchers should 

consider if any of the survey questions might be decisive or if there could have been any 

misinterpretation of the respondents answers (ibid.). The questions has been carefully 
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considered, written and read through by several different people, in order to avoid as much 

misinterpretations as possible. The researchers of this thesis are however aware that there 

might have been some misinterpretation when it comes to the translation of the survey 

questions from Swedish to English. This aspect has therefore been considered in order to 

make the translation as accurate as possible, and should be something to have in mind when 

reading this thesis. Babbie (2007) describes "Social desirability" as a factor which could 

affect the respondents' answers, where the respondents would answer according to how they 

want to be perceived. Branding is a concept which for some people can be sensitive, 

especially in terms admitting that brands affecting the decision-process. This is therefore 

something that needs to be considered when reading this research, where the respondent 

might not be giving out all of the truth in a topic that is sensitive for them. Babbie (2007) 

explains that a way of avoiding that the factor of "Social desirability" affect the answers, the 

researchers should imagine the how the respondents could respond to the set answers, making 

sure it doesn't provoke any negative feelings. 

The second question that Jacobsen (2011) mentions, when it comes to the total validity is 

"How good is the internal validity of the research?". This question concerns whether the 

measurement used actually measures what it is supposed to measure. This concerns both the 

tools used to measure the data, and the interpretations of the data (ibid.). The tools used for 

this thesis are first the built in analyzing tools in the survey program Enalyzer, which adds the 

result of the survey together and presents it in graphs. The second tool used is Microsoft 

Office Excel, which has been used for further analysis of the data. These two tools are reliable 

tools, which should ensure the accuracy of the data and its result. There is however a human 

aspect which in some cases can lead to misinterpretations of data and the results. Validity can 

further be established by asking people to read through the data in order to make sure it is are 

accurately interpreted (Punch, 2006). The data has therefore been overlooked several times by 

different people, in order to minimize these misinterpretations.  

The third question Jacobsen (2011) highlights when it comes to validity is "How good is the 

external validity of the research?". The external validity concerns whether the result of the 

research is repeatable, if the measures are consistent over time or within indicators examined 

(Jacobsen, 2011; Punch, 2006; Bell & Bryman, 2003). In order to make the thesis reliable the 

methods used for the survey has been written carefully, and the survey questionnaire is 

attached to the end of this thesis. This enables the thesis to be repeatable. The usage of 

convenience sampling however will affect the reliability of this thesis, since it will be 

impossible to find the exact same sample of respondents used in this thesis. However, it might 

be possible to replicate a research which is relatively similar to this one, by using the same 

methods and a sample group which is similar to the one used in this research. 

3.5.2 Question bias 

When the measurement results in misrepresentation of the researched subject, this is called 

bias (Babbie, 2007). The response to a question depends on its wording, and when it comes to 

questionnaire, bias are all the ways that encourages the respondents to answer in a particular 

way. It can be seen in the question wording, where as little as the identification of an attitude 
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or a certain position from the researchers can create bias in the responses (ibid.). Another type 

of bias is what Babbie (2007) calls "Social desirability" of questions and answers, where the 

respondent answers through a filter of how they want to be perceived. The best way of 

protecting against this is by trying to imagine how you would feel about the answers 

available, making sure it does not provoke any negative feelings. 

When creating the survey for this thesis, the choice of wording was carefully thought of, in 

order to not influence or provoke any answers by the respondents. This was made by being 

critical to all the questions and set answers, and making sure they were as objective as 

possible. This was done by testing the questions in a small test-group, and by letting other 

people read the questions critically and the researchers then adjust them accordingly before 

the final survey was sent out.  

3.5.3 Sample bias 

Sample bias means that the selection is not representative for the total population. There is 

however ways to make sure sample bias doesn't occur according to Babbie (2007). One 

method of doing this is through probability samples. A sample is representative part of the 

population if the characteristics of the sample are near the characteristics of the population. 

Furthermore, a sample will only be representative of the population if all the members of the 

population have an equal chance of being selected. Probability samples are usually more 

representative than other types of sampling, because the biases of sampling are avoided. 

Furthermore, probability theories allow determining the accuracy for the sample. However, in 

order to use the method of probability sampling, it has to be done through random selection, 

where all the elements have an equal chance of being selected (ibid.).  

In some cases it is not cost- and time efficient to do random sampling. The sampling made 

instead is then called a non-probability sample. However, when using a non-probability 

sampling, you cannot generalize. Instead you would have to make conclusions based only on 

those who have completed the survey (Nardi, 2006). There are several ways of doing non-

probability sampling, some of these are: Convenience or accidental sampling, purposive or 

judgmental sampling, quota sampling and snowball sampling. Convenience or accidental 

sampling is sampling where the data comes from the respondents who were available at a 

certain time or place, convenient for the researcher. Purposive or judgmental sampling is 

when the researchers choose a group of respondents because they possess a certain trait that is 

being studied (Babbie, 2007). Quota sampling is an accidental sampling where quotas are 

divided, ensuring that one of the sample contains a certain category, for example half of the 

sample being men and the other half being women (Nardi, 2006). Snowball sampling is when 

the researchers want to analyze respondents who are hard to find or identify (ibid.). In this 

case, the researcher start out with handing out the survey to a small sample group of his own, 

and this group later hands out the survey to people in their surrounding which suits the 

characteristics of the sampling (Nardi, 2006). This way of sampling is not random, but is 

made up by a network of people with similar characteristics (ibid.). Since none of the different 

non-probability sample methods are random methods of sampling, it is impossible to say 

anything about the whole population, since everybody in the population does not have an 
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equal chance of being selected. Samples like this can therefore not be generalized to be 

applicable to all of the population (Nardi, 2006).  

This thesis uses convenience sampling, where the respondents are people who were at a 

certain place (on Facebook or other online media) at a certain time (during the time the survey 

was out, which was 15 days). Since the selection was not randomly chosen, and the full 

population (Generation Y in Sweden) did not have the possibility to answer the survey, the 

results cannot be generalized. Instead, the research results can only be based on the sample 

group, which should be considered when reading this thesis. The aim with the research was 

however to study a big group of people in order to find common patterns of buying behavior. 

These common patterns of buying behavior could later on aid in potential further studies in 

the area of loyalty within Generation Y. The aim with this thesis is to create a study which is 

as close to generalization as possible, without actual generalization being made, because of 

the lack of random sample of the respondents in the sample group. This is made in order to 

find these patterns of buying behavior within the sample group. These patterns will not be as 

representative as they would have been if generalized, however they might point in the same 

direction and could therefore be useful for further studies. This thesis might therefore be of 

interest in order to create knowledge and enlighten people about the potential of brand loyalty 

within Generation Y. The result of the thesis might however had shown that there is no 

difference in brand loyalty within different categories of consumer electronics among 

generation Y (based on the sample group). However, if that would have been the case, the 

outcome of this thesis could have been a potential aid in further research by providing 

knowledge of the current situation, and show which factors are not important when it comes 

to brand loyalty within the consumer electronic industry within the Swedish Generation Y. 

3.5.4 Sample size 

The larger the sample size, the better. However, when using non-probability techniques, it 

does not matter how many responses are collected, since the results are limited to the certain 

group of respondents (Nardi, 2006).  

The research respondents for this thesis can be found in Sweden, mainly in the areas around 

Gothenburg, Uddevalla and Halmstad. The reason for these areas is because of convenience, 

where this is the areas where the researchers of the thesis live. The fact that this makes the 

research limited is something that is taken into consideration, and something that also should 

be considered when reading the thesis. The limited geographical location of the respondents 

could further have had an impact on the findings. The amount of respondents for the research 

is an additional aspect which should be considered when reading the thesis. The larger the 

sample size for a research, the more accurate and representative the research gets (Bryman & 

Bell, 2007). According to Jacobsen (2011) the sample is recommended to be of 400-600 

respondents, to get a good enough accuracy and a possibility to handle the collected data. 

Samples fewer than 100 units will create increased difficulties to do an accurate analyze of the 

information collected, and the margin of error will be high (Jacobsen, 2007). The sample size 

of this thesis is smaller than the sample size recommended by Jacobsen, where it is only 103 

respondents, which is something that should be taken in consideration when reading the thesis 
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since it might have had an impact on the result. The sample size of this research is above this 

critical line of 100 respondents, however only by a few. 

3.6 Methods for analyzing 

According to Jacobsen (2002) the first step of the analysis is to organize the collected data in 

some form of analyzing program. The first analysis is done by organizing the collected data 

according to the question asked and answers the respondent has given, it can be done in 

absolute or relative numbers (Jacobsen, 2002). To make the results easier to review, it is 

recommended to do some form of graphic presentation of the results, often by charts or tables 

(ibid.). According to Jacobsen (2002) the next step of the analysis is to compare the answers 

to find possible covariance between the different answers, for example if there is a covariance 

between gender and a specific opinion in a question.  

The analysis of this research was first made through Enalyzer’s analyzing program (the 

survey-program used for the survey questionnaire), where the respondents first was sorted so 

that only the relevant respondents answers were used (respondents born between 1977 and 

1994), which resulted in 103 usable answers. Enalyzer’s analyzing function was then used to 

organize the collected data, which were exported to Microsoft Office Excel for further 

analyzes. In Microsoft Office Excel charts and tables were created based on the collected 

data, to present the results orderly in order to give a clear overview of the answers. The data 

was presented in relative numbers (percentage of the total respondents) in order to be able to 

compare the different answers with each other. Any covariance couldn’t be found since this 

research has no interest in comparing differences based on age or gender. The organized 

charts and tables were then structured methodically and presented in the chapter empirical 

study. It is important to always maintain a critical reflection, making sure that the questions 

and the survey measures the things that the researchers want to examine to provide good 

validity of the research (Jacobsen, 2002). Through Microsoft Office Excel further analysis of 

the collected data was made. Confidence intervals, standard deviation and the average answer 

among the respondents were calculated to see if the answers in the collected data were 

significant.  

A perfect operationalization (i.e. concretizing a complex phenomenon in order to make it 

measureable) can never be done when it comes to explaining complex concepts. It is only 

possible to do an approach towards an operationalization, by being careful and critical with 

the results (ibid.). A critical approach towards the operationalization of the collected data has 

been applied throughout this examination, and considered to make sure that the survey 

actually examine the selected concepts. The next step of the analysis is to generalize the 

answers of the sample group to the entire population (Jacobsen, 2002). Since the sample 

group is not random, as mentioned in the section "3.6.3 Sample Bias", a generalization to the 

entire population based on the sample group examined in this research cannot be done. 

According to Jacobsen (2002) a generalization can only be made on the examined population 

and at the time the research was conducted. The results of this research can therefore only be 

applied on the sample group examined and not the entire population. Whether the results of a 

research are reliable or not can be affected by the choice of method for the research, and the 
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survey design can affect the results (Jacobsen, 2002). The survey has therefore been carefully 

designed in order to avoid misinterpretations, leading or unclear questions etc. According to 

Jacobsen (2002) a good way of interpreting results is to compare the results of the study with 

other studies and previous theories. Jacobsen (2002) further states that it is better to use 

several theories to explain and analyze a result, rather than base the analysis on only one 

theory. The presented charts and tables of the empirical study were analyzed and compared 

based on the theoretical frame of references used in this study, which are gathered from 

several different theories and authors.  

