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Abstract  

 

The financial crisis has affected every economy during the last decade thus under this 

changing environment that effect the marketing strategies and these strategies began to 

change according to the buying behavior of the people. In this research the consumer 

perspective is examined with the change in mobile phone technology. This is an industry of 

constant change and innovation in which manufacturers are continually developing new 

technologies for consumers. As the buying behavior of the consumer is changing but how 

these changes in mobile phone technologies are effecting the consumer is analyzed in this 

research. The technologies used in the mobile phone are upgrading quickly that effect the 

prices and technology of every new version of mobile phone. This made the consumer 

confused to make a buying decision of mobile phone. We examined the problem with 

consumer buying behavior, in which the consumers purchase decision and post purchase 

decision were analyzed under the impact of financial crisis. Furthermore, the buying process 

of consumer helped us examining the attributes and satisfaction of purchase decision. For this 

purpose, we formulated four propositions which were based on research problem and these 

propositions were analyzed through different variables. We conducted questionnaire survey 

from the consumers in Umea, Sweden and collected data from 150 respondents. To analyze 

and draw conclusion from the collected data, we ran different univariate and bivariate 

analysis. The marketing strategies were analyzed through the buying behavior which involved 

usage situation and source of information for making the decision. The impact of financial 

crisis was examined through the change in spending of consumer. The change in technology 

of mobile phone was examined through the features and performance of mobile phone used 

by the consumer.  Thus, we concluded that the buying behavior of people changed due to 

change in income, but this change showed more effect on the sales of the mobile phone than 

on its technology. We analyzed that consumer want to retain their mobile phone for a long 

period, but the technologies used by the mobile phone manufacturers are attracting them by 

showing different benefits. As a result, the effect of different marketing strategies attracted the 

consumer to purchase mobile phone with advanced technologies. On the other hand, financial 

crisis didn‘t show a major impact on the mobile phone market. The spending of the consumer 

in crisis did not increase the demand for new technology but the change was due to the nature 

of the mobile phone because it was considered as a commodity by the consumer. Mobile 

phone performance and technology has built satisfaction in the people mind because mobile 

phone manufacturers are providing advance technologies to the people.  
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Introduction 

In this chapter issues related to the problem identification and research question are 

introduced to the reader. The initial part describes about the background of the problem, 

followed by problem discussion and emerges in a research question. Further, the purpose and 

research gap is stated. Finally, it includes some fundamental keywords, limitations relevant 

for the research and how the research thesis has been structured.  

 

1.1 Background  

 

The financial crisis has shown its affect all around the world and the rate of unemployment is 

increasing day by day (New York Times, 2010). ―Because of higher unemployment and lower 

incomes, the consumers have to belt-tightening. With the deteriorating economic situation and 

the rising unemployment rate, the rate of consumer credit in bad debts had a rapid increase 

(World Economic Outlook, January 2009)‖. In the last decade, American stocks were begun 

to decline. To recover the damaged American organizations, they lowered the interest rate 

which created demand to new loans. As a result, interest rate raised the home financing and 

real-estate prices, which gives birth to financial crisis. The financial institutes increased the 

interest rate to recover from that situation. But in past few years, people weren‘t able to pay 

off their loans to the financial institutes with anything else than their own houses. In this 

situation, the share prices of large financial companies went down very fast and some of the 

institutes even ended up in bankruptcy (Tang, 2008). These circumstances have been seen 

almost everywhere and this financial crisis fall the value of the people saved wealth. 

   

This financial crisis transformed into a global financial crisis and affected all business sectors 

around the world (Acharya, Philippon, Richardson, Roubini, 2009). According to Ang, 

Leong, & Kotler (2000); Shama (1978) during financial crisis, people change their buying 

pattern because they start to worry about their jobs and don‘t like to spend their money. With 

this type of changing environment, the marketing strategies showed its effects and begin to 

change according to the buying behavior of the consumer. To fulfill the consumer preferences 

in changing environment, the manfacturers should build marketing strategies according to the 

buying behavior of the consumer. It is important for manfacturers to articulate the right 

combination of attributes while developing their marketing strategies for the products (Ferrell 

& Hartline, 2002). The changes required in financial crisis have to focus on the product, price 

and promotion which effect the buying behavior of the consumer (Ang et al. 2000).   

The impact of financial crisis has effected the consumers as well as business organizations 

(Ang et al. 2000). As a result, the manfacturers have adopted new marketing strategies in 

order to keep the market share; it doesn‘t mean that they have to cut marketing expenses or 

prices (Köksal and Özgül, 2007). According to different studies; for example the PIMS (Profit 

Impact of Market Strategy) presented by Roberts (2003) organizations that keep or even 

increase their marketing spending during financial crisis do not make any significant loss 

during the crisis, on the contrary they make profit and gain market share much faster after the 

downturn than the companies that cut their costs. It showed that marketing strategies effect 

the buying behavior of the people more than changing price or cutting the marketing 

expenses. 

According to (Ang et al., 2000) marketing strategies suitable during good times may become 

ineffective when there is a downturn like financial crisis. The strategies that appeal customer 

to consume more and purchase products that are not their necessity, failed in crisis situation 

like electronic appliances. Instead, manufacturers needed to reconsider the marketing 
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strategies due to the change in consumer buying behavior and consumption patterns. For this 

purpose, the business organizations must understand the reasons how financial crisis effected 

the customers. 

  

The changes in the marketing strategies are required because the financial crisis is affecting 

the sales and performance of mobile phone companies. The mobile phone manfacturers 

wanted to achieve success in the market so, they have to develop new marketing strategies to 

attract customers (Ferrell et al., 2002). Marketing strategies provides guidelines to the 

organization how to use its technologies and capabilities to satisfy the need of the customers 

(ibid). It increases the trend to buy generic products so the brands with strong equity are 

expected to be more resistant to shifts in consumer behavior. The consumers purchase these 

products only to satisfy its need. 

 

1.2 Problem discussion 

 
Different literatures have been already published about how companies should behave in the 

changing environment like financial crisis, with respect to consumer‘s perspective. Mobile 

phone manufacturers shipped 45.8 million handsets in 3
rd

 quarter of 2008, down 8.0% from 

the previous year and up 5.1% over 2008 (cellular-news, 2010). Mobile phone manufacturers 

released mobiles in shorter and shorter time periods with more advanced technology. The 

change in technology raises the retail prices and when the consumers pay for the mobile 

phone, after few months new technology is introduced in mobile phone. In this case the prices 

of old models decrease quickly. This makes the consumer confuse to make buying decisions. 

Under financial crisis, it is not possible for the consumer to change their mobile phone so 

rapidly.  

 

The mobile phone market is increasing day by day due to the requirement of the consumers, 

but these requirements are so fast that effect the consumer purchasing power and buying 

decision. In an industry of constant change and innovation, mobile phone manufacturers are 

continually developing new technologies and products for consumers but how consumers 

evaluate those new technologies. A survey in Latin America found that "the mobile phone 

doesn‘t appear to be considered a luxury item by users; on the contrary, it is considered a 

commodity (Frost & Sullivan 2006). Technologies used in the mobile phone are upgrading 

quickly that effect the prices and technology of every new version of mobile phone. 

 

1.3 Research question 

 
What are the effects of marketing strategies during the financial crisis with change in mobile 

phone technology? 

 

1.4 Purpose  

 

The purpose of this study is to examine how Swedish consumers‘ perceive the marketing 

strategies during the current financial crisis. The consumer perspective is analyzed on 

different attributes on which he/she makes the decision to purchase the mobile phone. 

Moreover, we examined how the changes in mobile phone technology effect the consumer 

buying behavior. 
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1.5 Research gap 

 

The literature around the mobile phone in the modern era is still relatively new due to the 

technology advancements. We want to look into the consumer perspective and the impact of 

the change in technology on consumer buying behavior. The previous studies have reviewed 

the topics related to brand, quality and opinion about other attributes. This study tried to fill 

the gap on the effect of marketing strategies in financial crisis which is analyzed with 

consumer buying behavior. 

     

1.6 Keywords 

 

Recession 
―A widespread decline in GDP, employment and trade, lasting for more than 6 months 

(WordNet, 2010)‖. 

 

Financial Crisis 
―Crisis in the financial sector and the financial markets (Danske Bank, 2010)‖. 

 

Marketing Strategy 
―Marketing strategy is a plan for how the organization will use its strengths and capabilities to 

match the needs and wants of the market (Ferrell & Hartline, 2002)‖. 

 

Consumer Buying Behavior  

―Process by which individuals search for, select, purchase, use, and dispose of goods and 

services, in satisfaction of their needs and wants‖ (Business Dictionary, 2010). 

 

Consumer 

―A person whose wants are satisfied by producers; a person who consumes (uses or uses up) 

the products and services that he buys, and who does not resell that (Adam, 1989)‖. 

 

1.7 Limitations 

 

As this problem can be discussed and analyzed in different angles and ways. To make this 

research easier we make some limitation about the mobile phone technology for the reader to 

stay in given context. We don‘t examine the mobile phone technology more deeply and the 

consumer behavior is analyzed with the context of the buying process of the consumer. Pure 

technical/engineering studies are not included in this research. This research is only conducted 

with respect to Swedish consumers, so it includes only those attributes that Swedish consumer 

consider.  

 

1.8 Disposition  

 

Chapter 2: In the forth coming chapter the relevant methodological assumptions and research 

design is discussed. Further, it explains about the research strategy which is used for empirical 

observation and provides discussion about the data collection methods.  

 

Chapter 3: This chapter includes theoretical framework and previous studies as literature 

reviews that are connected to this research. This bought into light different marketing 
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strategies being used by different mobile phone manufacturers to capture the market and 

reflect consumers buying decision. 

  

Chapter 4: This chapter includes the practical methods of data collection in which we 

discussed the source of primary data collection and describe about the content of 

questionnaire how it was formulated from the hypothesis moreover, we includes how to 

evaluation and analysis of data.  

Chapter 5: This chapter contains the empirical observation or investigation presented in the 

form of questionnaires to the respondents. It conveyed us about the results of the data 

collection procedure. These observations included the preferences, technological 

advancement, demographics and impact of the financial crisis on their spending and buying 

decision of the respondents.   

Chapter 6: In this chapter, we are going to present the analysis of the finding and discussion 

according to the empirical finding and theories. This chapter is finalized by a general 

discussion regarding to the finding of the analysis on financial crisis and marketing strategies. 

Chapter 7: The chapter conclude all the results, gave some discussion for the further research 

and managerial implications. It also bought in to light the central conclusion to be drawn from 

the study.  
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Research methodology 

This chapter present the methodological issues related and apply them in this thesis. The 

chapter starts with the purpose and approach of research. Then it is followed by the research 

strategy and instrument used to collect the data. The selection of respondents and method of 

analysis is explained. 

2.1 Choice of subject 

 

For the choice of subject we start to study different research papers and articles on consumer 

behavior. We use brainstorming technique to generate and refined our ideas about consumer 

buying behavior from the literature review (Saunders, Lewis & Thornhill, 2007). As we are 

interested in examine the consumer‘s perspective, on marketing strategies in financial crisis. 

For this purpose, we decide to analyze this effect with the change in technology of mobile 

phone. In just a tough competition, Nokia is leading the world mobile phone industry with a 

market share of 51.99 %, in Europe its share is 31.27% and in Sweden the market share for 

Nokia is 34.89 percent (Stats.getjar, 2010) and Sony Ericsson during last few years, has a low 

volume market and suffered more loss during the financial crisis as compared to its rival 

Nokia (Emerald Insight, 2004). Secondly, we study consumer behavior and want to examine 

the behavior of the Swedish market. This topic guides us in analyzing the behavior and 

attitude of the people. Moreover, it helps in finding the buying behavior of the consumer in 

financial crisis. 

 

2.2 Preconceptions 

 

When conducting the research it is important for the authors to be completely neutral, so the 

selection of the quantitative research strategies guides us in conducting the study. As we are 

students of marketing, so we have knowledge about this topic and interest in this field of 

study. The prior knowledge of the authors has an importance in conducting the research 

(Bryman & Bell, 2007 p.30). We have a certain association with the research topic because 

we conducted different researchers about consumer behavior so; it supports us in choosing the 

research strategy, design and data collection instruments. 

  

Both the authors have studied the same program of marketing. This research topic focus on 

the consumer perspective, marketing strategies and consumer behavior. Further, we analyze 

the finding by using SPSS for effective and accurate results. The authors have studied 

different courses in Umeå University, about marketing analysis, consumer behavior and 

marketing research that assist us in conducting this research. More in depth knowledge about 

the research topic are chosen from pervious related literature. 

 

2.3 Perspective 

 

This research paper is written with respect to consumer perspective, in which the effects of 

marketing strategies in financial crisis are examined through the consumer buying behavior 

with the change in mobile phone technology. There are mostly two types of perspectives 

viewed in marketing, first is the marketer perspectives in which the manufacturers or the 

suppliers make marketing strategies about how to target the consumers and the purpose of 

marketers or suppliers is to fulfill the need or want of the consumers through the product. 
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But on the other hand consumer‘s perspective explains decision making, experience and 

behavior of the consumer. In this research paper, consumer perspective is examined with the 

technological advancement in Swedish mobile phone industry through structured 

questionnaires. The theoretical framework is developed to examine the effects of marketing 

strategies in financial crisis. 

 

2.4 Choice of methodology  

 

The choice of methodology provide guidelines in conducting the research and the decision 

about the research approach. The methodology use during the research should always be 

practical. In this thesis, the methodology is formulated to examine the effects of marketing 

strategies in financial crisis. The approach is examined with the consumer purchase decision 

made for choosing the mobile phone with change in technology. 

   

Having this purpose in view, positivism is the selected as research philosophy. Deductive 

approach is selected because it lead us to revision of theory (Bryman et al., 2007 p.11) and it 

is used as a scientific research in which the theories and models are explained, examined and 

interpreted. The theories about marketing strategies and consumers buying behavior help the 

authors in conducting the exploratory research. 

  

 2.5 Research philosophy 

 

The research philosophy is divided into three categories which are positivism, realism and 

interpretivism (Saunders et al., 2007). These research philosophies have different 

characteristics mainly based on the structure, development of knowledge and process (ibid). 

The epistemology and ontology with these research philosophies are adapted by the authors in 

this thesis affect all parts of the research (Bryman et al., 2007, p.30). Research philosophy 

tells about the way to conduct research. The significance of studying research philosophy is to 

better understand the field and followed the aim of the thesis (Saunders et al., 2007). The 

research process guide the authors in selecting the various techniques for conducting 

quantitative research as shown in (figure 2.1). The research process start with research 

philosophy, in which the selection of approach built stones for the process.  

 
Figure 2.1: The research process 

 

Source: Saunders, Lewis & Thornhill (2000, p.85) 
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In positivism the methodology is presented from the existing theories with a sufficient and 

supportive data which guided the research. Positivism provides the link between the theories 

and its practical implementation. The conclusion from this research philosophy show 

generalization in results which means that the outcome provide same results from the entire 

researchers in the field. In positivism the emphasis is highly on the structured methodology to 

facilitate replications that lend themselves to statistical analysis (Gill & Johnson, 1997).  

Another significance of this methodology is that the research is applied in a value-free way, 

this makes the limitation that the researcher doesn‘t have the possibility to influence or be 

influenced by the subject of the research (Saunders et al., 2007). 

Realism has major two forms. First is empirical realism and second is critical realism 

(Bryman et al., 2007, p 18). The empirical realism means the use of appropriate methods for 

understanding the reality which conclude that the truth is what you perceive. When any 

researchers employ realism in his research, it refers to empirical realism. On the other hand, 

critical realism states that the reality of the natural order and the events and discourses of the 

social world (Bryman et al., 2007, p 18). In this approach, there are many different 

perspectives to view the world. The primary idea of realism is to reflect the reality 

independent on human minds (Saunders et al., 2007). 

The inter-pretivism is a research philosophy which presents the behavior and culture of the 

people that can be identified by studying the knowledge, ideas and thinking of people. This 

philosophy is preferable and helpful in conducting researches within marketing and behavior 

of organization (Saunders et al., 2007). 

In this research the authors feels incline to take positivism approach due to research question. 

Further, the importance of critical evaluation and justification of the theories supported this 

approach (Bates & Jenkins, 2007 p.57). The purpose of this research is to find the effects of 

marketing strategies in financial crisis with change in mobile phone technology. The 

positivism approach is examined through consumer buying decision. The consumer buying 

decision involves the selection of attributes on which the decision is made by the consumer. 

The selection of this research philosophy help us to apply the outcomes in larger extent due to 

generalization. The value free knowledge (Bryman et al., 2007, p.16) is identified from 

different marketing strategies, in which the subject and authors cannot be affected by each 

other.  

   

2.6 Research approach 

 

The research approach is involved due to use of theory which explains the design of the 

research and it clearly express the finding and conclusion of the research (Saunders et al., 

2007). There are two different types of research approaches, deductive approach and 

inductive approach when constructing the research design. 