3.7 Criticism of methodology 

Some criticism of the methodology for this thesis has already been mentioned, regarding there 

being more factors which might affect brand loyalty and the fact that most of the theories are 

from American studies. Further criticism of the methodology follows; 

Humans are not to be seen as something that is constant and inactive in the marketplace 

according to Gurǎu (2012). People behave in different ways in the countless diverse 

transactional situations that appear in the market (ibid.). There are therefore many other 

factors that could affect how Generation Y behaves when it comes to brand loyalty, than those 

examined in this thesis, which should be considered when reading. Brand loyalty can be 

examined in many different ways depending on the situation. 

Not being able to do random sampling of the respondents for the survey is another criticism of 

the methodology used in this thesis. The circumstances which occurred when this thesis was 

written made it difficult to do a random sample, and therefore was a convenience sample 

method used. This made it impossible to generalize the results to the whole population, which 

has resulted in the findings of this research only being applicable on the sample group 

examined. The usage of convenience sampling also affects the reliability of this thesis, since it 

will be impossible to find the exact same sample of respondents which is used in this thesis 

again. If the research were to be replicated, the findings of that research might therefore be 

different than those presented in this thesis.   

Another part of the thesis that can be criticized is the fact that the amount of respondents is 

relatively low, only 103 respondents. This is something that could have affected the result of 

the thesis, since the more respondents answer the survey, the better possibility to generalize. 

According to Jacobsen (2011) it might be hard to do an analysis of samples smaller than 100 

units, and the margin of error can in that case be high. The sample group of this thesis is 

above this critical line, but only by a few respondents, which could have had an impact on the 

result of the thesis, which is something that should be taken in consideration when reading the 

thesis. Furthermore the survey has only been out for the respondents to answer for 15 days 

(between the 16th and the 30th of April), which might have been a short time period. If the 

survey had been out for longer period, there might have been more answers and he result 

might have been different.  

Since most of the respondents are living in the same geographical area, namely the areas 

around Uddevalla, Gothenburg and Halmstad, there might have been an impact on the 
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answers, which might have affected the findings. If there would have been a greater 

geographical diversity, the results might have been showing a more accurate image of the 

entire population of Generation Y in Sweden. The respondents are further likely to be 

relatively homogenous, since they are likely to be from a very similar social group, of friends 

and family. This might have an impact on the findings of the thesis, where the respondents 

might because of this have answered relatively similar.  

This thesis is written in English, which not is the authors’ first language, which may have 

affected the language level of the text. This is however done since most of the theories and 

secondary data is in English, and in order to avoid misinterpretations when translating from 

English to any other language, it was decided to write the thesis in English.  

When reading this thesis, the reader should be aware of the possible impact of the human 

factor, which could have been a reason for smaller mistakes in the survey or in the process of 

analyzing the collected data. This has however been carefully considered by the researchers, 

which have tried to minimize any errors, by proofreading and testing the results several times.  
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4. Empirical study  

The following chapter contains a presentation of the empirical data collected through the 

online survey. The chapter contains three parts; the first is about the importance of cell 

phones, the second about factors of loyalty, and the third contains a chart with the mean 

value and confidence interval of the questions.  

4.1 Importance of cell phones 

The respondents were asked how involved they were in the buying process of different 

consumer electronic categories, i.e. whether they were searching for information, comparing 

and evaluating different alternatives. The first chart shows the result of this question. The 

respondents are the most involved in the process when purchasing cell phones, which 97% of 

the respondents agree with (77% strongly agreed and 20% partially agreed). After cell phones, 

was computers the second category where the respondents were highly involved, where 97% 

agreed, 70% stated that they strongly agree and 27% that they partially agree. Cameras, 

tablets and TV’s all had about 50% of the respondents strongly agreeing to be involved in the 

purchase process. However when it comes to the respondents who partially agreed to be 

involved, the numbers were slightly different, with 24% partially agreeing when purchasing 

cameras, 30% when purchasing tablets and 37% where partially agreeing to be involved in the 

choice of brand when purchasing TV’s. When purchasing DVD/Blu-ray and Gaming consoles 

the respondents where the least involved in the decision, where only 24% and 29% strongly 

agreed, and 28% and 21% partially agreed that they were involved in the purchase process.  

When purchasing the following 

product categories,  I am involved 

in the choice of brand (search for 

information, compare and 

evaluate alternatives) 

Strongly 

agree   

Partially 

agree 
Disagree  

Strongly 

disagree 

 Do not 

know 
Total 

Tv 47% 37% 7% 3% 7% 100% 

Dvd/ Blu-ray 24% 28% 17% 6% 25% 100% 

Cell phone  77% 20% 1% 0% 2% 100% 

Computer  70% 27% 2% 0% 1% 100% 

Tablet  52% 30% 5% 2% 11% 100% 

Camera  54% 24% 7% 4% 11% 100% 

Audio / Sound system  37% 29% 14% 5% 16% 100% 

Gaming consoles 29% 21% 10% 12% 28% 100% 

Chart 13 Involvement in choice of brand 

Chart 2 shows the result of the answers when the respondents were asked to rank the 

consumer electronic products in order of importance. The most important consumer electronic 

product was the cell phones with a result of 61% of the respondent placing it as the most 
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important. Computers were the second most important product, with 47% of the respondent 

choosing it as the second most important product. The product category that most of the 

respondents placed as number three was TV’s, which 42% of the respondents ranked as 

number three. The product category the respondents ranked as the least important was gaming 

console, with 41% of the respondents placing it last.  

Which consumer 

electronic product is the 

most important to you? 

Please rank the most 

important (1) and the 

least important (8) 

1 2 3 4 5 6 7 8 Total 

Cell phone  61% 28% 4% 2% 2% 2% 1% 0% 100% 

Computer  27% 47% 14% 7% 5% 0% 1% 0% 100% 

Tv 8% 17% 42% 20% 8% 2% 2% 2% 100% 

Audio / Sound system  1% 3% 11% 26% 11% 28% 16% 5% 100% 

Tablet  1% 2% 12% 14% 24% 23% 16% 9% 100% 

Camera  1% 1% 10% 19% 22% 15% 23% 10% 100% 

Gaming consoles 1% 1% 8% 6% 14% 9% 21% 41% 100% 

Dvd/ Blu-ray 0% 2% 0% 7% 15% 22% 21% 34% 100% 

Chart 14 Most important consumer electronic product 

The following chart shows the results of the opinion about the statement "I am loyal to a 

particular brand within these different consumer electronic categories". Cell phone was the 

category which was ranked as the product which they are the most brand loyal towards, where 

90% agreed to be loyal to their cell phone brand (with 55% of respondents strongly agreeing, 

and 35% partially agreeing to be loyal). Other product categories where the respondents 

answered to be loyal towards a specific brand were computers and tablets. Out of the 

respondents, 71% agreed that they were loyal towards a specific brand of computers (33% 

strongly agreed and 38% partially agreed). Within the tablet category, 61% agreed to be loyal 

(38% strongly agreed to be loyal and 23% partially agreed). Also when it comes to cameras 

there was a high level of respondents who answered that they were loyal towards a specific 

brand, where 50% agreed that they were loyal (11% strongly agreed and 39% partially agreed 

to be loyal). The product categories with the lowest level of  brand loyalty among the 

respondents were audio and DVD/Blu-ray, with 35% of the respondents disagrees and 12% 

strongly disagree to be loyal towards a specific brand of audio, and 33% disagreed and 27% 

strongly disagreed to be loyal within DVD/Blu-rays’.  
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I am loyal to a particular brand 

within these different consumer 

electronics categories  

Strongly 

agree   
Partially 

agree 
Disagree  

Strongly 

disagree 
 Do not 

know 
Total 

Tv 14% 24% 33% 16% 13% 100% 

Dvd/ Blu-ray 5% 10% 33% 27% 25% 100% 

Cell phone  55% 35% 4% 4% 2% 100% 

Computer  33% 38% 16% 9% 4% 100% 

Tablet  38% 23% 10% 7% 22% 100% 

Camera  11% 39% 23% 13% 14% 100% 

Audio / Sound system  7% 20% 35% 12% 26% 100% 

Gaming consoles 22% 14% 14% 13% 37% 100% 

Chart 15 Loyalty towards different consumer electronic categories 

The following chart presents the results of another question regarding loyalty towards specific 

brands within different consumer electronics product categories. The respondents were asked 

about the number of brands they purchase within different products categories of consumer 

electronics. The product category where the respondents most often tend to purchase from 

only one brand was cell phones, where 62% of the respondent stated that they purchase only 

one brand. Also within the category tablets there was a relatively high percentage of the 

respondent who purchases only one brand, where 45% of the respondents stating that they 

only purchases one brand of tablets. Within the product categories TV’s and cameras did most 

of the respondents state that they mainly purchase two to three different brands, which 37% 

and 38% agreed with. The product category where most of the respondents chose different 

brands was DVD's and Blu-rays; with 16% choose different brands. DVD/Blu-ray, Audio and 

Gaming consoles further had the high scores in the “I don’t know” alterative, with 47%, 40% 

and 49% of the respondents answering this.  

Which of these statements 

best describes you when 

purchasing the following 

product categories? I buy .. 

One 

brand  

One brand, 

sometimes try 

other, e.g. 

special offers 

2-3 

different 

brands  

Different 

brands 

often 

change  

 Do not 

know 
Total 

Tv 13% 29% 37% 10% 11% 100% 

Dvd/ Blu-ray 8% 13% 15% 16% 47% 100% 

Cell phone  62% 21% 12% 3% 1% 100% 

Computer  37% 22% 31% 7% 3% 100% 

Tablet  45% 17% 6% 3% 29% 100% 

Camera  13% 18% 38% 7% 23% 100% 

Audio / Sound system  13% 13% 24% 9% 40% 100% 

Gaming consoles 22% 12% 13% 3% 49% 100% 

Chart 16 Amount of brands purchased in different consumer electronic categories 
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4.2 Factors of loyalty 

Chart 5 shows the result of a question where the respondents were asked to rank four factors 

of branding in order of importance, when it comes to purchasing cell phones. The factor that 

was ranked to be the most important factor was the previous positive experience of the brand, 

with 61% of the respondents placing it as the most important factor. The second most 

important factor among all respondents was the expected quality of the brand, which 57% of 

the respondents agreed with. The image of the brand and the extended service of the brand 

both got relatively equal rankings, where 44% placed the image as the third most important 

factor, and 42% placed the extended service of the brand as number three. The extended 

service of the brand was placed as number four by 51% and the image of the brand was 

placed as the fourth most important factor by 45% of the respondents. 

 

When buying cell phone, what is 

most important of the following 

aspects? (Please rank, the most 

important first (1) and the least (4) ) 

1 2 3 4 Total 

Previous positive experience with the 

brand  
61% 27% 7% 4% 100% 

The expected quality of the brand 35% 57% 7% 0% 100% 

The image of the brand 3% 8% 44% 45% 100% 

The expanded service the brand 

offers 
0% 7% 42% 51% 100% 

Chart 17 Most important aspect when purchasing cell phone 

The chart below presents the results of a question where the respondents were asked which 

factors affected their choice of brand when purchasing cell phones. The factor that affects the 

respondents’ the most, was their previous experience of the brand, where 99% agreed that this 

factor would affect their decision (86% strongly agreed and 13% partially agreed). Another 

factor the respondents strongly agreed would affect their decision of brand was the quality 

that the brand represents, where 99% agree that this factor affects their decision (74% of the 

respondents strongly agree, and 25% partially agree). The results of the survey furthermore 

shows that the image of the brand also affect them, where 78% agree that this factor may 

affect their decision when purchasing cell phones (18% strongly agreed and 60% answered 

that they partially agree). Furthermore does 45% of the respondents partially agree that their 

previous experience of the service of the brand affects them, and 54% partially agrees that 

their friends’ previous experience affects their choice of cell phone brand.  
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When purchasing cell phone the 

following factors affects the 

choice of brand 

Strongly 

agree   
Partially 

agree 
Disagree  

Strongly 

disagree 
 Do not 

know 
Total 

The expected quality of the brand 74% 25% 0% 1% 0% 100% 

The image of the brand 18% 60% 15% 5% 1% 100% 

My previous experiences with the 

brand's products  
86% 13% 1% 0% 0% 100% 

My friends' past experiences of 

the brand  
38% 54% 3% 4% 1% 100% 

My previous experiences with the 

service the brand offers 
35% 45% 10% 2% 8% 100% 

Chart 18 Factor affecting the choice of cell phone brand 

The chart below (Chart 7) shows the result of the question ”which factors affect your loyalty 

towards a specific cell phone brand?”. The factor that the respondents most strongly agree 

affect their loyalty was their total experience of the brand, where a total of 99% agreed (73% 

strongly agreed and 26% partially agreed). The second factor to affect the respondents’ 

loyalty was their satisfaction with the brand, a total of 99% (where 69% strongly agreed and 

30% partially agreed). The third factor to affect the loyalty among the respondents was the 

perceived/expected quality of the brand, where 67% strongly agreed that it affected their 

loyalty, and 31% partially agreed. The image of the brand also seems to affect the loyalty 

among the respondent, but less than the previous mentioned factors. A total of 73% of the 

respondent agreed, but of these only 16% strongly agreed and 57% partially agreed. The 

factor of perceived barriers to stop the respondents of changing brand, also seems to affect the 

loyalty, where 64% of the respondents agreed that this factor affects their loyalty towards a 

cell phone brand (26% strongly agreed and 38% partially agreed). The factor that seems to 

affect the loyalty among the respondents the least was the extended service the brand offers, 

were only 8% of the respondents strongly agreed that it affects their loyalty, but 56% partially 

agreed. This gives a total of 64% agreeing that it would affect their brand loyalty, the same 

percentage as the factor of perceived barriers to change cell phone brand. 

The following aspects affect my 

loyalty to my cell phone brand  

(Loyal = Prefer and buys a 

particular brand over another)  

Strongly 

agree   
Partially 

agree 
Disagree  

Strongly 

disagree 
 Do not 

know 
Total 

The expected quality of the brand 67% 31% 0% 0% 1% 100% 

The image the brand represents 16% 57% 19% 7% 1% 100% 

My satisfaction with the brand  69% 30% 0% 0% 1% 100% 

The expanded service the brand 

offers 
8% 56% 21% 2% 13% 100% 

The total experience of my brand  73% 26% 0% 0% 1% 100% 

Perceived barriers to change 

(time, effort, money, identity) 
26% 38% 24% 6% 6% 100% 

Chart 19 Factors affecting loyalty towards cell phone brand 

Chart 8 presents the results of the questions of there being some specific factors which would 

affect the respondents to continue to use the cell phone brand currently own. None of the 
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presented factors seemed to affect the respondents much more than the other. The factor 

which states that "they identify themselves with the brand they use today" got a relatively 

equal result of people agreeing and disagreeing, that it affects the respondents to continue to 

use their cell phone brand, a total of 48% of the respondents agreeing (12% strongly agreed 

and 36% partially agreed), and 49% who disagreed (27 disagreed and 22% strongly 

disagreed). The factor stating that "changing brand might cost money", also got an relatively 

equal score of respondents agreeing and disagreeing that it would affect them, with 50% 

agreeing it would affect them (20% strongly agreed and 30% partially agreed), and 43% 

disagreeing (31% disagreed and 12% strongly disagreed). The factor of economical costs 

therefore seems to affect the respondents slightly more than the factor of identification. The 

last factors was that "a change of cell phone brand would take time and effort". This factor 

seemed to affect the respondents slightly more than the other two, with a total of 62% od the 

respondents agreeing (24% strongly agreed and 38% partially agreed) that it would affect 

them to continue to use their cell phone brand. This can be compared to 36% of the 

respondents who disagreed  (28% disagreed and 8% strongly disagreed), that the factor of 

time and effort would affect them to continue to use their cell phone brand  

These factors influence me to 

continue to use my current cell 

phone brand  

Strongly 

agree   
Partially 

agree 
Disagree  

Strongly 

disagree 
 Do not 

know 
Total 

Changing cell phone brand would 

take time and effort  
24% 38% 28% 8% 1% 100% 

Changing cell phone brand would 

cost money  
20% 30% 31% 12% 7% 100% 

Changing cell phone brand would 

be difficult since I identify with 

the brand I have 
12% 36% 27% 22% 3% 100% 

Chart 20 Factors affecting continued usage of cell phone brand 

The next three charts (Chart 9, 10 and 11) show the different factors of loyalty, compared to 

each other. The first chart (Chart 9) presents the factors which affects the choice of which  

cell phone brand to purchase. The factors which affected the choice of cell phone brand the 

most is the respondents’ previous satisfaction with a brand, where 85% strongly agreed that 

this factor affects their choice. The second most affecting factor is the respondents previous 

experience of a brand, were 81% of the respondent strongly agreed that this affects their 

choice. The factor of perceived/expected quality also affects the choice of cell phone brand, 

where 68% of the respondents answered that they strongly agreed that it affects their choice, 

and 29% partially agreed. The image of the brand affects the choice in a less extent than 

previous factors, with only 22% of the respondents strongly agree and 59% partially agree. 

The factor which seemed to affect the choice the least of the factors in this study was the 

previous experience of the extended services of the cell phone brand. This factor however still 

seems to affect the decision to some extent, but not as much as previous factors, with only 

19% strongly agreeing it affects their choice, and 48% partially agreeing.  
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Please state how well you agree 

with the following statements 
Strongly 

agree   
Partially 

agree 
Disagree  

Strongly 

disagree 
 Do not 

know 
Total 

The expected quality of a cell 

phone brand affect my choice of 

cell phone brand  
68% 29% 3% 0% 0% 100% 

The image a brand represents 

affect my choice of cell phone 

brand 
22% 59% 11% 7% 1% 100% 

Whether I have been satisfied 

with a cell phone brand affect my 

next choice of cell phone brand  
85% 15% 0% 0% 0% 100% 

My previous experience of the cell 

phone brand's expanded service 

affect my choice of cell phone 

brand  

19% 48% 16% 1% 16% 100% 

My previous experience of a cell 

phone brand affect my choice of 

cell phone brand 
81% 17% 1% 0% 0% 100% 

Chart 21 Factors affecting choice of cell phone brand 

Chart 10 shows the results of the respondents’ answers about whether they agree or disagree 

with different statements in terms of their current cell phone brand. Most of the respondents 

(96%) agree to be satisfied with the brand they use today, 74% strongly agrees and 22% 

partially agrees. The respondents are furthermore satisfied with their experience of the brand, 

which 95% agree with (71% strongly agrees and 24% partially agrees). The expected quality 

also has a high level of agreement, where 94% agrees to be satisfied with the expected quality 

of their current brand (66% of the respondents strongly agrees, and 28% partially agree). 

When asked if the image of the brand match the image that the respondents desire to express, 

61% agreed (25% strongly agreed that and 36% partially agreed). Only 19% strongly agreed 

to be satisfied with the extended services their current cell phone brand offers, 38%  partially 

agreed to be satisfied, and 27% did not know whether they were satisfied or not.  

Please state how well you agree 

with the following statements 
Strongly 

agree   
Partially 

agree 
Disagree  

Strongly 

disagree 
 Do not 

know 
Total 

I am satisfied with the expected 

quality of my current cell phone 

brand  
66% 28% 6% 1% 0% 100% 

The image my current cell phone 

brand represents, is consistent 

with the person I want to be 

perceived as 

25% 36% 22% 8% 9% 100% 

I am satisfied with my current cell 

phone brand  
74% 22% 3% 1% 0% 100% 

I am pleased with the expanded 

service my current cell phone 

brand offers  
19% 38% 15% 1% 27% 100% 

I am satisfied with the experience 

of the cell phone brand I have 

today 
71% 24% 1% 1% 2% 100% 

Chart 22 Satisfaction of current cell phone brand 
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The next chart (Chart 11) shows the results of the questions of whether the factors affect the 

choice of the respondents’ current cell phone brand. Most of the respondents seemed to have 

chosen their current cell phone brand based upon the expectations of the quality the brand 

represented. 57% of the respondent strongly agreed that this factor affected their decision of 

their current brand, and 36% partially agreed, which gives a total of 93% of the respondents 

agreeing that this factor affects the choice of cell phone brand. The second most affecting 

factor in the choice of current cell phone brand was other people’s satisfaction with their 

brand. and 22% strongly agreed  and 63% of the respondent partially agreed that this factor 

affected their choice. This gives a total of 85% of the respondents agreeing that others 

experiences of cell phone brand has affected their choice. The image of the brand has also 

affected some of the respondent in their choice, where 11% strongly agreed and 52% partially 

agreed. The factor of extended service of a cell phone brand on the other hand was not 

affecting the respondent in the choice of their current cell phone brand as much as the other 

factors. Only 24% partially agreed, and 8% strongly agreed. As much as 40% of the 

respondents disagreed that the extended service affects their choice of brand, and 13% 

strongly disagreed.  

Please indicate how well you 

agree with the following 

statements 

Strongly 

agree   
Partially 

agree 
Disagree  

Strongly 

disagree 
 Do not 

know 
Total 

I have chosen my current cell 

phone brand based on my 

expectations of the quality the 

brand represented 

57% 36% 4% 2% 1% 100% 

I have chosen my current cell 

phone brand based on the image 

the brand represents 
11% 52% 20% 15% 2% 100% 

Other people's satisfaction with 

their cell phone brand affected 

my choice of cell phone brand  
22% 63% 8% 6% 1% 100% 

I have chosen my current cell 

phone brand because of its 

expanded service 
8% 24% 40% 13% 15% 100% 

Chart 23 Reasons for choosing current cell phone brand 

When comparing the different questions against each other, the findings are that the same 

factors are seen as important in choice of cell phones as the ones the respondents thought 

affects their brand loyalty. The most important factor throughout both of the questions was the 

respondents’ previous experience of the brand. The second most important factor throughout 

the questions was the perceived quality of the brand, and following this was the brand image 

the third most important factor. When it comes to the fourth most important factor affecting 

the respondents choice of cell phone brand, did the respondent choose their friends previous 

experiences of the brand. This aspect was however not brought up in the question of brand 

loyalty, where the fourth most important aspect affecting the loyalty towards a cell phone 

brand instead was the respondents’ experience of the brands extended services. This factor of 

previous experiences of the brands extended services was therefore ranked as number five in 

the question of important factors affecting the choice. Number five of factors affecting the 

loyalty towards a brand was instead perceived barriers of switching brands.  
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Importance 
Factors affecting their choice of  

cell phone brand: 

Factors affecting their loyalty towards a  

cell phone brand: 

1 Previous experience of the brand 
Previous satisfaction with brand/ previous 

experiences of brand 

2 Quality the brand represents Perceived brand quality 

3 
Friends previous experiences of the 

brand 
Brand image 

4 Brand image Previous experience of the brand's the 

extended services 

5 
Previous experiences of the brands 

extended services 
Perceived barriers of switching band 

Chart 24 Comparison of factors in two questions 

As a summary, it can be said that the respondents are highly involved in their choice of brand 

in some of the consumer electronic product categories, especially when it comes to the choice 

cell phones. The respondents further ranked the cell phones as the most important consumer 

electronic product, and said that this was the category that they were the most loyal to.  