  

A scientific research in which the development of theories and concepts are formed to build 

up propositions is called deductive approach. In this approach, a social phenomenon is used to 

explain the deductive process, where a collection of quantitative data is generally performed 

(Saunder et al., 2007). The important features of deductive approach are deducting 

hypothesis, expressing how to measure the variables, testing those variable with hypothesis, 

examine the results of the hypothesis based on theory and generalize the finding if possible 

(ibid).    
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In contrast, the inductive approach means that the process in which the data is gathered, 

analyzed and the outcomes of the analysis help in the formulation of the theories. The 

inductive strategy of linking the data and theory is associated with the qualitative research 

(Bryman et al., 2007 p.14). In inductive approach the researchers should have a deep 

understanding about the context of the research and there is a limited amount of data about the 

subject and this method is easy to generalize (Saunder et al., 2007). 

Based on the positivism research philosophy and the purpose of the study, we select to apply a 

deductive approach because it is based on the empirical study in which the theories and 

models are used in developing the hypothesis that support in analyzing the finding and 

outcomes about effects of marketing strategies with respect to consumers. This approach 

provide elements of research style for conducting research as shown in (figure 2.2). This 

approach is highly structured, so it further help us in generalization and collection of data. The 

research approach also guide the quantitative research strategies for the research design.   

Figure 2.2: Elements of research style (Model Survey)       

 

Source: Cohen, Manion & Morrison (2000, p.78) 

 

2.7 Research strategy  

 

The research strategy formulates a plan to ask questionnaires from the respondents based on 

research question. So, on the base of positivism and deductive approach we select quantitative 

approach because according to Bryman and Bell (2007, p.28) these common features support 

the quantitative approach. The research strategy should contain clear objective and usually 

explain and describe a social phenomena and allows numerical measurement and high 

generalizable (Bryman et al., 2007, p.28). 

 

The quantitative studies are often non experimental and includes a survey (Dahmström, 2000, 

p.22). In business and management studies, the deductive approach is connected with survey 

method and it allows the researchers to conduct data analysis of large sample based on 

questionnaires (Saunders et al., 2007). This approach gives more control on the research 

process. Other research strategies are given below (table 2.1): 
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In the experimental strategy, the research are mostly conducted in natural science context and 

particularly psychology because the research question involves small sample and control other 

variables (Saunders et al., 2007). The case study is an empirical inquiry of investigating 

current phenomenon within the actual context (Yin, 1994). The case study generates answer 

only about ―how and why‖ and develop a detailed intensive knowledge about a single case or 

multiple cases (Saunders et al., 2007). For the study, we select survey because of the research 

question and it is supported by research approach. This strategy help us in formulating 

questions about the research topic. In this strategy, we make question about the marketing 

strategies and financial crisis. The advantages of the survey are that the authors have no 

control when the respondents are providing the data and they are free to response. Moreover, 

the surveys are conducted in a highly-structured way. 

   

2.8 Research design 

  

While using social survey approach of this research, we select cross sectional study in which a 

particular phenomenon is studied at a particular time (Bryman et al., 2007; Saunders et al., 

2007). The cross sectional study is mostly conducted through questionnaires and interviews at 

a single point. The cross sectional study helps us in examining the relationship between the 

variables (Bryman et al., 2007, p.55). Based on the research questions, the cross sectional 

study supported us in analyzing the problem. The marketing strategies in financial crisis are 

perceived as a particular phenomenon that effects the consumers behavior. We select the 

quantitative research approach which also support us in selecting the cross sectional study. 

This research design also help us in analyzing the consumer buying behavior and purchase 

decision with change in mobile phone technology. In the given (table 2.2), the methods and 

strategies based on knowledge about the research approach help us in conduct cross sectional 

design. Furthermore, the cross section design help us in examining the impact of financial 

crisis on the spending of consumers. 

     
Table 2.2: Combination of Knowledge claims, Strategies of inquiry and Methods 

Research approach Knowledge claims Strategy of inquiry Methods 

Quantitative Post positivist 

assumptions 
Experimental design Measuring attitudes, 

rating behaviors 

Qualitative  Constructivist 

assumptions 

Ethnographic design Field observations 

Mixed methods Pragmatic 

assumptions 

Mixed methods 

design 

Closed-ended & 

open-ended measures 
Source: Creswell, W.J. (2002, p.20) 
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2.9 Type of research 
 

When the purpose is to describe the situation in the research, the classification most often 

used is one of the exploratory, descriptive or causal approach (Saunders et al., 2007). Mostly 

exploratory research collects data through secondary sources and qualitative methods, but due 

to its flexibility nature, it can use quantitative methods depending on the research problem. It 

is flexible and provides direction to the future research (ibid).  The exploratory research is 

selected on the grounds of hypothesis formulated by us with the help of theories and previous 

studies. As we analyze consumer-buying behavior, so examination the attributes of mobile 

phone with change in technology help us to find new insight of effects of marketing 

strategies. Furthermore, the results from the exploratory research will help in future for 

conducting a descriptive research in this field of study.   

  

2.10 Data collection 

 

The data collection is the life blood of research thesis. The data is classified into secondary 

data and primary data. Secondary data sources are those that don‘t deliver a direct connection 

nor have a physical relationship with the event to be studied (Cohen, Manion & Morrison, 

2000). Primary data is that data which is used to explain as those items that are original to the 

problem under study in the research (ibid). In this thesis, combination of primary and 

secondary data is used to find the outcomes of the research question.  

 

2.10.1 Collection of secondary data 

 

Secondary data includes raw data, published data and collected data by different organizations 

to support their operations (Saunders et al., 2007). It provide main source to answer the 

research questions and objective (ibid). Secondary data don‘t come directly from the basic 

idea of research but it is collected from the previous researches conducted in this field 

(Jacobsen, 2002). It also refers to the models and theories used by different researcher 

(Bryman et al., 2007). In business and management studies, such data is used to survey and 

case-study research (Saunders et al., 2007). So due to the selection of quantitative and 

deductive research, a large amount of secondary data is collected from different sources. For 

building ground for the research questions, the data came mainly from the articles, published 

books, and research papers that provide information about related subject.  

 

The documentary data for the research was retrieved from the Umeå library database of 

Business Source Premier (EBSCO), Science direct and Emerald which mainly focused on the 

scientific journals, academic literature and published reports. These sources guided the 

authors to understand and examine different theories and models about marketing strategies, 

consumer behavior, purchase decision and financial crisis. Moreover, some of the survey 

based secondary data was examined from the government database about the demographic of 

consumer and technology. Information about telecommunication and mobile companies 

operating in Sweden was taken from their websites and annual reports. Some keywords were 

also used to collect data such as Technology, marketing strategies economic crisis, buying 

decision and consumer satisfaction. All these sources built stones for the authors to conduct 

this research.   

 

 

  



 

11 
 

Theoretical framework  

 In this chapter the relevant literature is presented to support the research question. It 

highlights the definitions of marketing strategy, technology, mobile phone and its impact. The 

literature also illustrates the consumer behavior during economic crisis. The key finding are, 

on the issues regarding to consumer perspective about marketing strategy, further focus on 

theories concerning about purchase decision with an explanation of consumer buying 

behavior. Moreover, it explains different models used for making marketing strategies and 

ended up with the effect of these marketing strategies in financial crisis. The theoretical 

framework works as a ground for the empirical study. 

 

3.1 Introduction 

 

In financial crisis, the consumers are becoming more and more selective in purchasing the 

products. When a consumer acquire a product, it provides him a stressful or pleasant 

experience and the evaluation of that product is affected by the appearance, texture or other 

dimensions or attributes (Solomon, Hogg, Bamossy & Askegaard, 2006). This evaluation 

process creates confusion to purchase the product in financial crisis, due to its satisfaction. 
Customer satisfaction is a key for all the organizations that want to be keeping competitive 

advantage by innovative products or technology (Patterson, 1993). Therefore, the increasing 

rate of change in technology, together with social-economic factors and competitive factors 

tend to produce high levels of confusion for the consumers (Turnbull, Leek & Ying, 2000). 

Thus, when consumers are facing economic crisis the high rate of change in technology 

makes mobile phone market the most dynamic in the world. The degree and rate of change in 

technology, market adoption and product innovation are staggering (ibid). So, there is a need 

to form strategies that fit in the marketing and fulfill the consumer need. 

 

3.2 Marketing strategy 

 

Under the findings, lots of research studies are found about marketing in downturn of 

economy, few literatures are regarding with consumer perspective. Marketing as a subject is 

continually evolving and the recent impact of ideas and technology need to be assessed 

carefully (Ranchhod & Gurau, 2007). Marketing is uniquely able to assess consumer needs 

and develop strategies based on analysis of consumer (Yoram & Thomas, 1983). Hence, the 

marketing strategies are made by every company for creating competitive advantage in the 

market to attract the consumers. The marketing strategies for the businesses should depend on 

their capabilities of using resources and strength of their products in the market, which 

fulfilled the demand of the consumers (Ferrell & Hartline, 2002). The resources are the 

capabilities on which a company gains the competitive advantage. Furthermore, strategy is 

about doing the right things, instead of doing what we are good at (Hooley, Piercy & 

Nicoulaud 2008). The marketing strategies are helpful in earning the consumer satisfaction 

and build the brand name in the market. The customer satisfaction guide the consumer in 

evaluating the product based on the dimension or attributes.   

 

To reach a successful strategy the focus should be on the industry dynamics and 

characteristics, for profitability the essential factors for driving the industry competition also 

depends on industry attractiveness (Porter 1980,1985) such as in telecommunication industry.   

For developing an effective response from the consumers, the market segmentation and 

positioning the product play a very vital role in changing environments (Hooley et al., 2008). 

On the other hand, technology is both an internal and external factor that shape the choice and 
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implementation of marketing strategies, but it influence all the other factors (Ranchhod et al., 

2007).  The internal factors include people and competitive advantage and external include 

the customers and competitive situation (ibid).  With the change in technology, external 

environment is constantly changing and it is important that marketing function should 

understand the change and knew how to act in them (Ferrell et al., 2002). Under these 

circumstances the consumer‘s perspective about the marketing functions depends on attributes 

such as the price, product, brand name and promotion. The technology and the appearance of 

the product help the marketers to promote and build the brand name.  

 

From the marketers perspective, in changing environment manufacturers should have to use 

proactive strategies (Nilson, 1995). These proactive marketing strategies could even be a way 

for companies to turn recession into advantage, it is an opportunity for the firms to control the 

situation and save their organizational resources (Srinivasan, Rangaswamy, & Lilien, 2008). 

These strategies are used to know about the attitude, situational factors and repurchase. 

However, to earn profitability in long run and to build a strong brand image, the 

manufacturers should know the buying behavior of the consumers by developing successful 

marketing strategies. 

 

3.3 Financial crisis 

 

The financial crisis started from the mortgage and financial sector of United States of 

America in 2007 and it also affected on all the other sectors in the economy. This crisis 

showed its impact on all the industries around the world. As a result, consumers face 

difficulties such as increase in unemployment, change in prices of products due to inflation. 

All these factors make an effect on the consumer attitude and buying behaviour.  According to 

Mohammed and Shamiyeh 2008 (citied in Aliqah and Al-rfou, (2010)) that to maximize the 

benefits of the product consumed, the consumers use their disposable income. The consumer 

behaviour is effected by the price of the product and their disposable income. As a result, the 

consumer changes his/her behaviour, if any change occurs in these factors.    

 

Sweden is an open economy and has a great integration with the international market, but due 

to the crisis, its exports increased only by 20 percent during last decade (Öberg, 2009). The 

financial crisis also effect the Swedish economy from the beginning of 2008, due to high 

interest rate and inflation with a weak labor market created a weak demand of products. The 

operating companies cut back their investments (OECD, 2010). The weak growth of Swedish 

economy is shown in (appendix I). The CPI (consumer price Index) and unemployment rate 

show that the financial crisis effects the consumers in Sweden. As a result, the production and 

employment rate are affected. More than one third of the Swedish consumers felt that the 

recession has an impact on their lifestyle and effected the spending habits and purchasing 

power (Market report, 2009). Further, the consumers evaluate the product on their product 

categories while making a decision and they managed the finance more carefully (ibid).  

  

3.4 Economic crisis and consumer buying behavior  

 

When approaching to the consumer perspective, the consumer buying behavior is very 

important to understand. It can be defined as “Process by which individuals search for, select, 

purchase, use, and dispose of goods and services, in satisfaction of their needs and wants 

(Business Dictionary, 2009, Solomon et al., 2006)‖. Consumer behavior is much more than 

buying things, it also embrace the study about how things affect our lives and how our 

possession influenced the way the people felt about themselves (Solomon et al., 2006). The 



 

13 
 

consumer behavior is used to provide guidelines in developing marketing strategies through 

segmenting the target consumers. The segments are developed on the basis of descriptive 

characteristics according to the desired attributes of the target consumers based on buying 

behavior. Sometimes consumers within the segment have similar product needs (ibid). The 

categories in which the segments are composed can be listed as demographics, geographic, 

psychographic and behavioral segment. The basic segment in analyzing the target consumers 

is demographic segment, in which the statistics measure the observable aspects of the 

population such as age, gender, social class, income and occupation (ibid). These variables are 

valuable to get the information about size of the market. The geographic segmentation is used 

to know about the culture patterns and trends of the consumers. The consumers have different 

values, lifestyle and behavioral patterns among different cultures (ibid). Manufacturers 

promote the product after analyzing the behavioral patterns and cultural values, for example, 

an introduction of a new product with latest technology is best for consumers in developed 

country than in developing country.    

Behavioral segment divide the market into groups based on consumer attitude, brand loyalty 

and usage situation of the product (Kotler, Wong, Saunders & Armstrong, 2005). Behavioral 

segmentation is important while analyzing the buying behavior. The factors that analyze the 

buying behavior like attitude and usage situation are studied with the help of some 

demographics and geographic variables. Furthermore, the psychographic segment contains the 

personality, lifestyle and self concept variables. These variables are not easy to measure such 

as difference in consumer‘s personality and lifestyle (Solomon et al., 2006). Such variables 

are measured with the help of demographic and behavioral variables. The behavioral variables 

such as loyalty and attitude provide guidelines for analyzing the personality and lifestyle of 

the consumer. These characteristics of people are very important when they bought the 

product or service. The buying behavior of consumers are especially interesting for people 

who want to influence or change this behavior for different reasons, for example those who 

work with marketing (Engel, Blackwell & Miniard, 1995). The psychographics characteristics 

refer to the person‘s lifestyle and personality attributes and this knowledge about consumers 

played a vital role in developing different marketing strategies (Solomon et al., 2006). The 

segmentation categories guided in evaluating the buying behavior of consumers. When 

consumers purchase the product or service, they evaluate the characteristics of the product on 

their color, brand name, advertising, model, technology or shape (ibid).   

According to Solomon et al., (2006) when the consumer utilize the product, lots of different 

issues appeared at different stages of consumption (table 3.1). These issues influence the 

consumer before and after making a purchase (ibid). These issues reflect the buying behavior 

of the consumer and explain the perspectives, when the consumer thought to purchase the 

product. With consumer perspective, pre purchase entails issues about the need or want of the 

product and source of information to learn about the latest technology. When the consumer 

purchase the product, the issue arise are about the experience of using that product. If 

consumer is satisfied with the product then, he/she recommend to others and affect their 

buying behavior. In the last stage of consumption process the consumer evaluate its purchase 

decision and analyze its satisfaction with the product. The post purchase issues are related to 

the satisfaction of the consumer and usage situation of the product, which has to fulfill all the 

desired function that the consumers want.  Moreover, Ferrell et al., (2002) explained that 

when the consumer decide to buy the product, he/she first search for information and different 

alternative to fulfill the want of the product, and finally make a decision, these steps has an 

impact on the buying behavior of consumers. 
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Table 3.1: Stage of consumption process 

 Consumer perspective Marketer’s perspective  

Pre-purchase issues How does a consumer decide 

that he/she need a product? 

What are the best sources of 

information to learn more 

about alternative choices? 

How are consumer attitude 

towards products formed and 

changed? 

What cues do consumer use to 

infer which products are 

superior to others? 

Purchase issues Is acquiring a product a 

stressful or pleasant 

experience? 

What does the purchase say 

about the consumer?  

 

How do situational factors, 

such as time pressure or store 

display, affect the consumer 

purchase decision? 

 

Post-purchase issues Does the product provide 

pleasure or perform its 

intended function? 

How is the product 

eventually disposed of, and 

what are the environmental 

consequences of this act? 

What determines whether a 

consumer will be satisfied 

with a product and whether 

he/she will buy it again? 

Does this person tell others 

about his/her experience with 

the product and affect their 

purchase decision? 
Source: Solomon, Hogg, Bamossy & Askegaard. (2006, p.7) 

According to Engel et al., (1995) there are three different categories that indentified the 

factors which influenced the decision making of consumers while buying a product. These 

factors are individual differences, environmental influences and psychological processes. 

Individual differences include the knowledge about the product, attitude of the consumer, and 

personal values. The environmental influences include the demographic and behavioral 

factors such as culture, social class and usage situation. In this context situation is meant as 

the working and financial situation. Finally, the psychological processing is about how 

consumers processed new information, how they learn and what attitude they have towards 

changes.  

According to Roberts (2003), marketing is the solution in a crisis period, because cost and 

price reductions affect the long-term relationships that manufacturers have with their 

customers and in many cases, even the quality process is seriously effected. Financial crisis 

has an impact on the spending of the consumer and change its economic situation. So, people 

start to worry about their future, and don‘t enjoy shopping anymore (Ang, Leong & Kotler, 

2000).They don‘t want to spend money on new innovative products anymore, even if they 

could still afford to purchase them and became more money minded (Ferrell et al., 2002).  

Moreover, financial crisis raise the prices of the input used to develop products as a result; the 

manufacturers increase the prices of products which create problem for consumer to buy.  

These situations effect the buying behavior of the consumers and competitiveness of the 

manufacturers. As a result, manufacturers start downsizing in their departments which result 

in unemployment, reduce wage rate and managerial problem for attracting the consumers 

(Zehir & Savi, 2004, pp. 346-47).  

In the light of research question, the buying behavior is studied with the positivist approach 

which encourages us to stress on the functions of objects, to celebrate technology and to 

regard the world as a rational place with defined situation (Solomon et al., 2006). Major two 



 

15 
 

approaches about consumer behavior are given below in (table 3.2) which supported us in 

generating knowledge, relationship and reality of the research question.  

Table 3.2: Approach to consumer behavior  

Assumptions  Positivist approach Interpretivist approach  

Nature of reality Objective, tangible 

Single 

Socially constructed 

Multiple 

Goal Prediction  Understanding 

Knowledge generated Time-free 

Context-independent 

Time-bound 

Context- dependent 

View of causality Existence of real causes  Multiple, simultaneous 

shaping events 

Research relationship Separation between 

researcher and subject 

Interactive, cooperative with 

researcher being a part of 

phenomenon under study 
Source: Solomon, Hogg, Bamossy & Askegaard. (2006, p.26) 

 

According to Ferrell et al., (2002), trying to understand the buying behavior of consumers is a 

quite complex and difficult task. With the marketer‘s perspective, it is worth the effort spent 

by the manufacturers to develop a product by getting insight information about the customer‘s 

needs (ibid). In crisis situation, the consumer perspective and their satisfaction about the 

product provided long term relationship.  

 

 
 

With a view of consumers‘ perspective, the innovation and the new product development in 

the financial crisis make the manufacturers to think about the current product and its usage. 

The manufacturers target and advertise the new product as to satisfy the need of the 

consumers but they first have to think about financial situation of their target consumers. For 

that reason the consumer buying behavior and buying decision process is adopted, which is 

not easy task (Kotler et al., 2005). The consumer passes through a learning process and then 

makes a buying choice (ibid).  The learning process involved the brand, information about 

alternatives, and attributes. 

  

As consumer are facing economic crisis, they acquire a product and evaluate that product on 

its appearance, texture and feathers. These attributes are evaluated during the buying 

behavior. Consumers want to get maximum benefits from the product when making a 

purchase during the crisis. Furthermore, these things effect the attitude and buying behavior.  

 

3.5 Impact of technology 

 

The technology is defined as ―the branch of knowledge that deals with the creation and use of 

technical means and their interrelation with life, society, and the environment, drawing upon 

such subjects as industrial arts, engineering, applied science, and pure science (Dictionary, 

2010)‖. In this context, the technology meant that the advancement made in the product or 

service to facilitate the consumers only. These advancements might be addition in product 

attributes, product features or development of a new device. To meet the competitive 

Proposition I: Financial crisis effects the buying behavior of the consumer 
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challenges the manufacturers are focusing on the technology, cost and quality to change the 

environment of the business, with these changes the organizations are more concern with the 

buying behavior of both consumers and organizations (Han, 1997). According to Schwartz‗s 

(1996) book on wireless technologies laid out the technical and policy issues which would 

challenge the mobile phone growth in the developing world. The advanced technologies that 

are used by the manufacturers to enhance the customer‘s expectation through providing and 

describing the benefits of the product by fulfilling the wants of the customers (Dutta, 

Narasimhan & Rajiv, 1999). The wireless technologies are changing very rapidly due to the 

advancement in technological devices. 

The spreading of new technology and its concern with economic development made its 

impact on the communication devices such as on mobile phones and those concerned with 

describing the social, cultural implications of its use and focusing on personal communication 

technologies (Donner, 2008). Huge advances in technology have undoubtedly played a vital 

role in the rapid growth, unprecedented take-up and widespread availability of mobile 

communication in the whole world (Agar, 2003). The advancement in wireless technology 

supports the manufacturers to build new devices for the consumers such as mobile phone with 

a camera. With the guidance of technology, manufacturers‘ belief that they are successful in 

fulfilling and enhancing the consumer needs. 

According to Geser (2002) that consumers gradually change their habits and learnt to use new 

technology in a variety of ways across an increasing range of situations, but it is very common 

for them to be unable to predict their future usage patterns accurately. The technology fit in 

the well established social context and this shape the way it is used (Lacohée, Wakeford & 

Pearson, 2003). In a financial crisis the consumers are more aware of the product or services 

that are essential for them and it has an influence on the consumers purchasing behavior 

(Silverstein & Fiske, 2002) so, before introducing advance technology in financial crisis, the 

manufacturers should be aware of the consumers buying behavior. As mobile phone 

technology is a rapidly developing industry, when consumers are getting to grasp with the 

current technology, further developments are leading to change which they subsequently 

needed to familiarize themselves (Leek & Chansawatkit, 2006). These changes also effect the 

consumer‘s behavior, habit or usage situation. In the modern world, the advancement in 

technology is developing through different sources, such as internet and mobile 

communication; as a result, several paradoxical situations are set up by different advancement 

in technologies (Ranchhod & Gurau, 2007). 

 

3.6 Mobile phone industry 

 

Mobile phone is defined as the ―Portable telephone device that does not require the use of 

landlines and utilize frequencies transmitted by cellular towers to connect the calls between 

two cellular or wireless devices (Business Dictionary, 2010)‖. When the mobile phone was 

introduced it was used as a luxury product but as the time passed by, it becomes a mass 

consumer product like a commodity (Turnbull et al., 2000). In 2002, the total number of 

mobile or cellular phones in used worldwide exceeded the number of landlines.  

 

Mobile phones are undoubtedly changing how, when, where, how often and about what we 

communicate with others, these changes has shown more effect in the developing countries as 

compared to developed countries (Lacohée, H et al., 2003). The selection of mobile phone 

industry is due to two reasons; first is the change in the technology of mobile phones is very 

rapid and second is the ownership rate of mobile phone. The mobile phone has changed the 

lifestyle of the people and the way they communicate with each other (Mobile Journey, 2010).  
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With this mobile technology, information and new services become readily and easily 

available (ibid). Others studies suggest that different cultural conditions lead to different 

attitudes towards usage patterns of mobile phones (Blum, Chipchase & Lehikoinen, 2005; 

Yan & Gu, 2007) and they require different marketing approaches to promote such products 

(Wang, 2005).  
 

While in European countries, especially the Nordic countries seem to lead the mobile 

technology during the 1990s with the successful systems in telecommunication (Henten, 

Olesen, Saugstrup & Tan, 2004) and their competitive activity in the European mobile phone 

industry has grown continuously since the arrival of digital technology (Fernandez & Usero, 

2009). The mobile phone markets in Europe are based on the international companies, first 

and foremost Nokia, Ericsson, Siemens and Alcatel (GSM world, 2010).  

 

According to Wernerfelt (1984) and Prahalad and Hamel (1990), the performance of any 

industry is mainly driven by the resource profile of the company. The market and the 

company ability to serve it are the requirements and taken into consideration when goal is to 

long term fit between these two (Hooley et al., 2008). So, in financial crisis the manufacturers 

used all their resources to make strategies that supported them to earn profit and retain 

customers. The environment of the industry has an impact on the strategies that include issues 

related to internal environment such as current and potential customers, purchase of products 

etc and external environment that include the competition, economic growth and stability, 

political trends.  

 

3.7 Mobile phone and financial crisis 

 

In 2008, due to the global financial crisis the mobile phone shipment decreased by 5.9 percent 

than the previous year in western European mobile phone market. In such as a mature market, 

Nokia also lost its market share as shown in (table 3.3) provided in quarterly mobile phone 

tracker report (cellular news, 2010) see (appendix II). The report analyzed that the consumers 

liked to buy those mobile phone in recession which provided features and gave them 

advantages both in personal and professional lives; it meant that the consumers are moving 

towards smart phones (ibid). The crisis continued its impact in first quarter of 2009 which 

showed a decrease of six percent in the shipments of the mobile phone (IDC, 2010).     

 

Table 3.3: Western European mobile phone shipments and market share (units in millions)  

Vendor 2008 Unit 

Shipments 

2008 

Market 

Share 

2007 Unit 

Shipments 

2007 Market 

Share 

2008/2007 

Change 

Nokia 75.80 39.8% 81.00 40.0% -6.4% 

Samsung 48.50 25.5% 44.40 21.9% 9.2% 

Sony Ericsson 28.50 14.9% 32.40 16.0% -12.0% 

LG 10.20 5.4% 9.60 4.8% 6.3% 

Motorola 8.00 4.2% 17.90 8.8% -55.3% 

Apple 4.40 2.3% 0.20 0.1% 2100.0% 

Others 15.10 7.9% 17.00 8.4% -11.2% 

Total 190.50 100.0% 202.50 100.0% -5.9% 
Source: IDC European Quarterly Mobile Phone Tracker, February 24, 2009. 
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The European market is leading the mobile phone technology and growing continually by 

introducing new models and version of mobile phones. These new models are providing new 

feathers and latest technology to the consumers. The manufacturers attract the consumers by 

advertising and promoting new technology in such a way that effect the buying behavior of 

the consumer and create want in the consumer‘s mind. When a new model of mobile phone is 

introduced the price is very high due to its feathers and technology but decrease due to the 

competition in that technology, this also effect the buying behavior of the consumer.  

          

3.8 Importance of Marketing Strategies  

 

Consumer based strategies have the ultimate goal of maximizing shareholder value as 

compared with firm-level measures (Ramani and Kumar, 2008). Consumer based strategies 

are used to know about the buying behavior and purchasing decision about the product or 

service. As, consumers behave differently in psychologically and financially crisis from those 

days when they enjoyed economic prosperity (Ang et al., 2000). In financial crisis, the study 

of consumer behavior and psychographics are very important for measuring the impact. 

Especially in financial crisis, consumers place emphasis on the durability of products and 

measure characteristics on the basis of economy, durability and functionality (Shama, 1981).  

 

The consumer decision to purchase the product varies with the type of the buying decision 

(Kotler et al., 2005). The buying behavior is based on their degree of involvement with the 

product and the extent of the differences among brands is explained in the (figure 3.1) (ibid). 

The consumer involvement in the buying behavior provides guideline about the information 

search and characteristics of the product. As the mobile phone has become a commodity, so 

the consumers make decision on the basis of their involvement while purchasing the product. 

Thus, it becomes a variety seeking product for the consumer due to its technology provided 

by the manufacturers. Based on the features and technology, the significance difference 

between the brands attracted the consumers by providing different product attributes that 

fulfill their wants and provide them benefits. So, when the consumer makes decision he/she 

must learn about the product category (ibid). As consumer analyze the product on the basis of 

benefits and functionality. Thus, according to a study consumer doesn‘t seek variety when 

he/she has to make decision in financial crisis, but where technology changes very fast such 

as in mobile phone industry; this type of involvement is needed to be examined with the help 

of buying behavior.  
 

Figure 3.1: Type of buying behavior 

 High involvement  Low Involvement 

Significant 

differences between 

brands 

Complex buying 

behavior 
Variety-seeking 

buying behavior 

Few differences 

between brands 

Dissonance-reducing 

buying behavior 

Habitual buying 

behavior 

Source: Kotler, Wong, Saunders & Armstrong (2005)  

Proposition II: Mobile phone technology effect the buying behavior of the consumer. 
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On the other hand, technological developments in the mobile phone have led to continual 

growth in the range of products available and increasing sophisticated features (Mitchell & 

Papavassiliou, 1999; Quelch & Kenny, 1994). During financial crisis when buying behavior 

changes, the advancement in the technology make the consumer confuse to buy the product. 

Different studies conducted in UK have found that the mobile phone industry has a number of 

confusing aspects including technology of mobile phones and variety of services available 

(Turnbull, et al, 2000). In the mobile phone market, Tumbull, et al. (2000) recently reported 

that consumer prefer to buy well known brands as they want to reduce their buying 

uncertainty. Moreover, consumer relies heavily on other people's opinions and word of mouth 

during the buying process (ibid). The mobile phones might also be creating un-clarity 

confusion as they have a huge range of advance technologies and features so, people need a 

certain amount of knowledge to understand what product attributes are necessary to support 

the services required (Leek et al., 2006).  

 

Consumer clarified their goals in selecting mobile phones by narrow down their options, 

using one or more specific criteria for purchasing a mobile phone such as latest model or most 

popular brand (Mitchell et al., 1999). This strategy assumes that consumers have sufficient 

information that enables them to decide on which specific criteria the product has to meet 

(Leek et al., 2006). Since, consumers could be expected to shop more rationally when 

experiencing a decrease in their purchasing power during financial crisis; advertising 

campaigns emphasize on the rational motives such as safety, reliability, and durability, rather 

than image and status (Shrager, 1991, p. 5). For promoting or advertising the product, it has 

been observed that those manufacturers who increasing or maintaining their level of 

advertising increase its sales, income and market share during and after a recession (Kim, 

1992, p. 15; Werner, 1991, p. 29). 

 

Consumers have been found to focus on brand, stores or market share which they use as an 

indication of the product quality (Duncan & Olshavsky, 1982). Ang et al., (2000, p. 113) 

suggest two quality strategies related to pricing in conditions of crisis: to apply the same 

prices for higher quality products or to offer the same quality product at lower prices. The 

rationale is to increase sales volume in the short term, but this strategy could cause serious 

damage to a company in the long run by lowering profitability. It could also harm the brand 

image and customers might resist moves to return to former price levels when financial crisis 

is over (Bennett, 2005, p. 124).The word of mouth sources are perceive to be independent, 

trustworthy, reliable, credible and less biased as they are often based on experience (Smith 

and Swinyard, 1983; Murray, 1991; Edgett and Parkinson, 1993; Muthukrishnan, 1995)  

 

The literature review about the buying behavior can be viewed in three steps. The first step is 

evaluation process, with which the perceived judgment about technology is compared with 

existing one. Further, buying process is analyzed on particular attribute of product and finally 

evaluating the satisfaction while purchasing the technology.  

 

3.9 Theoretical model  
 

Lots of theoretical models can be used for the identification of buying behavior with 

consumer perspective. With respect to research question and literature review the process start 

from the generic models.  

 

To examine the evaluation process for analyzing the performance of the product according to 

the expectation the study of consumer behavior has an impact on it (Fishbein 1963; Fishbein 
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and Ajzen 1975; Oliver, 1997). The evaluative criteria include the objective attributes such as 

price, brand name, country of origin or subjective attributes such as quality, comfort and 

design (see, for example, Grapentine 1995; Myers and Shocker 1981).   
 

While making a purchase decision individual might perceive confusion in evaluating of the 

technology. Such confusions arise from the consumer that include over choice of products, 

similarity of products and information conveyed through marketing communications or 

information that the individual get (Mitchell et al., 1999). The choice of brand, perceived 

quality or physical attributes of the product originate the causes in the evaluation process 

(ibid). The product similarity in features and over choice due to technology are the common 

problems arise in making the buying decision (Leek et al., 2006). Furthermore, problem in 

selecting the mobile phone is majorly due to huge range of advanced technologies.  

 

Mitchell et al., (1999) suggested some strategies that individual perceive the expectation as 

they evaluate them.  There are number of strategies that might be used in purchasing the 

mobile phone (ibid):  

  

1. Consumer when evaluate their goals about the purchase they narrow down their option 

by using certain criteria. For example, if an individual required mobile phone with 

touch screen, he/she narrowed down its option when selecting the phone (Mitchell et 

al., 1999). 

2. In perceiving the technology advancement, consumers might abandon or postpone the 

purchase due to this reason and wait for the new model. Individual might do this due 

to variety of handset or waiting for new technology. 

3. In expecting the better quality, consumers have been found to focus on brands, 

technology, durability, attributes which they used as an indication of the product 

quality (Duncan et al., 1982). 