The factor of previous experiences was ranked as the most important aspect when buying cell 

phones. This factor was further seen as the most important factor affecting their choice of  

brand and their loyalty. The second most affecting factor was the expected quality of the 

brand, both in terms of choice of brand and brand loyalty. Brand image and previous 

experience with the brands extended services did also affect the respondents choice of brand 

and loyalty, but not to the same extent as the previously mentioned factors. A factor which did 

not have a big impact on the respondents choice of brand was switching costs. 
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4.3 Mean value and confidence interval  

Mean value and confidence interval are ways to show that the answers to the questions didn't 

happen by coincidence. Chart 13 shows the number of respondents, the average answers, the 

standard deviation (SD) and the confidence interval per asked question. The answers of the 

questions has been encoded into numbers as follow; Strongly agree – 1, Partially agree – 2,  

Disagree – 3, Strongly disagree – 4 and Do not know – 5. And where the respondents were 

asked to rank alternatives, the alternatives were encoded with the same number as they were 

ranked in the answers, the highest ranked alternative had number 1 and was given number 1 

when encoded, and the lowest ranked alternative got number 8. Therefore does a low average 

and confidence interval mean that the respondents agrees, or rank the product high, and a high 

average and confidence interval means that the respondents disagrees or rank the products 

low. The statistically calculated data in this chart strengthens the data in the previous 

presented charts, as they are consistent, which further ensures that the results did not occur by 

coincidence. The confidence interval is calculated in Microsoft Office Excel, using a 95% 

confidence degree. Hence is the significance level 5%. 

Mean Value of all variables n Average SD Confidence 

interval * 

When purchasing the following product categories,  I am involved in the choice of brand (1-5)   

 Audio/Sound system 103 2,33 13,22 2,25–2,41 

 Computer 103 1,35 31,03 1,16–1,54 

 Dvd/ Blu-ray 103 2,80 9,29 2,74–2,85 

 Camera 103 1,92 21,36 1,79-2,05 

 Cell phone 103 1,22 33,78 1,01–1,43 

 Gaming console 103 2,88 9,32 2,83–2,94 

 Tablet 103 1,88 21,82 1,75–2,02 

 TV 103 1,86 20,82 1,74–1,99 

Which consumer electronic product is the most important to you? (1-8)    

 TV 101 3,27 13,72 3,18 - 3,35 

 Dvd/ Blu-ray 101 6,51 12,44 6,44 - 6,59 

 Cell phone 101 1,65 21,98 1,52 - 1,79 

 Computer 101 2,21 16,62 2,10 - 2,31 

 Tablet 101 5,34 8,55 5,28 - 5,39 

 Camera 101 5,45 8,67 5,39 - 5,50 

 Audio/ Sound system 101 5,14 10,13 5,08 - 5,20 

 Gaming console 101 6,44 13,23 6,35 - 6,52 

I am loyal to a particular brand within these different consumer electronics categories (1-5)   

 TV 100 2,9 8,46 2,85 - 4,68 

 Dvd/ Blu-ray 100 3,57 11,92 3,50 - 3,64 

 Cell phone 100 1,63 23,91 1,48 - 1,78 

 Computer 100 2,13 14,88 2,04 - 2,22 

 Tablet 100 2,52 12,31 2,44 - 2,60 

 Camera 100 2,8 11,58 2,73- 2,87 

 Audio/Soud system 100 3,3 11,11 3,23 - 3,37 

 Caming conslole 100 3,29 10,17 3,23 - 3,35 

Which of these statements best describes you when purchasing the following product categories? I buy .. (1-5) 
 

TV 

 

98 2,78 11,72 2,70 - 2,85 

 Dvd/ Blu-ray 98 3,81 15,08 3,71 - 3,90 

 Cell phone 98 1,59 24,47 1,44 - 1,75 

 Computer 98 2,17 14,29 2,08 - 2,26 

 Tablet 98 2,53 16,83 2,42 - 2,64 

 Camera 98 3,09 11,39 3,02 - 3,16 

 Audio/Sound system 98 3,49 12,20 3,41 - 3,57 

 Gaming console 98 3,44 17,24 3,33 - 3,55 

 

When buying cell phone, what is most important of the following aspects? (1-4)    

 The expected quality of the brand 96 1,72 25,34 1,56 - 1,88 
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 The image of the brand 96 3,30 21,46 3,16 - 3,44 

 Previous positive experience with the brand 96 1,54 25,29 1,38 - 1,70 

 The extended service the brand offers 96 3,44 24,12 3,28 - 3,59 

When purchasing cell phone the following factors affects the choice of brand (1-5)   

 The image of the brand 93 2,11 21,89 1,97 - 2,25 

 The expected quality of the brand 93 1,28 29,84 1,09 - 1,47 

 My previous experiences with the brand's 

products 93 1,15 34,70 0,92 - 1,38 

 My friends' past experiences of the brand 93 1,77 22,48 1,63 - 1,92 

 My previous experiences with the service the 

brand offers 93 2,01 17,73 1,90 - 2,13 

The following aspects affect my loyalty to my cell phone brand (1-5)     

 The expected quality of the brand 86 1,36 25,57 1,19 - 1,53 

 The image the brand represents 86 2,20 18,78 2,07 - 2,32 

 My satisfaction with the brand  86 1,35 25,88 1,17 - 1,52 

 The extended service the brand offers 86 2,56 18,19 2,44 - 2,68 

 The total experience of my brand  86 1,30 27,27 1,12 - 1,49 

 Perceived barriers to change (time, effort, 

money, identity) 86 2,28 12,09 2,20 - 2,36 

These factors influence me to continue to use my current cell phone brand (1-5)    

 Changing cell phone brand would take time 

and effort  86 2,23 13,01 2,14 - 2,32 

 Changing cell phone brand would cost money  86 2,56 9,36 2,49 - 2,62 

 Changing cell phone brand would be difficult 

since I identify with the brand I have 86 2,70 10,96 2,62 - 2,77 

Please state how well you agree with the following statements (1-5)     

 
The expected quality of a cell phone brand 

affect my choice of cell phone brand  90 1,36 26,39 1,18 - 1,53 

 The image a brand represents affect my 

choice of cell phone brand 87 2,07 19,91 1,94 - 2,20 

 Whether I have been satisfied with a cell 

phone brand affect my next choice of cell 

phone brand  87 1,15 32,14 0,93 - 1,37 

 My previous experience of the cell phone 

brand's expanded service affect my choice of 

cell phone brand  86 2,49 14,58 2,39 - 2,59 

 My previous experience of a cell phone brand 

affect my choice of cell phone brand 86 1,20 30,19 0,99 - 1,40 

Please state how well you agree with the following statements (1-5)     

 
I am satisfied with the expected quality of my 

current cell phone brand  90 1,42 25,06 1,26 - 1,59 

 The image my current cell phone brand 

represents, is consistent with the person I 

want to be perceived as 87 2,40 10,06 2,33 - 2,47 

 I am satisfied with my current cell phone 

brand  87 1,32 27,17 1,14 - 1,50 

 I am pleased with the expanded service my 

current cell phone brand offers  86 2,79 11,88 2,71 - 2,87 

 I am satisfied with the experience of the cell 

phone brand I have today 86 1,40 25,93 1,22 - 1,57 

Please state how well you agree with the following statements (1-5)     

 I have chosen my current cell phone brand 

based on my expectations of the quality the 

brand represented 90 1,56 22,51 1,41 - 1,70 

 I have chosen my current cell phone brand 

based on the image the brand represents 87 2,45 16,38 2,34 - 2,56 

 Other people's satisfaction with their cell 

phone brand affected my choice of cell phone 

brand  87 2,01 22,06 1,86 - 2,16 

 I have chosen my current cell phone brand 

because of its expanded service 86 3,02 10,69 2,95 - 3,10 

Chart 13 Mean value and confidence interval 
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5. Analysis 

This chapter consists of an analysis of the collected empirical data in relation to the relevant 

theories. The aim is to, with the help of this analysis, answer the research question. The 

analysis is divided into three main headings; importance of cell phones, the factors of loyalty 

and the factors of loyalty compared to theories about Generation Y. 

5.1 Importance of cell phones 

The first part of the research question is "Does Generation Y show a higher level of brand 

loyalty towards cell phones than other product categories of consumer electronics?". In order 

to answer this, questions were asked about the respondents’ involvement when purchasing 

consumer electronics (i.e. their information search, comparison and evaluation of  

alternatives), which consumer electronic product they thought were the most important, and 

how many different brands they chose from when purchasing different consumer electronic 

products. 

Kotler and Armstrong (2010) explain that a customer has a complex buying behavior when he 

or she is highly involved in the purchase, and find considerable differences in the different 

brands. The empirical study shows that the respondents are highly involved in the purchase of 

cell phones (where 97% of the respondents’ answered that they were highly involved in this 

process) and find this purchase more important, compared to other consumer electronic 

products. This can further be strengthened by the low average and confidence interval of cell 

phones compared to the other product categories of consumer electronic (as shown in chart 

13), which shows that cell phones wasn't chosen as the most important by coincidence. The 

respondents hence agree that they do lots of information search before purchasing cell phones. 

The fact that Generation Y does plenty of information search is further something O´Donnel 

and Yarrow (2009) agrees with when they explain that Generation Y only seeks out 

information that is important and necessary. It can further be seen in the empirical study that 

the respondents thinks that their cell phones are the most important consumer electronic 

product, where 61% rated cell phones as the most important of the consumer electronic 

products presented. These findings can be seen as indications that the respondents value the 

cell phones higher than any other consumer electronic product, something that Maynard 

(2014) and Marketing Chart Staff (2013) agree with when stating that Generation Y choose 

their cell phones over both computer, wallet, house keys and car keys. 

Gurǎu (2012) presented a theory of different types of loyalty; the highest level of loyalty was 

"Exclusive loyalty" where the customer exclusively buys only one brand. The respondents 

were asked how many different brands they choose from within each of the different product 

categories. The product category where most of the respondents purchased only one brand 

was cell phones (with 62% of the respondent stating that they purchase only one brand, and 

21% stating that they purchase only one but sometimes switch, for example when receiving 

special offers), which according Gurǎu's (2012) theories can be seen as the customers being 

very loyal towards this product category. By observing the different questions average and 

confidence interval, this can with 95% confidence be supported. The respondents were further 

asked if they were loyal towards a specific brand within the different consumer electronic 
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product categories, and the product category which showed the highest level of loyalty was 

the cell phones, where 90% agreed that they were loyal to their cell phone brand.  