4. When making a purchase decision, individual listen to people, family and friends 

experience, price and brand of the mobile phone. The communication sources 

perceived to be independent, trustworthy, reliable, credible and less biased as they are 

often based on experience (Murray, 1991; Edgett et al., 1993; Muthukrishnan, 1995). 

 

The competency to purchase a product for individual depend on its psychographics that 

includes life style; personality and social class traits and these traits are created through 

psychographics of the individual (Kolter, 1988). This concept is also defined by Gunter and 

Furnham (1992) in which the authors explain the essential attitudes to make a purchase: 

“Psychographics seek to describe the human characteristics of consumer that may have a 

bearing on their response to products, packaging, advertising and public relation efforts. 

Such variables may span a spectrum from self confident and life-style to attitudes, interest 

and opinions, as well as perception of product attributes”. 

 

According to Ranchhod & Gurau (2002) in a case study about the lifestyle snapshot, 

conducted by David Anderson (2000) suggest that lifestyle help us to guess the psychographic 

characteristics of the individual most likely lifestyle, personality, location and the probably 

the usage situation that is time for a particular feature or set of features to be used when 

analyzing the lifestyle as shown in (figure 3.2). A lifestyle give us indications about the 

features that which features will be needed at the same time for personality traits and which 

features are needed to work together and should be tightly integrated with lifestyle (ibid). The 

consumers are getting more and more knowledge about the products by communicating and 
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interacting with different sources, such type of information are easily collected through 

market environment (Ranchhod et al., 2000). 

 
Figure 3.2: Propensity to purchase 

 
Source: Ranchhod & Gurau, (2007,  p.62) 

 

Karin and Preiss, (2002) provide the strategic marketing model for a dynamic environment, in 

which the authors discuss the approach to study the behavioral factors of the individuals. It 

includes occasion, benefits, user status, loyalty and attitude that are affected by the 

environment. These behavioral factors are analyzed and measured on a discrete scale, which 

helped in examining the variables of buying behavior as shown in (table 3.5). The occasion to 

purchase the product might be a special or a regular for the individual. The benefits that the 

individual get from the product could be measured by the quality of the product, the service or 

features provided and price or economy of the product provided to the individual.  The 

user/usage situation of the product; might be the individual‘s first time purchase, his /her 

potential purchase or a regular purchase. 
 

Table 3.4: Behavioral factors in a competitive environment 

Behavioral factors (traditional approach)  

Occasions  

Benefit  

Extent of usage 

User status  

Loyalty status  

Attitude towards products  
Source: Karin and Preiss, 2002 

The degree of involvement of the individual in the purchase and product could be explored as 

a process of information during the buying behavior. This process is evaluated as there is a 

perceive linkage between a consumer‘s needs, goals or values and product knowledge that the 

consumer required. So, consumer pay attention to the product information provide to them 

(Solomon et al., 2006). 
 

According to Solomon et al., (2006) involvement is defined as “a person’s perceived 

relevance of the object based on their inherent needs, values and interest”.  The word object 

is used in the broad sense and it refers to a product or a brand, an advertisement or a purchase 

situation (Solomon et al., 2006). When the consumer involves in a product for searching of 

information, he/she can find involvement in all these objects as shown in (figure 3.3). 

  

Individual 

Lifestyle 

Class 

Personality 

Propensity to purchase 
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Figure 3.3: Conceptualizing components of involvement 

 
Source: Solomon, Hogg, Bamossy & Askegaard (2006, p.106) developed by (Kapferer and Laurent, 1993)  

 

These factors combine person and situation which determine the process of product related to 

information at a given point of time (ibid). The person factor is derived from the 

psychographic and lifestyle characteristics. The situation factors are most important for the 

process of involvement because they provide information regarding the occasion to purchase 

the product and usage of the product. When consumers are intent on doing what they can to 

satisfy a need, they pay attention to these involvement factors and achieve their goals 

(Solomon et al., 2006). 

 

The manufacturers make difference between the products by providing physical differences 

through product design, color and weight or change the features of the product such as layout; 

the differences in price, technology and quality also make the product to perceive differences 

from other products (Kotler & Armstrong, 1996). During financial crisis, the customers 

reduce their consumption of wastefulness and switch to cheaper and rather local brands (Ang 

et al., 2000). So the products or technology that is introduced in financial crisis is not good. 

But according to Shama (1981), the consumer emphasize on quality and durability in financial 

crisis.   

 

When the individual make the purchase decision the important influence is through the price 

of the product and pricing is the marketing variable that is the easiest to change (Ferrell et al., 

2002). Mostly, consumers look at the price of the product during crisis, so manufacturers 

change their pricing strategies to increase the customer involvement (Shama, 1978).  

 

Customers in financial crisis prefer information through friends and family instead of 

commercials; therefore manufacturers should provide them with clear information including 

motives as safety, durability and overall quality insurance, in order to gain their trust (Shrager, 

1991). In economic crisis, trust on the company products is an important factor for the making 

the purchase decision (Marconi, 1997). 
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When consumer has to make the decision about the purchase it is necessary to determine the 

involvement of the consumer with the product. The involvement could be measured as an 

important, fascinating, relevant or valuable for the individual. The purchase of the product 

might be risky due to the nature of the product such as mobile phone and effect the individual 

behavior. According to Kapferer et al., (1993) the authors recommend in their study that the 

development of an involvement profile should contain these components.  

 

 The personal interest a consumer has in a product category. 

 The perceived importance of the choice of the product.  

 The probability of making a bad purchase. 

 The pleasure value of the product category. 

 The value that the person signed to the product. (closely related to) 

 

 
 

There are potentially many determinants of customer satisfaction as the dimensions 

underlying satisfaction judgments are global rather than specific (Rust & Oliver, 1994). The 

satisfaction of the product is defined as “The consumer's response to the evaluation of the 

perceived discrepancy between prior expectations and the actual performance of the product 

as perceived after its consumption” (Tse and Wilton, 1988: 204). 

 

 The consumer satisfaction after the purchase of the product includes the involvement factors 

and the evaluation process used by the individual.  The consumer satisfaction is highly 

influenced by the prior expectation regarding all aspects of product quality, according to the 

expectancy disconfirmation model explained above; consumers get knowledge from their 

beliefs about the product performance based on the prior experience with the product and the 

communication or information about the product (Boulding, Kalra, Staelin & Zeithaml, 1993). 

After the consumption of the product the performance that is desired by the individual 

exceeded the expectation, the satisfaction level increased and the consumer is pleased (ibid).   

 

From marketers perspective Prahalad and Hamel (1990) argue that, competitiveness of market 

in the short run derive from the price and performance attributes of current products. It is due 

to the discounts or special offers provided to customers. On the other hand, competitiveness 

derive from the ability to build the brand image in the market, produce the products at lower 

cost and more speedily innovation than competitors are the core competences that spawn 

unanticipated products (ibid). So, consumer involvement and satisfaction is important in short 

and long run to earn profitability. In this context the strategies meant that the manufacturers to 

avoid environmental threats and exploit environmental opportunities for consumers, given 

goals and capabilities and earn profit in financial crisis (Ansoff 1965). 

 

 
 

Proposition IV: Product performance depends on customer satisfaction.  

 

 

Proposition III: The buying behavior effects the marketing strategies.  
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Customer satisfaction in the mobile phones depends on its attributes or features or the brand 

name e.g., Nokia, it is derive from the importance of judgment relate to physical products 

(Mittal & Tsiros, 1999).  The satisfaction provide feedback to the manufacturer, become it is 

very necessary form the company perspective that the feedback would support them about 

quality of marketing strategies used and it is a key influence for the future purchase intentions 

(Taylor & Baker, 1994). 

 

3.10 Theoretical critique 

 

In this chapter there are some general theories and models about the consumer buying 

behavior and consumption process which have been under debate in order to establish the link 

with the research. The marketing strategies and consumer buying behavior are explained with 

the context of the research questions. The definition of technology is explained with the 

connection to the mobile phone industry. Since, the consumer‘s perspective of marketing 

strategies is explained with the help of theories associated with buying behavior and financial 

crisis. These theories and models have some disadvantage but we try to cover them. 
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Practical methods 

This chapter explains the sources and sampling strategy use for the collection of primary 

data. Furthermore, the content of the questionnaire is discussed with the help of proposition 

made in the theoretical chapter. This chapter also explains the methods to analyze and 

examine the data. 

  

4.1 Primary data collection 

 

Primary data is collected directly from the respondents or source specify for a particular event 

or research. For this thesis the primary data is collected from people that visit stores such as; 

PhoneHouse, Expert and Teknik-magasinet in Umeå, Sweden. The selection of these stores 

are due to; firstly they sell the electronic appliances; secondly they are located in the central 

market or downtown of the city and finally, the consumers that come for shopping in these 

stores are assumed to be using mobile phone already. We gather the data through structured 

questionnaires in English as well as Swedish language, but the context of the questionnaire 

remains the same. We use assistance of our Swedish friends to get the data from Swedish 

language questionnaires.  

 

There are different ways to collect quantitative data, e.g. through questionnaires, observations, 

experiments and communication (Bryman et al., 2007; Lambin et al., 2007). For collection of 

data we decide to use questionnaires because each respondent is asked to respond to the same 

set of questions in a predetermined order (de Vaus, 1996). The primary data often consists on 

demographic nature and expose an individual‘s attitude and opinion about a certain idea or a 

product (Ghauri, & Gronhaug, 2005). We gather data about the demographics, spending 

habits and buying behavior to analyze the research question. 

  

4.2 Choice of sampling method 

 

While doing the research, it is necessary to make strategy how to study the whole population. 

For this reason, the sampling techniques provides a range of methods that enable to reduce the 

amount of data needed to collect by considering only that data which is collected from a sub 

group rather than all the possible cases (Saunders et al., 2007). In this research the aim is to 

create a representative sample of respondents (Bryman et al., 2007, p.180).  As we analyze the 

effect of marketing strategies with buying behavior and purchase decision under change in 

mobile phone technology so, we try to select only those respondents who use mobile phone. 

To make the sample more accurate, we are conducting the survey outside different stores in 

downtown. The sampling method is non-probability sampling so; the decision about the 

sampling techniques is evaluated on the basis of these factors (Cohen et al., 2000): 

 The sample size. 

 The parameters of the sample. 

 Access to the sample. 

 The sampling strategy to be used. 

4.2.1 Sampling strategy 

 

There are two types of strategies used for sampling, probability sampling or non-probability 

sampling (Bryman et al., 2007). The probability sampling technique is a collection of 
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sampling method that applies a random selection process in choosing the respondents (ibid). 

On the other hand, non-probability sampling, the researchers effect the selection of 

respondents through increasing the chance that some members of the population is chosen 

over others (Bryman et al., 2007, p. 183).  

 

For the business research, such as market surveys and case surveys research it is often not 

possible to do probability sampling due to the sample selection (Saunders et al., 2007). In this 

research we use non-probability sampling due to technique of selecting the descried 

respondents. The selection of this technique is based on its judgment and range of options it 

provided to us (ibid).  

   

The probability sampling is not selected due to the sampling frame. The sampling frame is 

“the listing of all units in the population from which the sample will be selected (Bryman et 

al., 2007, p. 183)‖. It is not possible for us to access to the list of all the respondents that use 

mobile phones. The high cost don‘t allow us to conduct the research with probability 

sampling. The quote sampling is not selected because it is different to made quote of the 

population and we are analyzing the effects of marketing strategies in general not in the 

context of gender or specific age group. On the other hand, the snowball sampling is not 

suitable because we have lots of respondents that visit the stores from where we are collecting 

the data. 

 

There are several ways to conduct the non probability sampling but we were using 

convenience sampling. This sampling technique involve choosing the nearest individual to 

serve as respondents and continuing that process until the required sample is obtained (Cohen 

et al., 2000).  This sampling technique is easy to be accessed, suitable for the authors to 

collect data and quick of get response from the respondents.  
 

Table 4.1: Impact of various factors on choice of non probability sample technique 

Sample type Likelihood of 

sample being 

representative  

Types of research 

in which useful 

Relative cost Control over 

sample 

content 

Quota  Reasonable to high 

although dependent 

on selection of quota 

variables 

Cost constraints or 

data is needed 

quickly 

High to 

reasonable 

Relatively 

high 

Purposive  Low although 

dependent on 

researcher choice 

Very small sample Reasonable Reasonable 

Snowball Low but cases will 

have characteristics 

desired 

Where difficulties in 

identifying cases 

Reasonable Reasonable 

Convenience Very low Little variation is 

population 

Low Low  

Source: Saunders, Lewis & Thornhill (2000, p.171) develop from Kervin, 1992; Patton, 1990. 

 
4.2.2 Sample size 

 

The selection of the sample size relies on the purpose of the study or on research question and 

the nature of the population (Cohen et al., 2000). In this context the desired sample is selected 

from different stores in Umeå that deal with technology equipments especially in mobile 
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phone, because the purpose to ask about the effects of marketing strategies under mobile 

phone technology. The total population of Umeå city is 114,075 (SCB, 2010). So, we obtain 

the minimum sample size that accurately represented the population being targeted (Cohen et 

al., 2000). According to Bryman & Bell (2007) it is a general rule that the larger the sample, 

the less sampling error will occur. However, high costs are associated with a large sample, 

thereby suggesting a trade off in deciding the sample size (Bryman et al., 2007, p. 195). For 

this research, under confidence level of 95% the sample size is 150 respondents with 

confidence interval or the margin of error of 8. We are confident to select this sample size for 

the accuracy of the results.  

 
Table 4.2: Determine Sample size 

Confidence level 95 % 

Confidence interval 8 

Population 114075 

Sample size 150 

Source: Surveysystem (2010) 

 
4.2.3 Parameter of sample 

 

The basic parameter is to know consumer perspective about the effects of marketing strategies 

in financial crisis with the change in mobile phone technology. For this reason we examine 

the mobile phone market in Umeå. As we are student of Umea University, thus it is 

convenient for us to select this city. Furthermore, the study includes the impact of technology 

in mobile phone industry under financial crisis. For easy accessibility to the sample, we have 

planned to stand outside of the stores. As the study is non probability with convenience 

sampling and respondents are asked to fill the questionnaire. We have planned to conduct the 

survey daily at different times, to find different people as our respondents. The language 

became problem for some respondents but we also have Swedish language questionnaire for 

that reason.  
      

4.3 Questionnaire design 

 

As the research is exploratory in nature, thus it examines and explain the relationship between 

the variables. The authors are going to examine how the consumers make the purchase 

decision in financial crisis, with growth in mobile phone technology. This relationship is 

examined through the consumer buying behavior. The questionnaire is designed on the 

variables that are discussed in the theoretical framework. To collect data about behavior of the 

consumers and attributes, the questions are mostly straightforward to collect the relevant data 

(Robson, 1993). Thus, behavior variables are asked to get information about the purchase 

experience of the consumer and the attributes variables contained the information about the 

respondent‘s characteristics (Saunders et al., 2007, p. 251). All the research is studied and 

examined in English language but to facilitate the respondents the authors also translate the 

questionnaire into Swedish language to have immediate understanding for the respondents.  

 

4.3.1 The content of the questions 

 

To accomplish the purpose of research paper, the authors develop a structured questionnaire 

in which the consumers of the mobile phones respond on the effect of marketing strategies in 

financial crisis, under growth in mobile phone technology. The results are examined by 
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different variables that support the hypothesis of the thesis. Furthermore, the analyses are 

compared with the different theories about marketing strategies in the analysis and conclusion 

part. Therefore, few questions are adopted from the secondary sources and some are 

formulated on the conclusion about different theories see (appendix III) for a detail 

description of the questionnaire. The basic purpose is to find the effect of marketing strategies 

in financial crisis. The marketing strategies are further analyzed with the evaluation process of 

buying behavior and the purchase decision of the consumer. The effect of technology is 

examined through different advanced feature provided by different mobile phone 

manufacturers. 

 

Different question are developed to measure the advanced technology use in mobile phone 

such as (question 5) which is asked to analyze the current technology used by the consumers, 

(question 12) investigates the desire that consumers prefer during purchase. On the other hand 

the purchase decision is examined on the behavioral and psychographic variables. The 

questions about purchase decision are developed on the base of theories of customer‘s 

involvement and buying behavior. The variables that are used to analysis the marketing 

strategies are price, brand name, design, benefits, usage, experience, loyalty and source of 

information. Moreover, the customer satisfaction is measured with the performance and the 

features of the mobile phone. Customer satisfaction was support by examining customer‘s 

satisfaction with technology and performance of the mobile phone.  Moreover, different 

demographic variables were used for the analysis of behavioral variables such as age, gender 

and education.   