As a conclusion does the empirical studies show that the respondents see their cell phones as 

the most important consumer electronic product. The respondents furthermore state that they 

are more loyal to cell phones than any other consumer electronic products. There are therefore 

possible indications that there might be a relation between the two, where the respondents 

might possibly be more loyal to the consumer electronic products that they find more 

important, i.e. their cell phones.  

5.2 Factors of loyalty 

The second part of the research question continues on the question whether Generation Y is 

more loyal towards their cell phones and hence asks “If so, does any of the set factors affect 

Generation Y's brand loyalty towards cell phones more than other? In order to answer this, 

the respondents were asked if different factors within branding would affect their loyalty 

towards their cell phone brand. 

One of the factors influencing a customer to stay loyal is the perceived quality of the brand. 

Aaker (1991) explains that an increased perceived quality can lead to loyal customers. 97% of 

the survey respondents agreed that the quality that a cell phone brand represents would affect 

their purchase decision. And 93% of the respondents answered that they have chosen their 

current cell phone brand because of the expectations they had of the quality. This can be 

explained by the perceived quality which can be a reason for a customer to chose a brand over 

another where he or she in that case relies on the expectations of the quality the brand 

represents (Aaker, 1991). According to O’Donnell and Yarrow (2009) the consumers of 

Generation Y has the power of information, since they know how to find information to 

compare the quality of different brands, which can lead to a higher expectation of quality. The 

consumers of Generation Y therefore know what they can expect from a certain brand and are 

as a result expecting just that, and nothing less. 93% of the respondents answer that they are 

satisfied with the quality of the brand, compared to the expectations they had of the quality 

the brand represents. The average (shown in chart 13) of both of these statements is relatively 

low, which matches the respondents answers, which indicates that these respondents answer 

didn't happen by coincidence.  

The respondents were asked whether the brand image would affect their cell phone purchase 

decision, and 78% agreed that it is a factor that would affect them. Brand image is something 

that Aaker (1991) states is a reason for brand loyalty, but only if the company's image is 

consistent the customer's image. 63% of the respondents in the empirical study agreed that 

they chose their cell phone brand because of the brand's image. This is further strengthened by 

the questions average and confidence interval (Chart 13), which supports this statement with a 

95% confidence. This may be explained by Generation Y identifying themselves with brands 

and use brands as a way to express themselves (O´Donnel and Yarrow, 2009; Lazarevic 

(2001). They also want to possess things that the rest of their group thinks is cool (McCrindle 

& Wolfinger, 2009). According to the empirical study were 61% of the respondents satisfied 

with the image that their current cell phone brand represents. 
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Without satisfied customers there is no way of creating brand loyalty (Kotler & Armstrong, 

2010). Customer satisfaction is therefore one of the most important factors when creating 

loyal customers. 96% of the respondents agrees that they were satisfied with their cell phone 

brand. Aaker (1996) explains that customer satisfaction can be seen as a measure of whether 

the customers are willing to stay with the company or not. The empirical study further shows 

that the customers' previous satisfaction of a brand's products affects the purchase of their 

current cell phone, where 86% strongly agreed with this. The respondents in the empirical 

studies further stated that their previous experience strongly affects their loyalty towards a 

brand, which 85% strongly agreed with. This loyalty is further strengthened by the average 

value and confidence interval, supporting this with 95% confidence. Kotler and Armstrong 

(2010) states that delighted customers are likely to repeat purchases, and might further 

become evangelists, spreading the word about the brand to potential customers.  

In order to create loyal customers, a company must go beyond customer satisfaction, and 

focus on customer retention (Goetsch & Davis, 2010). Ways of creating customer retention 

include customer service, customer relations and relationship marketing (A&C Black, 2010). 

The respondents state that a brand's extended services would affect them to some extent, 

where 67% state that it was a factor that affects their choice of cell phone brand. O´Donnel & 

Yarrow (2009) explains that in order reach Generation Y, marketers must try to get close and 

engage them, enabling a relation between the customer and the brand. Chernatony and 

McDonald (1998) suggest three methods of managing customer retention, which include 

financial incentives (discounts, special offers etc.), social/financial bonds (relationship 

marketing) and structural bonds (engaging the customers in the production). The method of  

social/financial bonds is the one that could work out the best with Generation Y, since 

Generation Y searches for a meaning, and wants to create deeper relations with the brand 

(O´Donnel and Yarrow, 2009; McCrindle & Wolfinger, 2009). However from the empirical 

studies, were only about half (57%) of the respondents satisfied with the extended services of 

their current brand, but 67% stated that it was a factor which would affect their choice of cell 

phone brand. These findings gives indications that a brands extended services is not as 

important as previous mentioned factors, but might need to be considered by the cell phone 

brands in order to achieve customer satisfaction which may lead to loyal customers. There are 

however other aspects of the brands extended services, where A&C Black (2010) explains 

that customer retention can further be achieved through customer relations and relationship 

marketing. Therefore can customer satisfaction and previous experience of the brand be seen 

as a part of what a company can work on to keep the customers. The customers previous 

experience were ranked as the most important factor both in terms of loyalty towards a cell 

phone brand (which 85% agreed with) and when stating which factors were most important in 

the choice of brand (which 86% strongly agreed with). The factor of a brands extended 

services can therefore be seen affecting the respondents choice of brand, however to different 

extent depending in the different parts of the aspect. 

Brakus, Schmitt, Zarantonello (2009) explains that there are several different stimuli that 

make up the total brand experience. These stimuli can be found in the brand's design, identity, 

packaging, marketing and its environment. 81% of the respondents in this research stated that 



42 
 

their total experience of a brand would affect their purchase. McCrindle and Wolfinger (2009) 

and O´Donnel and Yarrow (2009) describes ways of marketing towards Generation Y, and 

states that efficient ways of reaching this generation is by being real, honest and smart, and 

the marketing should then be visual, emotional and intuitively designed. The empirical studies 

have shown that the respondents (95% agreed) were satisfied with their experience of the 

brand. This customer satisfaction can be of great importance for the company, where Brakus 

et.al. (2009) explains that a company can through positive brand experiences create customer 

satisfaction which may lead to brand loyalty. 

Switching costs are the costs that occur when a customer switches from one brand to another 

(Aaker, 1991). The respondents were asked if there were any factors that kept them from 

switching from their current cell phone brand to another. Burnham et al. (2003) explains that 

there are three different types of switching costs. The first is procedural switching costs, 

which is the time and effort put into switching brands. A majority of the respondents (62%) 

agreed that it would take time and efforts to change from their current cell phone brand, and 

found this as a factor affecting them to stay with the brand they currently have. Generation Y 

is a generation with an advantage when it comes to information searching, where they seek 

out the necessary information when it comes to the buying decision (O’Donnell & Yarrow, 

2009). Based on the research from this study can indications be found that the respondents are 

unwilling to switch cell phone brand because the time and effort this may cause, although 

theories of Generation Y states that they do seek out lots of information when purchasing new 

products. This can be seen as contradictory, where the theories about Generation Y do not 

match the empirical studies. Burnham's et al. (2003) second type of switching cost is financial 

switching cost, i.e. loss of economic resources. This is something that only half of the 

respondents agreed was a reason not to change from their current brand (20% strongly agreed 

and 30% partially agreed), and conclusions can therefore be made that loss of economic 

resources is not a factor that highly affect them to stick with a brand. 48% of the respondents 

further stated that they chose to stay with their current cell phone brand because they identify 

themselves with it, which is the same reason as the third of Burnham's et al. (2003) switching 

costs called relationship switching cost. Neither is this an strongly affecting aspect keeping 

the respondents from switching brands. 

5.3 The factors of loyalty compared to theories about Generation Y  

As seen in table 12, there is a common pattern of importance when it comes to the factors 

affecting both the choice of cell phone brand and the loyalty towards a cell phone brand. The 

table shows that there is a common pattern within the first two factors; where previous 

experiences of the brand is seen as most important, followed by perceived quality. Based on 

the presented theories about Generation Y can some reasons behind the ranking of the factors 

of loyalty be found.  

The findings from the empirical study show that previous brand experience is a factor that is 

highly important for the respondents and furthermore something that affects their loyalty 

towards their cell phone brand. A way of creating a good experience for the customer is by 

creating relationships with them. According to O´Donnel and Yarrow (2009) companies 
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should create a relationship with their customers, by being real, honest and smart, in order to 

attract the consumers of Generation Y. According to the empirical findings, Generation Y 

wants to base their decision of purchase of cell phones on previous experiences. In order to 

create good previous experiences, companies should focus on creating honest, long term 

relationships with the consumer of Generation Y to be able to create brand loyalty. O´Donnel 

& Yarrow (2009) furthermore states that the company should engage the customers of 

Generation Y and make them part of the process to keep them satisfied, which is confirmed 

by the fact that the respondents has placed their previous experience of a brand as the most 

important factor affecting their choice of and loyalty towards a cell phone brand. 

The factor of perceived brand quality, was ranked very high as a factor which affected the 

respondents in their choice of cell phone brand and was further seen as a factor which was 

highly affecting the respondents loyalty (the second most important). This can be explained 

by today's market place having almost perfect competition, which has been made possible 

through freedom of information, price transparency and opportunities through the internet 

(McCrindle & Wolfinger, 2009). McCrindle and Wolfinger (2009) also state that Generation 

Y and the consumers today are educated, know their rights and are not afraid to use them, 

which have made Generation Y confident to demand a good quality of the purchased 

products, such as cell phones. Generation Y is also described as a self-confident generation, 

who know what they want, and want it straight away (O´Donnel & Yarrow, 2009), which also 

can explain why the respondents place the factor of perceived quality high. A Generation who 

is confident and knows what they want is expecting a good experience, with good quality 

products from a brand, in order to be satisfied and in the long run become loyal. 

When it comes to the remaining factors which were affecting the respondents’ choice and 

their loyalty towards cell phone brands is the ranking not as similar in the two questions; 

choice of cell phone brands and loyalty towards cell phone brands. Regarding the 

respondents’ choice of cell phone brands, the third most important factor is the respondents’ 

friends’ previous experience of the brand. The third most important factor affecting the 

respondents loyalty towards a cell phone brand was however the brand image. The reason for 

this difference might be explained by the fact that friends’ previous experience of the brand 

was not an option at the question about brand loyalty, which therefore is not present on the 

ranking of these factors. The factor was not present since a customer can only be loyal when 

he or she is already a customer, and a friend's experiences might then not then have as big of 

an impact. The findings of this research however show that friends’ previous experiences of 

the brand does affect the choice of cell phone brand. There is another factor that is not present 

as an option in both of the questions; where one of the factors affecting the respondents’ 

brand loyalty was the perceived barriers of switching brand. This factor is only present in the 

question about loyalty because a person must be a customer in order to switch from one brand 

to another, whilst being customer is not a requirement in the question of choice of cell phone 

brand.  