 

The questionnaire is divided into three sections to understand the questions more easily. We 

first addressed questions about the mobile phone consumption, selection attributes and 

technology used by the respondents. In this section, the questions are related to the general 

information about the respondent‘s mobile phone. The second question is asked about usage 

of mobile phone, third and fourth question are asked to collect information about the purpose 

of usage and selection of mobile phone. The fifth question is related to the technological 

features of the respondent‘s mobile phone, which built support for the analysis and discussion.  

 

The second section is more specific to collect data about the research question. In this section 

the questions are asked about the impact of financial crisis and consumer buying behavior. 

The financial crisis is a technical term, which is not easy for the respondents to understand. 

So, from the definition of financial crisis and literature, we formulate questions to collect data 

on the spending habits about electronic products which are understandable and easy to reply. 

Question six and seven are asked how the respondents shop for electronic appliances because 

we want to examine the spending or buying behavior of the respondents. The following 

questions gathered data on the changing behavior during last two years because prior studies 

showed that consumers change their buying behavior during financial crisis. These questions 

examine the impact of financial crisis on the purchase decision and buying behavior.  

 

Further, we want to examine the purchase decision of the consumers so; behavioral variables 

are measured by asking questions about the usage situation and attitude while making the 

decision. These questions are asked from the issues regarding purchase decision such as the 

attributes on which respondent made the decision. The psychographic variables are examined 

on the basis of benefits that the respondents get from the purchase and with loyalty of 

respondent with mobile phone. The (question 16) is asked to measure on which attributes the 

respondent change its mobile phone during its last purchase. This question examines the need 

to change the mobile phone during financial crisis. Moreover, the customer‘s satisfaction 
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about the mobile phone technology and performance is examined to support the analysis of 

the buying behavior of the respondent.  

 

Third section contained questions regarding to demographic variables because these variables 

are explaining the differences between the respondents. The data is collected by using 

different variables such as: age, gender, occupation and income of the respondent. This 

section guided us to analyze the behavioral variables in buying process during purchase. 
 
4.3.2 The design of the questions 

 

The design of the questionnaire depends on the response rate, validity and reliability 

(Saunders et al., 2007). So, to increase the response rate the questions should be attractive and 

clear for the respondents to understand and answer (Bryman & Bell, 2007). The authors have 

chosen certain scales to measure the buying behavior of the respondents. The entire 

questionnaire is closed ended, because it provide a number of alternatives answer from which 

the respondent is instructed to choose (deVaus, 1991). Close ended questions are selected 

because they required less writing and collection of response is easier than open ended 

(Saunders et al., 2007). It also helps the authors in comparing and coding the data easily. We 

use different types of close ended question according to the desired variables such as list, 

rank, scale, and category questions.  

 

In the first section of the questionnaire, the first question is designed as a filter question which 

helped the authors to get the accurate and desired response for the respondents. Furthermore, 

the list questions are used to measure the features, purpose and selection of the mobile phone. 

The list questions provided a list of responses from which the respondents have to choose and 

it must provided clear meaning to the respondents (ibid). The next part of the questionnaire 

more specified the research objectives. So, the category questions are used to examine the 

effect of financial crisis and spending habit of the respondents. The category questions are 

useful to collect data about behavior and attributes (ibid). To ask the respondents about the 

importance of the attributes, rank questions are used because it provided different features 

when the respondents make the purchase decision (ibid). The attributes are ranked on the 

importance which the respondent gave to the desired attribute. To ask about the satisfaction 

about the product, the best approach is to use the likert-scale (ibid). The scale consists on 

uneven numbers because it provides an alternative to the respondent to be neutral (Bryman & 

Bell, 2007 p.265-266).   

 

To examine the effects of marketing strategy, a scenario is built for the quick response of the 

respondent to check its loyalty with the mobile manufacturers. This question supports in 

analyzing the behavioral aspect of the purchase decision and provide a list of alternatives for 

the respondent. All the demographic variables are designed on the category questions. The 

questions are numbers in such way that provides clarity and simplicity to the respondents to 

understand it (Cohen et al., 2000). All the boxes are placed close to the response categories 

which make it clear to the respondents at select the desired box (Saunders et al., 2007).  The 

length often affects the response rate of the questionnaires, so only relevant question with 

very clear and short statements about research objectives are asked from the respondents 

(ibid). 
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4.4 Pilot study 

 

According to Saunders et al. (2007) pilot study is conducted to refine the questionnaire and 

also provide feedback about the wording of the questions. The authors conduct a pilot study 

after designing the questionnaire. The pilot study is conducted among friends and neighbours. 

After this survey, different feedback comes on question in which we asked about the original 

price of the mobile phone. As, many respondents purchase mobile phone on contract so the 

language of the question is changed to make it more specific more specific.  The other 

difficulty came in a question in which we asked about the preferred change that the 

respondents want, the language of this question was changed to make more easy 

understanding. 

 

The pilot study also increases the validity and reliability of the questionnaire (Cohen et al., 

2000, p.260). In the survey, some questions are adopted from pervious researches, but some 

questions are specifically to fulfill the purpose of this research. So there was a need to check 

its reliability and its validity of the language. All the alternatives are also tested in the pilot 

study and respondents are asked if they want to add some alternatives. But the respondents are 

satisfied with the given alternatives. The final version of the questionnaire is tested on random 

people at different places in Umea University. 

 

4.5 When and where 

 

The authors plan to collect data from the Umeå market because it is close to Umeå University. 

Moreover, the questionnaires are handed out to the respondents at different stores that are 

mentioned above. The survey is conducted in the first week of May. Both authors spend five 

to six hours daily to gather the data. 

 

4.6 Evaluation of results 

 

When evaluating the results, the authors formulate hypothesis to fulfill the research 

objectives. These hypotheses are formulated from different theories and models. As purpose 

of the research paper is to find the effect marketing strategies in financial crisis under change 

in mobile phone technology, with respect to consumers. So, the authors examine this purpose 

by first analyzing the features of the mobile phone that make effect on the marketing 

strategies. A structured questionnaire is designed to extract the data about these hypotheses. 

  

Proposition I: “Financial crisis effects the buying behavior‖  

The financial crisis is a difficult term for the respondents to understand so, question are 

formed in such a way that make the respondents to think about that situation in which their 

spending decreased. Under this consideration, the questions about their ―spending on 

electronic appliances‖ guide the authors for considering only the technology effect on buying 

behavior.  

Q: On average, how often you shop for electronic appliances (such as: TV, Stereo system, 

mobiles phones and refrigerators)? 
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Q: How much proportion of your income has been used or you are willing to spend on 

electronic appliances? 

Q: Did you change your spending on electronic appliances during last two years? 

These questions examine the spending of the respondent on electronic appliances. Further, it 

indicate the change in their spending and the amount they spent on such technological 

products. Questions are formulated from the theoretical framework, which explain that 

people‘s spending are effected by the financial crisis. The impact of financial crisis has made 

an increase or decrease in the spending. 

Proposition II: ―Mobile phone technology effects the buying behavior‖. 

Q: I keep the mobile phone at least the following period?  

Q: Last time I changed my mobile phone primarily due to? 

The research objective is asked to view the impact of technology on marketing strategy for the 

mobile phone.  Thus keeping that in mind, the authors analyze the impact of technology by 

asking questions about experience of the respondent‘s last purchase. According to the 

literature, mobile phone is a rapid growing industry, so the period of consuming the product is 

used to reflect the change in technology. The change in technology effect the marketing 

strategies of the mobile phone manufacturers and made the consumers to think about their 

buying behavior and purchase decision. 

Proposition III: ―The buying behavior effects the marketing strategies‖. 

From the theoretical judgment the consumer involvement and evaluation process in decision-

making view the effect of buying behavior. The buying behavior is analyzed through benefits, 

usage situation, loyalty, narrow down options and source of information for making the 

decision.  

Q: Rate the importance of each attribute in choosing mobile phone?  

Q: How often do you think that the mobile phone manufacturers should upgrade the following 

attributes? 

Q: Suppose your preferred mobile phone company decrease the price of mobile phone by 

50% right after two months of your purchase. How likely you will again trust on the same 

company.  

Q: How much family & friends are important in providing information during purchase 

decision? 

The theoretical framework highlight the characteristics on which buying behavior of the 

consumers are examined. These questions are formulated to examine those characteristics 

through behavioral and psychographic variables. The aim is to find the effect of marketing 

strategies on the buying behavior. Furthermore, the evaluation process of consumers is also 

under consideration with help of supported theories.   

Proposition IV: “Product performance depends on the customer satisfaction”. 
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The customer satisfaction is vital for evaluation the results of the consumer buying behavior 

and analyzing the impact of change in mobile phone technology. The satisfaction about the 

technology is reviewed by the features and product performance of the mobile phone.   

Q: How much you are satisfied with the features/technology of your mobile phone? 

Q: How much you are satisfied with the performance of your mobile phone? 

From theoretical review, customer satisfaction is dependent on the product performance and 

its attributes. The intension is that if the consumer is satisfied with its buying decision, he/she 

is also satisfied with the technology of its mobile phone and its purchase decision. 

  

4.7 Analysis of data  

 

Different software‘s are used to run analysis of the quantitative data such as Excel and SPSS. 

In business research, SPSS is the most commonly used for statistical data analysis (Muijs, 

2004).  As we want to run different univariate and bivariate analysis, so they decide to use 

SPSS. For this purpose all the questions are coded and data is entered in the software to 

formulate the dataset. The univariate analyses help us in examining the descriptive statistics 

of the dataset such as mean and standard derivation. These analyses also summarize the data 

collected from respondents. It forms a base for conducting different bivariate analysis through 

hypothesis. The bivariate analyses help us to analyze the relationship between two variables 

(Ibid, P 91 & 101) by using different crosstabs. These analyses explain the relationship 

between different behavioral and demographics variables. We also run T-test, one sample test 

and correlation for the analysis of dataset. The correlation analysis is going to show the 

impact of financial crisis on consumer buying behavior. For statistical significance in results, 

we are conducting t-test with significance test. The significance test checked the P-value with 

hypothesis, whether the result is acceptable or not. We are conducting test at 95% confidence 

level, with means that our significance level is 0.05. Moreover, the reasons for using different 

crosstabs are due to the examination of buying behavior and purchase decision.      
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Empirical observation 

In this chapter, we present the profile and data of the respondents about the buying behavior 

in UMEÅ, Sweden. This chapter contains information about the mobile phone buying 

behavior, usage and what is the importance of different attributes while making a purchase 

decision. This chapter led us in conducting the analysis and conclusion about the study. 

 

5.1 Non-respond rate and non valid responses  

 

Despite of, we have conducted a pilot study to analyze our questionnaire; there are some 

problems that respondents face during their respond. We have made one hundred and seventy 

questionnaires in which eighty questionnaires are in Swedish language and ninety 

questionnaires are in English language. We get respond from 162 respondents but only 150 

are valid and thus we fulfill our sample. The non valid responses are due to incomplete 

response in filling the questionnaires. We aren‘t able to get the non-response rate because 

many people refused to fill the questionnaires, so the response rate that we calculate is 

88.23%.  

 

5.2 Univariate analysis 

 

The univariate analysis is used to show the frequency table in which the response rate and 

numbers of respondents are defined in each category of the variable (Bryman et al., 2007, 

p.241). With the help of univariate analysis we examine the frequencies of our questions and 

explain the buying behavior and analyze the purchase decision of the respondents when 

purchasing a mobile phone. All the results are obtained through SPSS. 

  

5.2.1 Demographic Information  

 

The demographics information about the respondents are gathered to observe the background 

of the respondents and provide descriptions about their satisfaction, usage of mobile phone, 

purchase decision, buying behavior, knowledge about technology and impact of financial 

crisis on their spending for details see (appendix VI).   

 

5.2.1.1 Gender 

 

Both male and females are interested in purchasing or acquiring information about latest 

technologies of mobile phone. From the data, we analyze that 58% of our respondents are 

male and 42% of our respondents are female (graph 5.1). 
 

 
Graph 5.1: Gender of respondents 
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5.2.1.2 Age 
 

People from all the age groups like to use latest technology devices such as mobile phones, 

but mostly people up to 40 years like to purchase or want information about latest mobile 

phone technologies. From the survey we view that 48 percent of our respondents belong to 

―20 to 30 years‖ age group and 22 percent of the respondents belong to ―31 to 40 years‖ age 

group. If we analyze the cumulative percentage of respondents up to 40 years, they represent 

83.3 percent of the respondents (graph 5.2).  

 
Graph 5.2: Age group of respondents 

 
 

5.2.1.3 Education 

 

As we are examining the buying behavior and mobile phone technology, so the information 

about education help us to draw conclusion, that how much a respondent understand the 

advanced technologies in mobile phone. From the (graph 5.3) we examine that 30.7 percent 

of our respondents attained ―high school‖ education and 26.7 percent have attained ―bachelor‖ 

education and further 23.3 percent of the respondents have attained ―master‖ education. If we 

analyze the cumulative percentage of these groups, they represented 80.7 percent of the 

respondents. So, people in Umeå, Sweden are educated and when they buy, they know about 

the latest technologies available in mobile phones and what the purpose of those technologies. 

   
Graph 5.3: Education of respondents 

 
 

In this study, we are targeting the general public of Umeå, so the occupation and income are 

necessary to be collected, because these demographic information help in analyzing the 

spending habits of the respondents. Moreover, it is used to analyze the impact of financial 

crisis on their buying behavior while making a purchase decision. 
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5.2.1.4 Occupation 

 

From the data gathered, people from all the professions showed their interest, but mostly 

students have shown their interest in using and getting new information about the mobile 

phone technologies. We examine that 50.7 percent of our respondents are ―students‖ and 14 

percent of respondents are ―operational level employees‖. Moreover, 13.3 percent respondents 

belong to ―other‖ professions and most of them work on daily wage. If we examine the 

cumulative percentage of all the occupations other than ―students‖, we can state that 49% of 

our respondents are working personals and they also like to purchase new models of mobile 

phones with latest technologies (graph 5.4). 

 
Graph 5.4: Occupation of respondents 

 
5.2.1.5 Monthly income 

 

As monthly income has some link with occupation of respondents. So, mostly students have 

less income level as compared with other income groups. We examine that the respondents 

that have monthly income ―less than 10,000 SEK‖ are 52.7 percent, 20 percent respondents 

have ―30000 SEK or above‖ monthly income and 18 percent respondents have ―20001 to 

30000 SEK‖ monthly income. If we analyze the cumulative percentage, 38 percent of 

respondents have monthly income of more than 20000 SEK (graph 5.5). 

 
Graph 5.5: Monthly income of respondents 

 
5.2.2 User of mobile phone 

 

From the (graph 5.6) we examine that 47.3 percent of the respondents are ―medium‖ users 

and 37.3 percent are ―heavy‖ users of mobiles phones. After examining cumulative 

percentage we examine that 84.7 percent of respondents belong to these groups. It is evident 

that majority of the respondents are user of mobile phone see (appendix V).  
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Graph 5.6: User of mobile phone 

 

 

5.2.3 Purpose of using mobile phone 

 

From the (graph 5.7) we examine that 60.7 percent of the respondents use the mobile phone 

for their ―leisure‖ and 24.7 percent of respondents use it for ―business‖ purpose. It means that 

majority of the respondents use the mobile phone for enjoyments and chatting with friends 

and family see (appendix V).  

 
Graph 5.7: Purpose of using mobile phone 

 
 

5.2.4 Features in the respondents mobile phone 

  

The data is collected to analyze the technological features of respondent‘s mobile phone. In 

the questionnaire, there are list of advanced technological features provided from which the 

respondents have selected its mobile phone features. To analyze it, the respondents are 

grouped into one advance technological feature, two technological features and two or more 

technological features available in their mobile phones see (appendix V).  

 

It is evident from the (graph 5.8) that majority of respondents mobile phone are equipped 

with latest technologies available in the market. We examine that 62 percent of respondents 

have ―more than two features‖ in their mobile phones and 24.7 percent of the respondents 

have ―two features‖ in their mobile phone.  
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Graph 5.8: Features in the respondent’s mobile phone 

  
5.2.5 Key aspects in mobile phone selection 

 

In this section, we collect data on the importance different attributes while purchasing a 

mobile phone. The respondents are asked to rank each attribute which he/she consider during 

purchase decision and explain the impact on their buying behavior while selection of mobile 

phone. These attributes are ranked by the respondent according to the importance they give to 

each attribute when the respondents make a purchase decision see (appendix VI). 

 

5.2.5.1 Price   

 

Respondents rank price of the mobile phone as an important attribute. 44 percent respondents 

rank price as a ―most important‖ attribute, 20 percent ranks it as an ―important attribute‖ and 

21.3 percent rank it as ―neutral‖. If we analyze the cumulative percentage till ―neutral‖ we 

examine that 85.3 percent of the respondents consider price as an important attribute when 

they make purchase decision about mobile phone see (graph 5.9). 