However, with this said, indications can be identified that brand image and previous 

experiences of the brands extended services are ranked in the same order by the respondents, 
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with brand image being more important than the extended services. The brand image is 

affecting the respondents' loyalty towards a cell phone brand to some extent, where it is rated 

as the third most important factor affecting the respondents' brand loyalty and the fourth most 

important factor when choosing a cell phone brand. O´Donnel and Yarrow (2009) states that 

the image of the brand affects which brand the consumers in Generation Y chooses, since 

Generation Y identify themselves with the brand they consume, and are likely to choose a 

brand that enhances their own personality. According to the findings in the empirical study 

the brand image is however not the most important factor when Generation Y chooses brand. 

McCrindle and Wolfinger (2009) further states that Generation Y is very influenced by what 

other people of the generation think, and that they are likely to base their decisions on other 

people’s opinions. These theories doesn't match the findings in this study, since Generation Y 

seem to have a higher focus on the quality and previous experiences rather than image. 

However, the image the brand represents only affects the choice in some extent according to 

the empirical studies, where 18% of the respondents strongly agree and 60% partially agree.  

A company has to go beyond customer satisfaction in order to retain their customers (Goetsch 

& Davis, 2010). Customer retention can be made through customer services, customer 

relationships, and relationship marketing (A&C Black, 2010). The empirical study shows that 

previous experience of the extended services of the brand is a factor which is ranked after 

brand image in both of the questions, where it is ranked as the fourth most important factor in 

terms of brand loyalty and the fifth most important factor in the choice of cell phone brand. 

This factor is relatively low on the rankings of importance in both of the questions, which 

might be a reason for why the theories about Generation Y aren't addressing this factor as 

much as the others examined factors. Customer retention was however examined through 

other questions as well, since the concept is a general expression containing several aspects. 

One part of the concept is the company's ability to create and maintain relations with the 

customers (A&C Black, 2010). This can be compared with previous experience of the brand, 

which was rated as the most important factor when choosing cell phone brand and the factor 

which affected the respondents brand loyalty the most. Assumptions can therefore be made 

that customer retention is a very important aspect when it comes to previous experiences of 

the brand. As a conclusion can assumptions be made that customer retention is an important 

aspect of branding and brand loyalty, however does the different part of customer retention 

affect the brand loyalty differently.  
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6. Conclusion  

This chapter contains the conclusions that have been made based upon the research presented 

in previous chapters. Moreover are suggestions for further research in the subject presented 

at the end of the chapter.  

The purpose of this thesis was to examine if the fact that Generation Y value their cell phones 

over other consumer electronic products makes them more loyal towards their cell phones. 

The purpose was furthermore to find possible factors, based on set factors within branding, 

which are affecting the Generation Y's brand loyalty towards cell phones. If the purpose was 

fulfilled, the researchers would be able to answer the research questions which the study was 

based upon; Does Generation Y show a higher level of brand loyalty towards cell phones than 

other product categories of consumer electronics? And: If so, does any of the set factors 

affect Generation Y's brand loyalty towards cell phones more than other?  

Based on the previous analysis a complete and absolute answer to the questions is not possible 

to give. The reason for this being that the collected data is based only on a small group of 

respondents and only some factors of loyalty has been considered and examined, where other 

factors also could have affected the brand loyalty within Generation Y. However, based on 

this study and the findings of the collected data, some conclusions can be made.  

The answer to the first research question seems to be, based on the analysis, that the Swedish 

Generation Y does have a higher level of loyalty towards their cell phones, compared to other 

consumer electronic products. The cell phones further seem to be ranked as more important 

than other consumer electronic products. The reasons behind this ranking have not been 

examined, and are therefore an area for further research (see below for suggestions of further 

research). Therefore, based on the findings in the empirical study done in this research, can 

only assumptions be made. However, a connection between the higher level of importance of 

cell phones among Generation Y and the higher level of loyalty in the same generation can 

possibly be identified. 

Regarding the second research question some conclusions can be made. All the factors that 

were examined seem to affect Generation Y’s brand loyalty to some extent. This means that 

all the examined factors could be relevant to have in mind and develop when companies are  

creating and maintaining brand loyalty. However some of the factors in this study seem to 

affect Generation Y's brand loyalty towards cell phones more than others. The factor which 

seems to affect the loyalty the most, and also seem to be the factor that affects the decision of 

cell phone brand the most, is the previous experience of the brand. This is supported by the 

empirical study and many of the theories used, which states that the experience, both the total 

experience of the brand and the satisfaction with the brand, is likely to affect the brand 

loyalty. Another of the set factors which according to the empirical findings seems to affect 

the brand loyalty to a high extent is the expected quality. The expected quality can be 

compared to the factor of perceived quality presented in the theories which this study is based 

on. The perceived quality a brand represents can increase loyalty, which seems to be 

confirmed by this study.  
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A third factor of loyalty that was tested was the brand image. According to theories about 

Generation Y would the image of the brand affect their choice of brand to a relatively high 

extent, since Generation Y uses brand as a way of expressing who they are. Based on this 

study the image of the brand does not seem to affect the choice of brand or the brand loyalty 

to as high extend as the two previously factors mentioned.  

According to the empirical findings, the examined factor of extended service, which can be 

compared to the theories about customer retention, did not seem to have a high impact on the 

choice of brand or the brand loyalty. The theories about customer retention could however 

also be compared with the factor of customer satisfaction and previous experience of the 

brand, since the theories about customer retention includes a company’s ability to maintain 

connections with customers, and it occurs when a customer are expressing a long-term 

commitment to a company or a brand. The factor of customer satisfaction and previous 

experiences of the brand was agreed to affect both the choice of and the loyalty towards a cell 

phone brand. This could mean that customer retention is an important part of creating brand 

loyalty, even if the factor of extended servicees of the brand were not ranked as important as 

some of the other set factors in this study. The conclusion is then that customer retention is a 

factor which could affect Generation Y's brand loyalty, however to different extent depending 

on the different aspects of the concept. 

Switching costs is according to some theories a way to create brand loyalty, or rather a way to 

create barriers for customers to switching from the current brand, which indirect could create 

loyalty. Based on this study however did the customers not see switching costs as a barrier to 

switch, which can lead to the conclusion that switching costs might not be the best way to 

create or maintain brand loyalty within the Swedish Generation Y.   

The conclusion of this study is therefore that all of the examined factors affect the brand 

loyalty among the consumers of Generation Y in Sweden. However some factors seems to 

affect the brand loyalty to a higher extent. Those factors are the previous experience of the 

brand and the perceived quality of the brand. A company should according to the findings 

however not focus on the factor of switching costs to enhance loyalty among Generation Y. 

The phenomenon of brand loyalty is complex and hard to describe only by the factors that 

have been tested in this thesis. There are probably more factors affecting brand loyalty than 

those examined. However, based on the factors that have been examined in this thesis, 

companies should focus on creating strong long-term relationships with their customers, 

where the company listens to the customers’ wants and needs and adjusts their offers and 

services accordingly. The company should also focus on delivering products with a level of 

quality that matches or exceeds the expectation of quality that the customer has.  

The findings of this thesis could contribute to a greater understanding of the brand loyalty 

within the Swedish Generation Y. It could further be useful for companies when creating, 

developing and maintaining brand loyalty, both within the cell phone industry, other 

consumer electronic industries, and within other industries with similar level of involvement.  

. 
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6.1 Further Research Suggestion 

When writing this thesis some aspects that could be of interest for further research on the 

subject of the brand loyalty of Generation Y has been found; 

First, this thesis is relatively small, because of limited time, money and a small sample size. A 

greater, more advanced research could therefore be made in order to investigate the subject of 

Generation Y's brand loyalty within the cell phone industry. This research could in that case 

contain the same subject, however with a larger sample group, creating a more reliable and 

accurate result. Similarly further research could be made with other theories, such as theories 

about customer loyalty or brand equity. Furthermore could Generation Y's brand loyalty be 

tested in other industries than the cell phone industry, in order to get more knowledge about 

factors affecting the brand loyalty within Generation Y. 

The factors of loyalty examined in this thesis were found to be of different importance 

compared to each other. However, the reasons for these differences in the importance was not 

analyzed, and could therefore be a subject which could be of interest for further research in 

order to get a broader and deeper knowledge of what affects the brand loyalty within 

Generation Y in Sweden. 

Since the previous experiences of a brand was found to be affecting the level of brand loyalty 

to a high extent, factors that are effecting the previous could be further examined. An example 

of this could be to examine to which extend the different retailers and operators can have an 

impact on the brand loyalty within Generation Y in Sweden.  

  



48 
 

7. References  

Aaker, D., Biel, A.L., (1993) Brand Equity & Advertising- Advertising’s role in building strong 

brands, New Jersey: Lawrence Erlbaum Associates, Inc.  

Aaker, D. (1996), Building strong brands, London: Simon & Schuster UK Ltd.  

Aaker, D. (1991). Managing Brand Equity. Ontario: Maxwell Macmillan Canada Inc. 

Adelina, M., Guillian, A., Susan, M. (2007) Experiences, perceptions and expectations of retail 

employment for Generation Y, Career Development International, 12(6), 523 - 544 

Appelqvist, A., Holme, M., Spångberg, M., (2010, 3) ElektronikBranschen, Branschtidningarna 

Rateko and El&Vitt, 3 – p.6 Collected: http://www.elektronikbranschen.se/wp-

content/uploads/2011/01/EB3-2010.pdf  

A&C Black (2010) OFinance : The Ultimate Resource, London: A&C Black, collected 2014-04-

06 from: http://site.ebrary.com/lib/halmstad/Doc?id=10413478&ppg=1978,  

Babbie, E., (2007). The practice of social research. Belmont: Thomson Wadsworth 

Bailey, G., Wenzek, H., (2006) Irresistible! Markets, Models and Meta-Value in Consumer 

electronics, Crawfordsville: Prentice Hall-Pearson plc. 

Brakus, J., Schmitt, B., Zarantonello, L., (2009). Brand Experience: What is it? How is it 

measures? Does it affect Loyalty? Journal of Marketing, 73, 52-68 

Braun, V., Clarke, V. (2013). Successful qualitative research: A practical guide for beginners. 

London: Sage Publication Ltd.  

Bruwer, J., Buller, C., (2013), Product involvement, brand loyalty and country-of-origin brand 

preferences of Japanese Wine consumers, Journal of Wine Research, 24(1), 38-58 

Bryman, A., Bell, E. (2003). Business research methods. Oxford: Oxford University Press.  

Caplan, E. (2005), Brand Loyalty, Dealerscope ABI/INFORM Global, 47(5), 60 

De Chernatony, L., McDonald, M., (1998), Creating Powerful brands- in consumer, service and 

industrial markets, Oxford: Butterworth-Heinemann  

De Chernatony, L. (2001) From Brand Vision to Brand Evaluation- Strategically building and 

Sustaining Brands, Oxford: Butterworth-Heinemann   

Denzin, N., Lincoln, Y., (2008). Collecting and Interpreting Qualitative Materials. California: 

SAGE Publication Inc.  