 
Graph 5.9: Importance of price  

 
5.2.5.2 Technology  

 

In case of selecting mobile phone on latest technology, only 19.3 percent of the respondents 

rank technology as ―very important‖ and 30 percent of the respondents rank technology as 

―important‖. Furthermore, 43.3 percent respondents rank technology as ―less and least 

importance‖. If we analyze the cumulative percentage till ―neutral‖ we examine that 56.7 
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percent of the respondents rank technology as an important attribute. Thus, we can say that 

respondents also give importance to latest technological features with other attributes when 

they select the mobile phone see (graph 5.10). 

 
Graph 5.10: Importance of technology 

 

 

5.2.5.3 Brand name 

 

The brand name has its importance specially while purchasing a mobile phone. From the 

survey we examine that 14 percent of the respondents rank brand name as ―very important‖ 

and 36.7 percent of the respondents rank brand name as ―important‖ attribute. But 49.4 

percent of the respondents rank brand name as ―less important‖ and ―least important‖ attribute 

when they selected mobile phone. Brand name seems to be having a neutral attribute while 

making a purchase decision. If we analyze it with other attributes, we see that brand name has 

more importance than design and warranty (graph 5.11). 

 
Graph 5.11: Importance of brand name 

 
 

5.2.5.4 Design  

 

The design and layout of mobile phone also attract the people. From the survey we examine 

that only 18.7 percent of the respondents rank design as ―very important‖. Mostly respondents 

rank design as ―neutral‖ attribute which shows 30.7 percent of the respondents and 26.7 

percent of the respondents rank it as ―less important‖ attribute. So, we can say that design can 

be considered as an important attribute after price while making a purchase decision about 

mobile phone (graph 5.12). 
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Graph 5.12: Importance of design 

 
 

5.2.5.5 Warranty  

 

Warranty gives security to the people when they purchase a product specially whit it is an 

electronic product like mobile phone. We examine that only 9.3 percent of the respondents 

rank warranty as ―very important‖ and 21.3 percent of the respondents rank design as ―less 

important‖ attribute. Moreover, 27.3 percent of the respondents rank warranty as ―least 

important‖ attribute. Thus, we can say that warranty is the least importance attribute while 

making a purchase decision (graph 5.13). 

 
Graph 5.13: Importance of warranty 

 
5.2.6 Impact of financial crisis 

 

In this section, we present data to analyze the impact of financial crisis on the buying behavior 

of the respondents. The collected data guide us to analyze the effect of financial crisis on the 

buying behavior of respondents on mobile phones. Furthermore, we find that, does respondent 

change its mobile phone during financial crisis see (appendix VII).    

 

5.2.6.1 Income spend on electronic appliances 

 

We examine that 70 percent of the respondents spend their ―15%‖ of income on the electronic 

applainces and 30 percent of the respondents spend their ―30%‖ income on electronic 

appliances. We can conclude that respondents spends a good proportion of income on buying 

electronic appliances (graph 5.14) 
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Graph 5.14: Income spend on electronic appliances 

 
 

5.2.6.2 Effect to spending 

 

Financial crisis made changes in the spending habits of the people. So, we examine that 66 

percent of the respondents change their spending on electronic appliances during last two 

years. The selection of last two years is due to the impact of financial crisis in all the sectors 

of economy. On the other hand, only 34 percent of the respondents don‘t change their 

spending. It is evident that respondents change their spending on electronic appliances 

because financial crisis effect more than half of our respondents income, as a result buying 

behavior changes which its impact on their spending on electronic appliances (graph 5.15). 

 
Graph 5.15: Effect to spending 

 
 

5.2.6.3 Change in spending 

 

The respondents change their spending but either their spending increase or decreases in these 

years. From the survey, we examine that 50.7 percent of our respondents ―cut‖ their spending 

in last two years and 16 percent of the respondents ―increase spending‖ on electronic 

appliances and 50 respondents spend the same amount on electronic appliances as they spend 

before and they are 33.3 percent of the total survey. It is evident that majority of the 

respondents cut their spending on electronic appliances and this change effect their buying 

behavior and spending habits on mobile phones. Moreover, financial crisis shows its impact 

while making a purchase decision about mobile phone and buying behavior (graph 5.16). 
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Graph 5.16: Change in spending 

 
 

5.2.6.4 Change the spending due to which attribute  

 

It was evident from the (graph 5.17) that 32.7 percent of the respondents change their 

spending due to ―latest technology‖ and 24.7 percent of the respondents change their spending 

due to ―price‖. So, we examined the cumulative percent of these two attribute they represent 

the 86 percent change in the spending of the respondents on electronic appliances. 

 
 Graph 5.17: Change the spending due to which attribute 

 
 

5.2.6.5 Respondent cut spending due to  

 

We examined that 28 percent respondent cut their spending because they are ―satisfied‖ with 

their current products. On the other hand, 10 percent respondents cut their spending due to 

―increase in prices‖ of the products and 12.7 percent change their spending due to ―change in 

income‖. We concluded that 44.7 percent of the respondents cut their spending due to price 

and change in income see (graph 5.18). These two factors were due to the financial crisis as 

discussed in literature. 
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Graph 5.18: Respondent cut spending due to 

 
 

5.2.7 Respondent keeps mobile phone for  

 

From the (graph 5.19) we analyzed that 64.7 percent of the respondents keep their mobile 

phone for ―more than one year‖ and 30 percent of the respondents keep their mobile phone for 

―7 to 12 months‖. We concluded that respondents didn‘t like to change their mobile phone 

after using them for few months.  
 

Graph 5.19: Respondent keeps mobile phone for 

 
 

5.2.8 Change mobile phone  

 

From the (graph 5.20) we examined the majority of the respondents change their mobile 

phone due to latest technology available in the market. More than half of the respondents 

changed their mobile phone due to technology attribute only 9 respondents change their 

mobile phone on ―price‖. The respondents whom selected the ―other‖ attributes either lost 

their mobiles phone or their mobile phones were mostly broken.    
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Graph 5.20: Change mobile phone 

 
5.3 Summary 

 

From the data collected from the respondents, majority of the respondents are heavy user of 

mobile phone and they use mobile phone for leisure and business purpose. Most of the 

respondents are student with an age group of 20 to 30 years and their occupation is student. 

The respondents are currently using advanced features mobile phones and they select mobile 

phone on price and then features or technology available and brand name. The respondents 

spend their 15 percent of income on the electronic appliances and financial crisis has effected 

their spending. The reason to the mobile phone for the respondents is mainly due to the 

change in the technology of the mobile phone.   
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Analysis and Discussion 

After presenting the observations, of the data collected through structured questionnaires. In 

this chapter, we analyze the effects of marketing strategies in financial crisis with different 

variables under change in mobile phone technology. These analyses have been conducted on 

the ground of hypothesis build in the literature that guide us to make some finding and 

compared these analyses with theory. These analyses are explained in the light of the buying 

behavior and purchase decision theories.   

  

To analyze the hypothesis, we conduct different test that help us in making our 

recommendation and conclusion. The hypotheses are tested through different questions asked 

from the respondents and summarized by comparing with hypotheses. 

   

6.1 Data on impact of financial crisis on buying behavior 

 

The impact of financial crisis is measured by three questions. These questions are intended to 

ask the respondents about their spending and change in spending on electronic appliances. 

Further, it links to the buying behavior in which the importance of technology and keeping the 

mobile phone is analyzed to observe the impact of financial crisis. The results of these 

analyses guide us to analyze the impact to buying behavior of mobile in financial crisis. We 

test the following hypothesis to accept or reject Ho. 

 

Ho: financial crisis have an impact on the buying behavior of mobile phone. 

H1: financial crisis do not have an impact on the buying behavior of mobile phone. 

 

6.1.1 Shop for electronic appliances and spending on appliances 

 

First to analyze the impact of financial crisis we analyze the relationship of shopping on 

electronic appliances and how much respondents spend on these appliances. We analyze that 

58% of the respondents that shop once a year cut their spending and 42% that shop twice a 

year cut their spending on electronic appliances as shown in (graph 6.1). As, the relationship 

is significant under 90% confidence interval (appendix VIII) and shows that respondents who 

cut their spending on electronic appliances are mostly shopping for appliances only once a 

year and those who shop twice a year also cut their spending, this shows the impact of 

financial crisis on buying behavior of electronic appliances. To further analyze the impact of 

financial crisis we test this relationship with change their spending on appliances to examine 

that which attributes creates change in the spending of the respondents.  

 
 Graph 6.1: Shop for electronic appliances and spending on appliances 

 



 

45 
 

6.1.2 Shop for electronic appliances and change due to which attribute 

 

This relationship examine that the change in spending is due to two major attributes which are 

price and technology. If we analyze, 50% respondents that shop once a year change their 

spending due to price, while 62% respondents that shop twice a year change their spending 

due to technology as shown in (graph 6.2). So, we examine that the respondents who shop 

more than once a year change spending due to latest technology and this shows the impact of 

buying behavior. On the other hand, those respondents who shop once a year make purchase 

decision on price which shows the impact of financial crisis. The impact of buying behavior is 

due to the latest technology provided by the manufacturers. The relationship between these 

two variables is highly significant (appendix IX).   

 
Graph 6.2: Shop for electronic appliances and change due to which attribute 

 

6.1.3 Shop for electronic appliances and keep the mobile phone 

 

As we see that the financial crisis effects the spending but for how much period the 

respondents keep their mobile phone will help us to analyze the impact of buying behavior 

under change in technology. When we analyze this relationship we examine that 64% of 

respondents that shop once a year want to keep their mobile phone for more than one year and 

70% of respondents that shop twice a year want to keep their mobile for same period. If we 

examine the relationship as whole we see that 30% of respondents keep their mobile phone 

for 7 to 12 months and 64.7% of respondents keep mobile phone for more than one year as 

shown in (graph 6.3). If mobile phone manufacturers don‘t change their technology rapidly, 

the change in the spending will be effected. The impact of buying behavior will be seem in 

both cases but the advancement in technology makes the respondents to change their spending 

on mobile phones. The relationship between these variables is highly significant, so spending 

change the buying behavior of the mobile phone (appendix X).    

    
Graph 6.3: Shop for electronic appliances and keep the mobile phone 
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6.1.4 Change in spending and spending on electronic appliance  

 

 The second variable through which we analyze the impact of financial crisis is that how 

much change in spending on appliances. To examine this relationship we see that 75% of 

respondents that change their spending have cut their spending on appliances and 24% of 

respondents that change their spending have increase their spending. On the other hand those 

respondents who don‘t change their spending have spend the same amount on appliances are 

96% as shown in (graph 6.4). When we analyze the first group of respondents that change 

their spending shows the impact of financial crisis. The other group in which respondents 

spend the same amount or increase their spending is due to the buying behavior which is 

effected from the advancement in technology. Those respondents who cut their spending 

make purchase decision on price and they use the appliances for more than one year which is 

explained by the pervious variable. As majority of the respondents on the whole cut their 

spending which shows the impact of financial crisis and this relationship is highly significant 

as explained in (appendix XI).     

 
Graph 6.4: Change in spending and spending on electronic appliance 

 

6.1.5 Change in spending and importance of price 

  

Regarding to the change in spending, we examine the relationship with importance of price 

while making a purchase decision of mobile phone. We analyze that 60 % of respondents give 

importance to price who change their spending while 60% of respondents that don‘t change 

their spending give importance to price. The price is important for both groups of respondents 

but under financial crisis this relationship shows that price is the major attribute which effects 

the buying behavior of the respondents as shown in (graph 6.5). The financial crisis has 

effected the buying behavior but if the technology remains same for some period the 

importance of price will increase and more respondents make the purchase decision on price.  

This relationship is significant and shows that financial crisis has made impact on the buying 

behavior see (appendix XII).         

 
Graph 6.5: Change in spending and importance of price 
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6.1.6 Conclusion  

  

From the analysis of these variables, we observe that financial crisis has shown its impact on 

the buying behavior of respondents. We conduct a correlation test between monthly income 

and spending on electronic appliances to examine the standard deviation of these variables. 

We see that this relationship is significant if confidence interval is 90% and shows that 

monthly income has an impact on the spending see (appendix XIII). After concluding the 

results of variables we get the result, that the buying behavior of respondents changes in 

financial crisis. Moreover, we conduct another correlation test between spending and 

occupation of the respondents that buying behavior has an impact under this relationship, thus 

observe that it is highly significant as shown in (appendix XIV). So, we conclude that 

occupation has also an impact on the buying behavior. Under these analyses we reject H1 and 

accept that financial crisis has an impact on the buying behavior of the respondents. This 

impact is mainly due to the change in the spending on appliances and selecting mobile phone 

on price and technology.   

 

6.1.7 Discussion 

 

On the behalf of analysis we observe that financial crisis has effected the buying behavior of 

the respondents. After examining the hypothesis we found that those respondents who cut 

their spending  and shop once a year, change their spending due to price. These respondents 

keep their mobile phones for more than one year and give more importance to price as 

compared to technology. This shows that financial crisis has effected their buying behavior 

and changes their purchase decision.  

 

Those respondents who don‘t cut their spending have a different buying behavior. The reason 

that we observe is selection of attribute in purchasing the mobile phone. These respondents 

choose mobile phone on technology because they give more importance to technology than 

price. But if we see their spending on appliances they also cut their spending as compared to 

last two years.  

 

With regard to buying behavior, financial crisis has shown its impact on every respondent and 

change his/her spending on appliances. In the context of mobile phone, the importance of 

price is no rejected but the advance technology has also changed the buying behavior of 

respondents. However respondents, who keep mobile phone more than a year, also change 

their buying behavior.     

 

6.1.8 Analyses of impact of financial crisis on the buying behavior 

 

From the data examined and relationship among different variables we conclude that financial 

crisis effects the buying behavior. We discussed that consumer behavior is effected by the 

price of the product and their disposable income, which results in changing the buying 

behavior (Mohammed et al., 2008). Based on our finding we say that change in buying 

behavior is due to price and technology because we are dealing with mobile phone in which 

technology has also given importance.  

 

According to the market report (2009), the Swedish consumers are changing their spending 

habits and purchase power due to financial crisis. The results from change in spending on 

appliances also shows a positive impact that respondents are changing their spending on 

appliances during last two years. 



 

48 
 

 

We discussed that in financial crisis the consumers are more aware of the product that they 

need more and these products has an influence on their purchasing behavior (Silverstein et al., 

2002). In our finding, we examine that respondents choose the mobile phone on price or 

technology, as the spending habits changes the selection attributes also change. This results in 

changing the purchasing behavior such as, those who shop once a year purchase on price and 

those who shop twice or more a year purchase appliances on advance technology. According 

to (Ferrell at al., 2002) consumers becomes more money minded in crisis, even they have 

money to purchase new innovative product. From the finding we accept this relationship that 

respondents have income to spend on mobile phone but they keep their mobile phones for 

more than one year because they evaluate the mobile phone more on price rather than 

technology due to financial crisis.               

 

6.2 Data on mobile phone technology and effect on buying behavior 

 

This analysis is conducted to analyze the customer perspective of, mobile phone technology 

and its effect on the buying behavior of the respondents. The marketing strategies effects the 

buying behavior through which, mobile phone manufacturers draw attention of the people by 

providing them advance technology rapidly. To analyze the relationship between mobile 

phone technology and buying behavior we use variables that are ―keep mobile phone for at 

least‖ and ―last time change, mobile phone due to‖. In these variables we examine the effect 

of buying behavior and purchase decision of respondents. We formulate a hypothesis which 

will guide us in analyzing this relationship that: 

Ho: Mobile phone technology effect the buying behavior. 

H1: Mobile phone technology doesn’t effect the buying behavior. 

 

First, we conducted a one sample t-test for ―keep mobile phone for at least‖ and assume that 

the respondents kept their mobile phone for ―7 to 12 months‖. For this purpose we test the 

variable by taking the test value of 2. The result shows that the mean is 2.59, which meant that 

the respondents like to keep their mobile for ―more than 1 year‖ as shown in (table 6.1& 6.2).  

 
Table 6.1: One-Sample Statistics (keep mobile phone for at least) 

 N Mean Std. Deviation Std. Error Mean 

Keep the mobile phone at least 150 2,5933 ,59185 ,04832 

Table 6.2: One-Sample Test (keep mobile phone for at least)  

 

Test Value = 2                                        

t df 

Sig. (2-

tailed) 

Mean 

Difference 

95% Confidence Interval of 

the Difference 

Lower Upper 

Keep the mobile phone at least 12,278 149 ,000 ,59333 ,4978 ,6888 

 

This test shows that buying behavior effects the respondents to change their mobile phone. To 

further analyze the relationship, we conduct different bivariate analyses with demographics 

and psychographic variables. 

   

6.2.1 Keep mobile phone and occupation 

 

Under this relationship we examine that the respondents who keep their mobile phone for a 

specific period belongs to which category. We see that 64.7% of respondents want to keep 
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their mobile phones for more than one year and in which 58% of the respondents are students. 

The same case in keep the mobile phone for 7 to 12 months shows us that 42% of respondents 

are students see (graph 6.6). The relationship tells us that mobile phone technology effects the 

buying behavior and when new technology is introduced the majority of the respondents 

change their mobile phone after one year. If we examine the other occupations and their 

relationship they keep mobile phone for a less period than student. We observe that as the 

respondents that belong to professional works shows effects of different marketing strategies 

targeted to change the buying behavior of the respondents. The relationship is highly 

significant as shown in (appendix XV). 

 
Graph 6.6: Keep mobile phone and occupation 

 
 

6.2.2 Keep mobile phone and age 
 

To examine the rapid change in mobile phone technology we analyze the relationship with 

age of the respondents which explains impact of buying behavior under specific age group. 

We see that 54% of respondents that keep mobile phone for more than one year are 20 to 30 

years and 42% of respondents that keep mobile phone for 7 to 12 months also belong to this 

age group as shown in (graph 6.7). But if we analyze the respondents that keep mobile phone 

for less than 6 months belong to 31 to 40 years, these respondents belong professional 

occupations. The relationship is highly significant see (appendix XVI) and we analyze that as 

respondents move towards professional occupations they change their mobile phone more 

rapidly and this shows the impact of buying behavior.    

 
Graph 6.7: Keep mobile phone and age 

 
 

6.2.3 Keep mobile phone and selection of attribute 

 

This relationship tells us on which attribute mobile phone is purchased by the respondents. 

We see that 29% of respondents that keep their mobile phone for more than one year purchase 
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on price and 28% purchase on technology. While 51% of respondents that keep mobile phone 

for 7 to 12 months purchase mobile phone on price and 33% purchase on technology. If we 

analyze the relationship as whole 32% respondent purchase mobile phone on technology as 

shown in (graph 6.8). This shows the advance technology has an impact on the buying 

behavior of respondents and under financial crisis, respondents make their purchase decision 

on price but they also involve technology attribute. The relationship between these variables 

is sufficient under 90% confidence interval see (appendix XVII).   

 
 Graph 6.8: Keep mobile phone and choose mobile phone 

 
 

6.2.4 Keep the mobile phone and mobile phone is old 
 

We conduct a univariate analysis of variance to analyze the relationship that how long the 

respondents want to keep his/her mobile phone and how old his/her mobile phone is. We 

observe that this relationship is significant and shows the impact of different marketing 

strategies to change the buying behavior. If respondents want to keep his mobile phone for 

more than one year he/she agrees to change it after that period. The table (6.3 & 6.4) shows 

that the relationship is significant. The F value which identifies the mean difference of the 

variables is 13.594 and model is 15.6% fit. So, we examine that technology effects the buying 

behavior and the respondents started to change their mobile phones more rapidly.  

    
Table 6.3: Univariate Analysis of Variance (Keep the mobile phone and mobile phone is old) 

Between-Subjects Factors Value Label N 

Mobile phone is old 1,00 1- 6 months 44 

2,00 7-12 months 30 

3,00 More than 1 year 76 

 

Table 6.4: Tests of Between-Subjects Effects (Keep the mobile phone and mobile phone is old) 

Dependent Variable: Keep the mobile phone at least 

Source Type III Sum of 

Squares df Mean Square F Sig. 

Corrected Model 8,147
a
 2 4,073 13,594 ,000 

Intercept 829,615 1 829,615 2768,724 ,000 

Old mobile 8,147 2 4,073 13,594 ,000 

Error 44,047 147 ,300   

Total 1061,000 150    

Corrected Total 52,193 149    

a. R Squared = ,156 (Adjusted R Squared = ,145) 
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6.2.5 Keep the mobile phone and upgrade the technology of mobile phone  

 

This relationship shows that the 28 % on the whole want that the mobile phone manufacturers 

should upgrade the technology after every six months because the respondents want to keep 

the mobile phone for a long period. But 20% of respondent that keep mobile phone for more 

than one year want upgrade in technology after every two months and 30% of respondent in 

this group want upgrade in technology after 6 months see (graph 6.9). We observe that the 

respondents want upgrade in technology more rapidly which is due to the marketing strategies 

used by the mobile phone manufacturers to attract the customers. The relationship is 

significant under 90% confidence interval and indentify that technology has an impact on the 

buying behavior see (appendix XVIII).  

Graph 6.9: Keep the mobile phone at least and upgrade the technology of mobile phone 

 

6.2.6 Change mobile phone and age 
 

Regarding to the technology, the variables ―change mobile phone‖ guide us in analyzing the 

relationship with age of the respondents to see the impact of technology on buying behavior. 

We observe that 42.37% respondents that change their mobile phone on technology belongs 

to 20 to 30 years and 22% belong to less than 20 years age group. This relationship shows that 

40% of respondents on the whole change their mobile phone on technology as shown in 

(graph 6.10). We see that technology has shown its impact on the buying behavior that 

majority of the respondents make their purchase decision on technology. This relationship is 

highly significant as shown in (appendix XIX).    

 
Graph 6.10: Change mobile phone and age 
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6.2.7 Change mobile phone and monthly income  

 

The monthly income variable help us to examine that what attribute is considered while 

changing mobile phone based on the income of the respondents. We see that the 47.45% 

respondents with monthly income of less than 10000 SEK change their mobile phone on 

technology and 20.33% with monthly income of 20001 to 30000 SEK also change on 

technology. We observe that some respondents change mobile phone on other attributes 

which includes problem in mobile phone or they lost their mobile phones as shown in (graph 

6.11). The mobiles phones manufacturers use various types of marketing strategies to attract 

the customers. But, if we analyze under monthly income context, we examine the buying 

behavior of respondents change due to technology attribute and this relationship shows that as 

the monthly income increase the respondents change their mobile phone mainly due to 

technology see (appendix XX).   

 
Graph 6.11: Change mobile phone and monthly income 

 

6.2.8 Change mobile phone and spending on electronic appliances 

  
The impact of financial crisis has change the spending of respondents as we see in our 

pervious hypothesis, but the impact of advance technology on the spending is examined in 

this relationship. We see that 20.33% of respondents that increase their spending change 

mobile phone only due to technology and 37.28% that spend same amount also change mobile 

phone due to technology. The interesting fact that we observe is that 42.37% of respondents 

that cut their spending also change mobile phone due to technology as shown in (graph 6.12). 

This shows the impact of marketing strategies and advanced technology provided by the 

mobile phone manufacturers to attract the customers. This relationship shows a clear impact 

of technology on the buying behavior of the respondents see (appendix XXI). 

 
Graph 6.12: Change mobile phone and spending on electronic appliances   
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6.2.9 Conclusion 

  
From the analysis of the variables, we conclude that the technology effects the buying 

behavior of respondent by using different marketing strategies. The respondents like to keep 

mobile for more than a year but the technology brought change in their buying behavior. The 

mobile phone manufacturers introduce new models that attract the respondents through 

technology. The marketing strategies effect them in financial crisis because respondents cut 

their spending, but they still change their mobile phones due to technology. We reject H1 and 

conclude that mobile phone technology effect the buying behavior.  

 

6.2.10 Discussion 

 

With regards to technology, the buying behavior of respondents changes with the marketing 

strategies used by the manufacturers. The relationships that we examined shows us that higher 

the income of the respondents, the frequent they change the mobile phone due to technology. 

The marketing strategies have effected the respondents selection criteria of mobile phone. 

From our finding, we see that those respondents who keep mobile phone less than six months, 

choose mobile phone on technology attribute.  

 

We can say that as time to keep the mobile phone increases the selection attribute changes 

because the marketing strategies attract customer by introducing new and innovative 

technologies. We analyzed that those respondents who want to keep mobile phone for a 

longer period, choose mobile phone on price. But, those who choose mobile phone on 

technology want to keep mobile phone for less time. This shows that technology effects the 

buying behavior.     

 

6.2.11 Analyses of impact of financial crisis on the buying behavior 

 

In our literature review, we discussed that mobile phone manufactures more focus on 

technology and quality to change the buying behavior of consumers (Han 1997); this shows 

that buying behavior changes with technology. Our analysis also shows that the reason to 

change the mobile phone is technology because marketing strategies are focusing more and 

more on advanced technology. Moreover, the age and occupation of respondents provides us 

results that more income leads to advance technology mobiles. The technology changes the 

buying behavior slowly because those respondents who want upgrading in technology after 

six months usually keep their mobile phone for one year. This results that as the consumer 

learn about the technology the buying behavior changes and he/she wan to adopt that 

technology. According to Geser (2002) consumers gradually change their buying behavior 

and learn about new technologies that are available in the market.  

       

As we discussed that mobile phone was considered as luxury product but as the time passes it 

becomes a commodity for consumers (Turnbull et al., 2002). However, the technology 

advances and changes the buying behavior of the respondents which changes the usage 

pattern of mobile phones. In our finding, we analyzed the respondents use the mobile phone 

for leisure and business purpose. When the technology goes on changing rapidly the mobile 

phone change its usage pattern and buying behavior. We observed that respondents change 

mobile phone due to technology and evaluate their purchase decision on technology. This 

shows a clear impact of technology on the attitude and usage pattern of the respondents. Thus,   

we accept that consumers change their attitudes towards usage pattern as the condition 

changes about usage of mobile phone (Blum, et al., 2005). As financial crisis has shown its 



 

54 
 

impact on the buying behavior, the advancement in technology also faces some problem in 

financial crisis because when respondents spend on appliances they want advantage other than 

latest technology. This also results in changing the buying behavior towards mobile phone as 

in our literature we discussed that consumers are buying those products that give them 

advantages both in personal and professional lives (IDC, 2010). This is also a reason that 

technology effects the buying behavior of consumers.     

 

6.3 Data on marketing strategies and buying behavior 

 

In this analysis we test our third hypothesis in which the effect of marketing strategies are 

examined with buying behavior and purchase decision. The buying behavior is examined by 

the respondent‘s involvement in buying decision and we analyze the attribute on which the 

respondents evaluate the buying process. The variables through which we analyze the buying 

behavior are behavioral and demographical variables. The decision is made on the hypothesis 

to accept or reject it.  

  

Ho: The buying behavior effects the marketing strategies. 

H1: The buying behavior doesn’t effect the marketing strategies. 

 

6.3.1 Upgrade the price of mobile phone 

 

To examine the variable, we conduct a one sample t-test of ―upgrading the price of mobile 

phone‖ and assume that the respondents want change in price after ―every four months‖. For 

this purpose we test the variable by taking the test value of 2. The result shows that the mean 

is 2.7, which means that the respondents want change in price after every six months as 

shown in (table 6.5& 6.6). This shows that the respondents want to see the change in price 

rapidly as the change in technology takes place.  

 
Table 6:5: One-Sample Statistics (Upgrade the price of mobile phone) 

 N Mean Std. Deviation Std. Error Mean 

Mobile phone manfacturers should 
upgrade price of mobile phone 

150 2,7000 1,34489 ,10981 

 
Table 6.6: One-Sample Test (Upgrade the price of mobile phone) 

 

Test Value = 2                                        

t df Sig. (2-tailed) 
Mean 

Difference 

95% Confidence Interval of 
the Difference 

Lower Upper 

upgrade price of mobile phone 6,375 149 ,000 ,70000 ,4830 ,9170 

 

6.3.2 Upgrade the price of mobile phone and age 

 

The relationship between age and upgrading the price of mobile phone is analyzed to observe 

the behavior of the respondent‘s demand about change in prices of mobile phone. We see that 

respondents from 20 to years want upgrade in price after every six months and same the case 

with 31 to 40 years age group. If we analyze the relationship on the whole 33.33% 

respondents want upgrade in price after six months and 24% of respondents want upgrade in 

price after every two months see (graph 6.13). This shows the effects of marketing strategies 

used by the manufacturers that people want upgrade in price more rapidly, which results in 

low price with advance technology mobile phone. The majority of the respondents below 40 
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years want upgrade in price more rapidly as they want it in technology so they can buy the 

latest technology. The marketing strategies emphasis on advanced technology as shown in 

pervious hypothesis as a result respondents want rapid upgrading in price. This relationship 

shows significant results see (appendix XXII).     

Graph 6.13: Upgrade the price of mobile phone and age 

 

6.3.3 Upgrade the price and monthly income  

 

Regarding to the income of the respondents, this analysis explain the reason why the 

respondents want upgrading in price rapidly. We see that respondents from all the income 

groups want upgrade in price more rapidly see (graph 6.14). The new mobile phones with 

advance technology are introduced with high price but after a while the price decreases 

rapidly. The same case is showed here in this relationship. The marketing strategies change 

the buying behavior of the people and they want to change their mobile phones more rapidly. 

This relationship is significant as shown in (appendix XXIII). This shows that monthly income 

don‘t impact a lot for upgrading the price rapidly. In financial crisis situation the respondents 

also want that the prices of mobile phones should upgraded quickly.    

 
Graph 6.14: Upgrade the price of mobile phone and monthly income 

  

6.3.4 Upgrade the price and choosing the mobile phone 

  
This relationship examine about the importance of attribute while choosing a mobile phone 

and the purchase decision is made on that attribute or not. We see that price is a major 

attribute for those who want to upgrade in price for every two months see shown in (graph 
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6.15). On the other hand technology is the attribute on which majority of the respondents 

make their purchase decision. This relationship shows that respondents want rapid change in 

price than technology. This effect shows that when prices of mobile phone are lower, the 

respondent change their mobile phone with advance technology. Thus we observe that people 

want more rapid change in price than technology. The relationship is highly significant see 

(appendix XXIV) as and the impact of buying behavior to choose the mobile phone is due to 

the different marketing strategies introduced by the manufacturers to attract customers.     

Graph 6.15: Upgrade the price and choosing the mobile phone 

 

6.3.5 Upgrade the price and importance of technology in choosing mobile phone 

 

The analysis guides us to examine the importance of technology with upgrading the price. 

From the (graph 6.16) we examine that the respondents who want change in price more 

quickly gave more importance to technology while making decision about buying mobile 

phone. We also see that some respondents that want upgrading in price after six months gives 

least importance to technology. It is due to the impact of financial crisis and importance of 

price while making a purchase. The more rapid upgrading in price demanded from the 

respondents the more importance given to technology. The shows a clear impact on the 

buying behavior of the respondents and indentifies consumer involvement effects the 

importance of technology in choosing the mobile phone. The relationship is highly significant 

as shown in (appendix XXV). 

 
Graph 6.16: Upgrade the price and importance of technology in choosing mobile phone 
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6.3.6 Trust on the mobile phone manufacturer 

  
We conducted a one sample t-test and assume that the respondents didn‘t trust the mobile 

phone manufacturers when they decrease the price quickly. For this purpose we test the 

variable by taking the test value of 2 which meant ―shake the confidence‖. The result shows 

that the mean was 1.47 with std. deviation of .59 as shown in (table 6.7 & 6.8). We observe 

that the respondents confidence on mobile phone manufacturers don‘t shake a lot when they 

decrease the price of mobile phone. The respondents evaluate the mobile phone on price as 

well as technology as shown by the pervious variables that we test. The change in price is no 

problem for the respondents but they want advance technology more rapid with low price.   

 Table 6.7: One-Sample Statistics (Trust on the mobile phone manufacturer) 

 N Mean Std. Deviation Std. Error Mean 

Loyalty or trust on preferred mobile 

phone manufacturer if he decrease 

the price  

150 1,4733 ,59862 ,04888 

 

Table 6.8: One-Sample Test(Trust on the mobile phone manufacturer) 

 

Test Value = 2                                        

t df Sig. (2-tailed) 

Mean 

Difference 

95% Confidence Interval of 

the Difference 

Lower Upper 

trust on preferred mobile 

phone manufacturer if he 

decrease the price  

-10,775 149 ,000 -,52667 -,6232 -,4301 

 

6.3.6 Trust on the mobile phone manufacturer and purpose of using the mobile 

 

Regarding to the purpose of using the mobile, this analysis examine the psychographic of the 

respondents while they use the mobile phone. We see that 62% respondents that use mobile 

phone for leisure has no problem if the manufacturers decrease the price of mobile phone. But 

if we observe the people that use mobile phone business purpose think that their confidence 

will shake if the price decreases rapidly see (graph 6.17). This shows the effects of marketing 

strategies that those respondents who use for leisure have no problem with the change in price 

of the mobile phone. The impact of buying behavior is showed its effects on marketing 

strategies of the manufacturers. This relationship is significant as shown in  (appendix XXVI). 

 
Graph 6.17: Trust on the mobile phone manufacturer and purpose of using the mobile 
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6.3.7 Trust on the mobile phone manufacturer and change mobile phone 

 

This relationship we examine that the on which attribute the respondents change their mobile 

phone and what they think about their trust on the manufacturers. We see that majority of the 

respondents that change in technology and price has no problem if the manufacturer decrease 

the price see (graph 6.18). But some respondents who choose mobile on warranty and design 

think that their confidence will shake. This shows that the marketing strategies are formulated 

in such as way that people feel confidence and have no problem if the price decreases rapidly. 