Dillman, D., Smyth, J., Christian, L., (2009). Internet, mail and mixed-mode surveys, the tailored 

design method. New Jersey: John Wiley & Sons 

EBay (2006). Så mycket hemelektronik äger svenskarna. Collected 2014-03-01, from 

http://www.mynewsdesk.com/se/ebay/pressreleases/saa-mycket-hemelektronik-aeger-svenskarna-

120478  



49 
 

ElektronikBranschen (2012). Fortsatt tillväxt på elektronikmarknaden, Collected 2014-03-01, 

from http://www.elektronikbranschen.se/nyheter/fortsatt-tillvaxt-pa-elektronikmarknaden/ 

ElektronikBranschen (2012). Dramatiska förändringar i branschen, Collected 2014-03-01, from 

http://www.elektronikbranschen.se/nyheter/dramatiska-forandringar-i-branschen/ 

ElektronikBranschen (2013). Ökad priskonkurrens och minskad varumärkestrohet, Collected 

2014-03-02, from http://www.elektronikbranschen.se/nyheter/okad-priskonkurrens-och-minskad-

varumarkestrohet/ 

Floyd, J., Fowler, Jr., (2009). Survey Research Methods. California: SAGE Publication Ltd.  

Gallanis, P.J.(2000), RAC 2000 addresses challenge to generation X,Y. Discount Store News, 

39(5),22. 

Glanz, B. A. (1994). Building customer loyalty. New York: Irwin. 

Goetsch, D.L., Davis, S.B., (2010) Quality management for organizational excellence: 

introduction to total quality, Upper Saddle River: Pearson Education, Inc.  

Gurǎu, C (2012) A life-stage analysis of consumer loyalty profile: comparing Generation X and 

Millennial consumers, Journal of Consumer Marketing 29(2), 103-113 

Henning-Thurau. T, Hansen. U, (2000) Relationship Marketing – Gaining Competitive Advantage 

Through Customer Satisfaction and Customer Retention, Berlin: Springer-Verlag. 

Ind, N.(2007). Living the brand: How to transform every member of your organization into a 

brand champion. London: Kogan Page. 

Iwasaki, Y., Havitz, M., (1998) A Path Analytic Model of the Relationships between 

Involvement, Psychological Commitment, and Loyalty, Journal of Leisure Research, 30(2), 25-

280 

Jacobsen, D. I. (2002). Vad, hur och varför? : Om metodval i företagsekonomi och andra 

samhällsvetenskapliga ämnen. Lund: Studentlitteratur. 

Lazarevic, V. (2012). Encouraging brand loyalty in fickle generation Y consumers, Young 

Consumers; 13 (1), 45-61 

Lowenstein, M.W, (1995) Customer retention: An integrated Process for Keeping Your best 

Customers, Wisconsin: Quality Press   

Kapferer, J., (2008) The new strategic brand management, London: Kogan Page.  

Kotler, P., Armstrong, G., (2010) Principles of Marketing, Upper Saddle River: Pearson 

Education 

Mao, J., (2010) Customer brand loyalty International Journal of Business and Management, 5(7), 

213-217. 



50 
 

Marketing Charts staff (2013, 10) Millennials Would Rather Go Without House or Car Keys Than 

Mobile Phone For 2 Days, Collected 2014-03-22 from 

http://www.marketingcharts.com/wp/online/millennials-would-rather-go-without-house-key-than-

mobile-phone-for-2-days-37059/ 

Maynard. M (2014, 1) Millennials in 2014: Take My Car, Not My Phone, Collected 2014-03-21 

from: http://www.forbes.com/sites/michelinemaynard/2014/01/24/millenials-in-2014-take-my-

car-not-my-phone/ 

McCrindle, M., & Wolfinger, M. (2009) The ABC of XYZ- Understanding the global generations, 

Sydney: University of New South Wales Press Ltd 

Melin, F (1999) Varumärkesstrategi. Malmö: Liber AB 

Mittal, B,. Lassar, W.M., (1998), Why do customers switch? The dynamics of satisfaction versus 

loyalty, Journal of Services Marketing, 12(3), 177 

Nardi, P., (2007). Doing survey research, a guide to quantitative methods. Upper Saddle River: 

Pearson Education 

Nationalencyklopedin (nod.). Generation. Collected 2014-01-18, from 

http://www.ne.se/generation/181087 

Nationalencyklopedin (nod.). Varumärke. Collected 2014-01-18, from 

http://www.ne.se/varum%C3%A4rke 

O´Donnell, J., & Yarrow, K. (2009) Gen BuY - How tweens, Teens and Twenty-sometings are 

Revolutionizing Retail, San Francisco: Jossey-Bass  

Phillips L.A., Cassagnol. D. (2013, 01) Millennials Heavily Influence Electronics Purchases, CEA 

Study Finds, Collected 2014-03-21 from: https://www.ce.org/News/News-Releases/Press-

Releases/2013-Press-Releases/Millennials-Heavily-Influence-Electronics-

Purchase.aspx?feed=Market-Research-Press-Releases 

Punch, K. (2006). Research Proposals. London: SAGE Publication Ltd.  

Quester, P., Lim, A., (2003), Product involvement/brand loyalty: is there a link?, The journal of 

Product and Brand Management, 12(1), 22-38 

Schmitt, B. (2009) The concept of brand experience, Journal of Brand Management 6 (16), p. 417 

– 419 

Statistiska Central Byrån. (2013). Sveriges Folkmängd (I ettårsklasser) 1860-2013. Stockholm: 

Statistiska Central Byrån 

Wärneryd, B (1993) Att fråga: om frågekonstruktion vid intervjuundersökningar och postenkäter, 

Örebro: Statistiska centralbyrån 



51 
 

8. Appendix 

8.1 Appendix 1 

Suvey questionnaire English 

Survey for thesis 

 

Hello, 

Participate in our research and get the chance of winning two cinema tickets! 

We are currently writing our thesis at Halmstad University where we are studying marketing. We are in need of 

your help to participate in a survey questionnaire. The questionnaire is regarding buying behavior for Generation 

Y in Sweden, i.e. people born between 1994 and 1977. the first part of the questionnaire contains questions about 

the consumer electronic industry, followed by questions about cell phone brands. 

We would therefore be very happy if you could fill out this questionnaire. The questionnaire takes less than 10 

minutes to complete. If you would like to share this questionnaire with your friends born between 1994 and 1997 

it would be greatly appreciated! 

Thank you, 

Micaela Birkedal and Gabrielle Meister 

1. Sex (Please select only one answer) 

Male Female 

  

2. When are you born? (Please select only one answer) 

Lat

er 

tha

n 

199

4 

199

4 

199

3 

199

2 

199

1 

199

0 

198

9 

198

8 

198

7 

198

6 

198

5 

198

4 

198

3 

198

2 

198

1 

198

0 

197

9 

197

8 

197

7 

Ear

lier 

tha

n 

197

7 

                    

3.  When purchasing the following product categories, I am involved in the choice of brand (Searching for 

information, comparing and evaluating alternatives) (Please select only one answer) 

 
Strongly 

agree 
Partially agree Disagree 

Strongly 

disagree 
Don't know 

TV      

DVD/ Blu-ray      

Cell phone      

Computer      

Tablet      
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Camera      

Audio/ Sound system      

Gaming consoles      

**4. Which consumer electronic product is the most important to you? (Please rank your answers in order 

of importance, 1 being most important and 8 being least important) 

  

TV ________ 

DVD/ Blu-ray ________ 

Cell phone ________ 

Computer ________ 

Tablet ________ 

Camera ________ 

Audio/Sound system ________ 

Gaming consoles ________ 

 

5. I am loyal to a particular brand within these different consumer electronics categories (Loyal= Prefer 

and purchase a particular brand over another) (Please select only one answer) 

 Strongly agree Partially agree Disagree 
Strongly 

disagree 
Don't know 

TV      

DVD/ Blu-ray      

Cell phones      

Computer      

Tablet      

Camera      
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Audio/Sound 

system 
     

Gaming consoles      

6. Which of these statements best describes you when purchasing the following product categories? I buy 

... (Please select only one answer) 

 One brand 

One brand, 

sometimes try 

other e.g. at 

special offers 

2-3 different 

brands 

Different brands 

and often change 
Don't know 

TV      

DVD/ Blu-ray      

Cell phone      

Computer      

Tablet      

Camera      

Audio/Sound 

system 
     

Gaming console      

**7. When buying cell phone, what is most important of the following aspects? (Please rank your answers 

in order of importance, 1 being most important and 4 being least important) 

  

The expected quality of the brand ________ 

The image of the brand ________ 

Previous positive experience with the brand ________ 

The extended service the brand offers ________ 

8. When purchasing cell phone does the following factors affects the choice of brand (Please select only 

one answer) 

 Strongly agree Partially agree Disagree Strongly agree Don't know 

The image of the 

brand 
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The expected 

quality of the 

brand 

     

My previous 

experiences with 

the brand 

     

My friend's past 

experiences with 

the brands 

products 

     

My previous 

experiences with 

the service the 

brand offers 

     

Expected quality of a brand 

Meaning, from your own experiences. An example is that an expensive product is expected to have better 

quality, and a cheap product is expected to have worse quality. 

 

9. State how well you agree with these statements (Please select only one answer) 

 Strongly agree Partially agree Disagree 
Strongly 

disagree 
Don't know 

The expected 

quality of a cell 

phone brand 

affects my 

choice of cell 

phone brand 

     

I am satisfied 

with the 

expected quality 

of my current 

cell phone brand  

     

I chose my 

current cell 

phone brand 

because of my 

expectations o 

the quality 

     

Brand image 

Meaning, The identity that the brand represents  

10. State how well you agree with these statements (Please select only one answer) 

 Strongly agree Partially agree Disagree 
Strongly 

disagree 
Don't know 

The image a 

brand represent 

affects my 

choice of cell 
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phone brand  

The image my 

currently brand 

has, is the same 

as the one I 

would like to 

appear as 

     

I chose my 

current cell 

phone brand 

because of the 

image the brand 

represents 

     

Satisfaction of the brand 

Meaning, how satisfied one is with a brand 

11. State how well you agree with these statements (Please select only one answer) 

 Strongly agree Partially agree Disagree 
Strongly 

disagree 
Don't know 

Whether I 

previously been 

satisfied with a 

brand affects my 

choice of next 

cell phone brand 

     

I am satisfied 

with my current 

cell phone brand 

     

Other peoples 

satisfaction with 

their cell phone 

brand affects my 

choice of cell 

phone brand 

     

Extended services 

Meaning, the service the brand offers other than the product itself. Example support, delivery and customer 

service 

12. State how well you agree with the following statements (Please select only one answer) 

 Strongly agree Partially agree Disagree  Strongly agree Don't know 

My previous 

experiences of a 

cell phone 

brand's extended 

services affect 

my choice of cell 

phone brand 
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I am satisfied 

with the 

extended 

services my 

current cell 

phone brand 

offers  

     

I have chosen 

my current cell 

phone brand 

because of its 

extended service 

     

Brand experience 

Meaning, what together makes up the brand; image, quality, satisfaction, services and its functions 

13. State how well you agree with the following statements (Please select only one answer) 

 Strongly agree Partially agree Disagree 
Strongly 

disagree 
Don't know 

My previous 

experience of a 

cell phone brand 

affects my 

choice of cell 

phone brand 

     

I am satisfied 

with my 

experience my 

current cell 

phone brand 

     

 

14. These factors influence my to continue to use my current cell phone brand (Please select only one 

answer) 

 Strongly agree Partially agree Disagree 
Strongly 

disagree 
Don't know 

Changing cell 

phone brand 

would take time 

and effort 

     

Changing cell 

phone brand 

would cost 

money 

     

Changing cell 

phone brand 

would be 

difficult since I 

identify myself 

with the brand I 

have 

     

15. Please specify how well you agree with the following statements (Please select only one answer) 
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 Strongly agree Partially agree Disagree 
Strongly 

disagree 
Don't know 

The expected 

quality of a cell 

phone brand 

affect my choice 

of cell phone 

brand 

     

The image a 

brand represents 

affect my choice 

of cell phone 

brand 

     

Whether I have 

been satisfied 

with a cell phone 

brand affect my 

next choice of 

cell phone brand 

     

My previous 

experience of the 

cell phone 

brand's expanded 

service affect my 

choice of cell 

phone brand 

     

My previous 

experience of a 

cell phone brand 

affect my choice 

of cell phone 

brand 

     

Perceived 

barriers of 

switching would 

affect my choice 

of brand (Time, 

effort, money 

identity) 

     

16. please enter your email address to be in the draw of winning two cinema tickets. Your email will not be 

used for any other purpose than the draw, where the survey is anonymous.  

 

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

Thank you very much for participating! 

Your answers are greatly appreciated, this survey couldn't be done without you!  

If you have a possibility to further spread this questionnaire to people born between 1994 and 1977 we would be 

extremely happy! 

Thank you, Micaela and Gabrielle 
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8.2. Appendix 2 

Survey questionnaire in Swedish 

Enkät för C-uppsats 

Hej, 

Delta i vår undersökning så har du chansen att få två biobiljetter!Vi håller just nu på att skriva C-uppsats på 

Högskolan i Halmstad där vi läser marknadsföring. Vi behöver nu din hjälp  att genomföra en 

enkätundersökning. Enkäten handlar om köpbeteendet i Generation Y i Sverige, dvs. folk födda mellan 1994 och 

1977. I början av enkäten ställer vi frågor om hemelektronik, och sedan följer ett antal frågor om mobil-

varumärken.Vi skulle därför vara jätteglada om ni kunde fylla i denna enkät. Enkäten tar knappt 10 minuter att 

fylla i. Skulle ni sedan vilja dela denna enkät med era vänner födda inom 1994-1977 skulle det uppskattas 

otroligt mycket! 

Tack på förhand, 

Micaela Birkedal och Gabrielle Meister 

1. Kön (Ange endast ett svar) 

Man Kvinna 

  

2. När är du född? (Ange endast ett svar) 

Sen

are 

än 

199

4 

199

4 

199

3 

199

2 

199

1 

199

0 

198

9 

198

8 

198

7 

198

6 

198

5 

198

4 

198

3 

198

2 

198

1 

198

0 

197

9 

197

8 

197

7 

Tid

igar

e 

än 

197

7 

                    

3. Vid köp av följande produktkategorier är  jag involverad i valet av varumärke (Dvs. söker information, 

jämför och utvärderar alternativ) (Ange endast ett svar per fråga) 

 Instämmer starkt Instämmer delvis Tar avstånd 
Tar starkt 

avstånd 
Vet ej 

Tv      

Dvd/ Blu-ray      

Mobiltelefon      

Dator      

Surfplatta      

Kamera      

Audio/Ljudanläg

gning 
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Spelkonsoler      

**4. Vilken hemelektronikprodukt är viktigast för dig? (Var vänlig ranka, den viktigaste först och den 

minst viktiga sist, genom att klicka på knappen "Välj graderingsobjekt'. Rankningen kan även ändras 

efteråt ifall det blivit fel.) (Prioritera svarsalternativen enligt ordningen 1-8, där 1 är bäst) 

  

Tv ________ 

Dvd/ Blu-ray ________ 

Mobiltelefon ________ 

Dator ________ 

Surfplatta ________ 

Kamera ________ 

Audio/Ljudanläggning ________ 

Spelkonsol ________ 

5. Jag är lojal mot ett visst varumärke inom dessa olika hemelektronik kategorier (Lojal= Föredrar och 

köper ett visst varumärke över ett annat) (Ange endast ett svar per fråga) 

 Instämmer starkt Instämmer delvis Tar avstånd 
Tar starkt 

avstånd 
Vet ej 

Tv      

Dvd/ Blu-ray      

Mobiltelefon      

Dator      

Surfplatta      

Kamera      

Audio/Ljudanläg

gning 
     

Spelkonsol      
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6. Vilket av dessa påståenden beskriver dig bäst vid köp av följande produktkategorier? Jag köper.. (Ange 

endast ett svar per fråga) 

 Ett varumärke 

Ett varumärke, 

men testar ibland 

annat, t.ex. vid 

specialerbjudand

e 

2-3 olika 

varumärken 

Olika 

varumärken och 

byter ofta 

Vet ej 

Tv      

Dvd/ Blu-ray      

Mobiltelefon      

Dator      

Surfplatta      

Kamera      

Audio/Ljudanläg

gning 
     

Spelkonsol      

**7. Vid köp av mobiltelefon, vad är viktigast  av följande aspekter? (Var vänlig ranka, den viktigaste 

först och den minst viktiga sist, genom att klicka på knappen "Välj graderingsobjekt'. Rankningen kan 

även ändras efteråt ifall det blivit fel.) (Prioritera svarsalternativen enligt ordningen 1-4, där 1 är bäst) 

  

Varumärkets kvalitet ________ 

Varumärkets image ________ 

Tidigare positiv erfarenhet av varumärket ________ 

Varumärkets service ________ 

8. Vid köp av mobiltelefon påverkar följande faktorer mitt val av varumärke (Ange endast ett svar per 

fråga) 

 Instämmer starkt Instämmer delvis Tar avstånd 
Tar starkt 

avstånd 
Vet ej 

Varumärkets 

image 
     

Kvaliteten som 

varumärket 

förmedlar 
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Mina tidigare 

erfarenheter av 

varumärkets 

produkter 

     

Mina vänners 

tidigare 

erfarenheter av 

varumärket 

     

Mina tidigare 

erfarenheter av 

varumärkets 

service 

     

Förväntad kvalitet av varumärke 

Det vill säga, utifrån egna förväntnigar. Exempelvis kan en dyr produkt förväntas ha bättre kvalitet, och billig 

produkt förväntas ha sämre kvalitet. 

9. Ange hur väl du instämmer med följande påstående (Ange endast ett svar per fråga) 

 Instämmer starkt Instämmer delvis Tar avstånd 
Tar starkt 

avstånd 
Vet ej 

Den förväntade 

kvaliteten på ett 

mobil-varumärke 

påverkar mitt val 

av mobil-

varumärke 

     

Jag är nöjd med 

den förväntade 

kvaliteten av 

mitt nuvarande 

mobil-varumärke 

     

Jag valde mitt 

nuvarande 

mobil-varumärke 

på grund av 

mina 

förväntningar av 

kvaliteten 

     

Varumärkets image 

Det vill säga den identitet som varumärket förmedlar 

10. Ange hur väl du instämmer med följande påståenden (Ange endast ett svar per fråga) 

 Instämmer starkt Instämmer delvis Tar avstånd 
Tar starkt 

avstånd 
Vet ej 

Imagen som ett 

varumärke 

förmedlar 

påverkar mitt val 

av mobil-

varumärke 
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Den imagen mitt 

nuvarande 

mobil-varumärke 

har, stämmer 

överens med den 

person jag vill 

framstå som 

     

Jag valde mitt 

nuvarande 

mobil-varumärke 

på grund av den 

image som 

varumärket 

förmedlar 

     

Varumärkes tillfredställelse 

Det vill säga hur nöjd du är med ett varumärke 

11. Ange hur väl du instämmer med följande påståenden (Ange endast ett svar per fråga) 

 Instämmer starkt 
Instämmed 

delvis 
Tar avstånd 

Tar starkt 

avstånd 
Vet ej 

Huruvida jag 

tidigare varit 

nöjd med ett 

mobil-varumärke 

påverkar mitt 

nästa val av 

mobil-varumärke 

     

Jag är nöjd med 

mitt nuvarande 

mobil-varumärke 

     

Andras 

tillfredsällelse 

med sitt mobil-

varumärke 

påverkar mitt val 

av mobil-

varumärke 

     

Utökad service 

Det vill säga, den service som varumärket erbjuder utöver själva varan. Exempelvis support, leverans och 

kundtjänst 

12. Ange hur väl du instämmer med följande påståenden (Ange endast ett svar per fråga) 

 Instämmer starkt Instämmer delvis Tar avstånd  
Tar starkt 

avstånd 
Vet ej 

Min tidigare 

upplevelse av 

mobil-

varumärkets 

utökade service 

påverkar mitt val 
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Total erfarenhet 

Det vill säga, det som tillsammans skapar varumärket; image, kvalitet, tillfredställelse, service samt produkten 

och dess funktion 

13. Ange hur väl  du instämmer med följande påståenden (Ange endast ett svar per fråga) 

 Instämmer starkt Instämmer delvis Tar avstånd 
Tar starkt 

avstånd 
Vet ej 

Min tidigare 

erfarenhet av ett 

mobil-varumärke 

påverkar mitt val 

av mobil-

varumärke 

     

Jag är nöjd med 

erfarenheten av 

det mobil-

varumärke jag 

har idag 

     

14. Dessa faktorer påverkar mig att fortsätta att använda mitt nuvarande mobil-varumärke (Ange endast 

ett svar per fråga) 

 Instämmer starkt Instämmer delvis Tar avstånd 
Tar starkt 

avstånd 
Vet ej 

Att byta mobil-

varumärke skulle 

ta tid och vara 

ansträngande 

     

Att byta mobil-

varumärke skulle 

kosta pengar 

     

Att byta mobil-

varumärke skulle 

vara besvärligt 

då jag 

identifierar mig 

med det jag har 

     

15. Följande aspekter påverkar min lojalitet mot mitt mobil-varumärke (Lojal= Föredrar och köper ett 

visst varumärke över ett annat) (Ange endast ett svar per fråga) 

av mobil-

varumärke 

Jag är nöjd med 

den utökade 

service som mitt 

nuvarande 

mobil-varumärke 

erbjuder 

     

Jag har valt mitt 

nuvarande 

mobil-varumärke 

på grund av dess 

utökade service 
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 Instämmer starkt Instämmer delvis Tar avstånd 
Tar starkt 

avstånd 
Vet ej 

Den förväntade 

kvaliteten 
     

Varumärkets 

image 
     

Min 

tillfredställelse 

med varumärket 

     

Utökad service      

Den totala 

erfarenheten av 

mitt varumärke 

     

Upplevda hinder 

att byta (Tid, 

ansträngning, 

pengar, identitet) 

     

 

16. Fyll i din e-mailadress för att kunna vara med i utlottningen av två biobiljetter. Din e-mailadress 

kommer inte användas i något annat syfte än vid utlottningen, då enkäten är anonym.  

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

Tack så mycket för ert medverkande, glöm inte att klicka på skicka! 

Era svar uppskattas otroligt mycket, utan er är inte denna undersökning möjlig! 

Har ni möjlighet att sprida denna undersökning vidare till fler personer födda mellan 1994 och 1977 blir vi 

oerhört glada! 

Tack, Micaela och Gabrielle 
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