The result shows that the impact of technology in evaluating the buying decision affected the 

trust of the company. The relationship is highly significant as shown in (appendix XXVII). So, 

we conclude that the consumers who purchase mobile phone on price and technology trust the 

mobile phone manufacturers in making buying decision. 

 
Graph 6.18: Trust on the mobile phone manufacturer and change mobile phone 

  
6.3.8 Importance of information during purchase decision and age 
 

The relationship between age and Importance of information during purchase decision is 

analyzed to observe the behavior of the respondent‘s in buying process. From the (graph 

6.19) we analyzed that majority of the respondents‘ give importance to information during 

their purchase. Moreover, the young people liked to take decision from other when purchasing 

a mobile phone. This shows that the purchase decision that the respondent make to purchase a 

mobile phone depends on the information that he/she gets from the other people. Specially, 

we observe that young people under 40 years make a purchase decision on advance 

technology. This shows the impact of information on the buying behavior. The sources are 

information are effected by the marketing strategies. The relationship between the variables is 

significant as shown in (appendix XXVIII).       
  
Graph 6.19: Importance of information during purchase decision and age 
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6.3.9 Importance of information during purchase decision and user of mobile phone 

 

Regarding to the user of mobile phone, this analysis explain the respondent‘s usage with 

importance of information. In the (graph 6.20) we examine that the heavy and medium users 

give importance to information while making purchase decision. The respondents those are 

heavy user of mobile phone gives a lot importance to information about mobile phone. The 

information help them to make a decision that satisfy their want. This relationship is helpful 

to evaluate the buying behavior of the respondents while choosing a mobile phone. The 

relationship is highly significant as shown in (appendix XXIX) and we conclude that in 

evaluating the buying process the usage behavior of the consumer effects the marketing 

strategies.  
 

Graph 6.20: Importance of information during purchase decision and user of mobile phone 

 
6.3.10 Importance of information during purchase decision and choosing the mobile 

 

The analysis guides us in examining that on which attribute the information about purchasing 

the mobile phone is taken. In the (graph 6.21) we see that respondents who give importance 

to the information given by other purchase mobile phone on price or technology. The major 

attribute that is considered while making a purchase is the price and then technology. The 

information that respondents get is evaluated on these attributes. The marketing strategies also 

emphasize on these attributes. This shows that the buying behavior effects the marketing 

strategies. We conclude that the importance of information played a vital role in making the 

buying decision about mobile phone and this relationship is significant see (appendix XXX).  

   
Graph 6.21: Importance of information during purchase decision and choosing the mobile 
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6.3.11 Summary 
 

From the analysis of the variables, we conclude that the marketing strategies effect the buying 

behavior and its due to price and technology. The buying process of the consumers shows that 

financial crisis effects their spending but, in mobile phone technology the evaluating process 

and customer involvement is different due to the usage of the mobile phone. So, we reject H1. 

As regarding to the upgrading the price of mobile phones, the respondents wants change in 

prices but these changes should be less rapid than change in technology. Those people who 

want more quick change in technology also give more importance to technology. So, we 

conclude that the consumer involvement in buying the mobile phone depends on the age and 

on which attribute the consumer choose the mobile phone. 

 

6.3.12 Discussion 

 

With regards to the relationship and examination of the variables, we can say that marketing 

strategies effects the buying behavior of respondents. We analyzed that majority of 

respondents want that manufacturers should upgrade rapidly, because they evaluate the 

mobile phone on technology. The change in buying behavior is due to change in marketing 

strategies used to attract consumers. As we observe the income of respondents, higher income 

group respondents want change in technology rapidly while lower income group respondents 

want change in technology but they more prefer price to change rapidly. When it comes to 

choose mobile phone, those respondents who give importance to price want upgrading in 

price from manufacturers after every two months. On the other hand those respondents who 

give importance to technology want upgrading in price after six months. Its shows that 

advanced technologies changed the buying behavior of respondents which results in changing 

the technology rapidly than price.  

 

Additionally, to measure the effects of marketing strategies we analyze that respondents trust 

on manufacturers even they change prices more rapidly. The trust on manufactures will shake 

if the purpose of using mobile phone is for business, thus those consumers evaluate their 

buying behavior more on price. But, if the purpose of using mobile phone is for leisure, thus 

evaluating criteria is based on technology and in this situation trust will not shake. The 

information from others about the products also has an importance in making a purchase 

decision. We can say that when purchasing mobile phone the information provided by family 

and friends are important for respondents. After making an in-depth analysis, we observe that 

heavy user gives more importance to information than medium or light users. The results 

show that those respondents who give more importance to information choose mobile phone 

on technology and price. When new technology is introduced in the market, people learn 

about that technology and inform others about that technology. It is also a marketing strategy 

used by the manufacturers which effect the buying behavior. 

    

6.3.13 Analyses of impact of financial crisis on the buying behavior 

 

In our literature review we discussed that consumers give importance to durability of product 

functionality and characteristics in financial crisis (Shama, 1981). However, we see that 

respondents give more importance to technology and price rather than warranty or design of 

mobile phone. When we relate this hypothesis with pervious one in which we see that 

technology effect the buying behavior its is all due to marketing strategies as explained by 

kotler et al., (2005) that due to the technological advancement products becomes a variety 

seeking product and significance difference between brands attract consumers by providing 
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different attributes to provide benefits. In the mobile phone context, we can say that its 

becomes a variety seeking product because manufacturers differentiate the mobile phone 

based on technology and attract the consumers by advertising and promoting new and 

innovative technologies. 

As we discussed that, consumers identify their goals in choosing mobile phone by narrow 

down options, using one or more criteria (Mitchell et al., 1999). Our analysis also showed that 

when respondents choose mobile phone they more emphasis on technology and price. The 

technology is a permanent attribute for those who only select mobile phone based on new 

technology, the price attribute is an option used by those who want low price with latest 

technology. Literature review highlighted that; advancement in technology makes the 

consumer confuse to buy the product, when the buying behavior changes (Tumbull, et al. 

2000). To finish the confusion and clarify the goals of the consumer, importance of 

information from other guide him/her to make decision. The trust on the manufactures also 

supports the consumer because promotion and other marketing communications provide 

information about latest technology. we can say purpose of using mobile phone also decrease 

the confusion about choosing mobile phone because clear goals helps the consumer in narrow 

down the options when buying behavior changes.  

According to Ranchhod et al., (2000), the lifestyle of consumer tells about what feathers are 

needed to tightly integrate with lifestyle. The lifestyle of the consumer change its buying 

behavior according to its personality traits, as we see that the respondents use and select 

mobile phone according to their lifestyle, so we can say that lifestyle effects the buying 

behavior which results in changing the selection attribute. On the other hand, consumers get 

confuse in evaluating the technology, such confusion arise form the similarly in products or 

over choice of products (Mitchell et al., 1999). After the analysis we can say that the 

information provide by other decreases the confusion for the consumer to buy the product 

because the information that he/she gets from other is according to its selection attributes, 

such as heavy users of mobile phone gives more importance to information because they 

evaluate mobile phone on technology. Consumer more relay on friends and family 

information rather than marketing communication provided by the manufacturers. We can say 

that advance technology has an impact on the buying behavior which effect the marketing 

strategies of mobile phone.   

6.4 Data on customer satisfaction and product performance 
 

This analysis is conducted to evaluate the customer satisfaction about the mobile phone 

technology. This hypothesis helps us in analyzing the relationship about the satisfaction of the 

customers with the mobile phone technology. We build a relationship that product 

performance effect the customer satisfaction and assume that this relationship exists. The 

analysis is conducted with these two variables which were ―satisfied with the technology‖ and 

―satisfied with the performance‖. In the light of these variables we will accept or reject Ho. 

 

Ho: Product performance depends on customer satisfaction. 
H1: Product performance doesn’t depend on customer satisfaction. 

 

6.4.1 Satisfaction with technology  

 

To investigate the level of satisfaction with technology, we assume that the respondents are 

―very satisfied‖ with mobile phone technology. For this reason, we conduct a one-sample t-

test to test the level of satisfaction. As we examine the (table 6.9 & 6.10) the mean of the 
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respondent‘s satisfaction with the technology is 1.64 and level of sig. is 0.00. We conclude 

that the respondents are in between ―very satisfied‖ and ―somewhat satisfied‖ because mean 

difference was 0.64 which is more than half of the test value. This result showed that the 

respondents are satisfied with the technology of their mobile phones. The reason is that 

respondents are using mobile phone that is old in technology as compared to the current 

technology because they don‘t change their mobile phone rapidly due to financial crisis. The 

rapid change in mobile phone increases their satisfaction with technology.  

 
Table 6.9: One sample statistics (Satisfaction with technology) 

 N Mean Std. Deviation Std. Error Mean 

Satisfied with the technology  150 1,6400 ,62691 ,05119 

 

Table 6.10: One sample t-test (Satisfaction with technology) 

 

Test Value = 1 (Very satisfied)                                        

t df 

Sig. (2-

tailed) 

Mean 

Difference 

95% Confidence Interval of the 

Difference 

Lower Upper 

Satisfied with the technology  12,503 149 ,000 ,64000 ,5389 ,7411 

 

6.4.2 Satisfaction with technology and age 

 

Regarding to satisfaction with technology, we conduct a test with age of the respondents, to 

see that which age group is more satisfied with the technology.  We see that majority of the 

respondents from 20 to 30 years are vary satisfied with the technology of their mobile phone. 

If we observe those respondents who are somewhat satisfied with the technology of their 

mobile phone belongs to under 20 years or over 40 years age group. On the whole 44% of the 

respondents are very satisfied with the technology of their mobile phones as shown in (graph 

6.22). So, we conclude that the satisfaction has a positive relationship with the age of the 

respondents see (appendix XXXI).     

 
Graph 6.22: Satisfaction with technology and age 

 

6.4.3 Satisfied with technology and price of mobile phone 

 

This analysis helps us in explaining the relationship between the price of mobile phone and its 

satisfaction with technology that respondent is using. We see that those respondents that 

purchase mobile phone of ―more than 4500 SEK‖ are very satisfied with the technology of 
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their mobile phones and other groups are also satisfied with the technology of their mobiles 

phones as shown in (graph 6.23). This shows that the price of the mobile phone increases the 

satisfaction of the respondent and theses mobile phone are more advanced and compared with 

other age groups. This relationship also indentifies that the more advance technology more the 

satisfaction level of the respondent. The relationship is significant see (appendix XXXI) and 

shows the buying behavior depends on the customer satisfaction.  

 
Graph 6.23: Satisfaction with technology and price of mobile phone 

 

6.4.4 Satisfied with technology and mobile phone old 

 

In this relationship we see that the how old is the respondents mobile phone and what is its 

impact on the satisfaction with technology. We see that respondents who purchase mobile 

phone in less than 6 months period are very satisfied with the technology of their mobile 

phone. On the other hand, those respondents who mobile phone is more than  one year old are 

somewhat satisfied with technology as shown in (graph 6.24). This shows that the satisfaction 

with technology changes when the mobile phone becomes older or new technology is 

introduced in the market by the manufactures. As a result, the buying behavior changes and 

depends on the technology provided by the manufacturer. So, we conclude that the product 

performance effects the customer satisfaction and this relationship is significant as shown in 

(appendix XXXIII).  

 
Graph 6.24: Satisfaction with technology and mobile phone old 
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6.4.5 Satisfaction with performance 

 

To examine this variable, we conduct a univariate hypothesis test. From the (table 6.11 & 

6.12) we analyze that the mean value of satisfaction with product performance is 1.68 and we 

assume that the respondents are ―very satisfied‖ with the performance of their mobile phones. 

To find the results, we test the variable and examine that the one sample test is significant and 

the mean difference is 0.68. We conclude that the respondents are satisfied with the 

performance of their mobile phones. The result shows that respondents keep their mobile 

phone for more than one year which indentifies that they are satisfied with the performance of 

their mobile phone.   

 
Table 6.1: One sample statistics (Satisfaction with performance) 

 N Mean Std. Deviation Std. Error Mean 

Satisfied with the performance  150 1,6867 ,61455 ,05018 

 

Table 6.12: One-Sample Test(Satisfaction with performance) 

 

Test Value = 1                                        

t df Sig. (2-tailed) 

Mean 

Difference 

95% Confidence Interval of 

the Difference 

Lower Upper 

Satisfied with the performance  13,685 149 ,000 ,68667 ,5875 ,7858 

 

6.4.6 Satisfaction with performance and age 

 

In this analysis, we examine that the respondents are satisfied with the performance of the 

mobile phone. This relationship is examined through the age group of the respondents. We 

see that respondents from 20 to 40 years are vey satisfied with the performance of their 

mobile phone because they choose mobile phone on price and technology. This shows that the 

product performance has a positive relationship with age of respondents see (appendix 

XXXIV). The product performance increases their satisfaction level and thus the buying 

behavior changes see (graph 6.25).   
 

Graph 6.25: Satisfaction with performance and age 
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6.4.7 Satisfaction with performance and choose mobile phone 

 

Regarding to choosing the mobile phone, this analysis explain that the attributes on which the 

respondents make their purchase decision about mobile phone and after purchasing the mobile 

is he/she satisfied with the performance of the mobile phone. The (graph 6.26) shows that 

respondents who purchased mobile on technology, price and design are very satisfied with the 

performance of their mobile phones. Furthermore, we see that those respondents who 

purchase mobile phone on price are somewhat satisfied with the performance of the mobile 

phone. This shows that to increase the satisfaction level technology is the most important 

attribute. The buying behavior depends on the customer satisfaction so we can say that the 

buying behavior depends on the technology of mobile phone as we see in our pervious 

hypothesis. This relationship is significant as shown in (appendix XXXV).    

 
Graph 6.26: Satisfaction with performance and choose mobile phone 

 
6.4.8 Summary  

 

From the analysis of the variables, we conclude that the respondents are satisfied with the 

performance of the mobile phone and it‘s due to the satisfaction with technology. The 

customer satisfaction helps in provided decision by explaining their experience about the 

product. Moreover, the satisfaction with performance guide us to measure the post purchase 

decision about the mobile phones so, we reject H1 and based on the analysis accepted that 

product performance depends on customer satisfaction. 

 

6.4.9 Discussion 

 

With regards to satisfaction with technology, the respondents are satisfied with the current 

technology of their mobile phone. After making an in depth analysis we get that, higher the 

price of the mobile phone higher the satisfaction level. It is all due to the advance technology 

provided in the mobile phone. The satisfaction of respondents also changes as the keeping 

period of mobile phone increase, such as those respondents who purchase mobile phone two 

months ago have a higher satisfaction level than those who purchase more than six months. 

The satisfaction level changes as mobile phone technology advances. So we can say that 

advance technology provides product performance which depends on customer satisfaction. 
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With regards to satisfaction with performance, the respondents are satisfied with current 

performance of their mobile phone. We conclude that in choosing the mobile phone, 

respondents want latest technology or price and they evaluate the performance of their mobile 

phone based on selection criteria. Thus, based on analysis we can say that product 

performance depends on customer satisfaction.  

 

6.4.10 Analyses of product performance and customer satisfaction 

 

In literature review, we discussed that consumer get information about the product 

performance from his prior experience with the product which creates a satisfaction level 

(Boulding et al., 1993). However, in the context of mobile phone the product performance is 

measured on the advance technology provided by the manufacturer. This shows that 

respondent cannot compare its prior experience with the current one because every time, 

when technology becomes more advanced results in increasing the satisfaction level of the 

consumer. According to Mittal & Tsiros (1999) customer satisfaction in the mobile phones 

depends on its attributes or the brand name. We can say that customer satisfaction depends on 

attributes such as price and technology but when we measure it with product performance it 

changes due to the satisfaction with technology. The satisfaction with technology provides 

feed back to manufactures about the quality of the marketing strategies to change the buying 

behavior of the respondents. To increase the future purchase intension, product performance 

depends on customer satisfaction.        
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Conclusion 

The chapter include conclusion about the research question based on the hypotheses 

formulation from the theoretical framework. Moreover, it include discussion, managerial 

implications on these hypotheses and some suggestions for further studies. 

7.1 Conclusion 

 

To view the consumer perspective and examine the effects of financial crisis, we analyze 

different marketing strategies under change in mobile phone technology. From the analysis 

and observation, we conclude results that show the effects of marketing strategies by 

changing the buying behavior. The financial crisis has effected the consumers and changes 

their spending by making impact on their buying behavior. The buying behavior has been 

changing during last two years because people buy the products on price rather than on 

quality or durability. In this thesis, the change in mobile phone industry is under observation, 

so financial crisis has effected the spending of the people which show its impact on the 

mobile phones purchasing decision. The buying behavior of people changed due to change in 

income, but this change showed its impact more the sales of the mobile phones.  

 

The other proposition, in which we analyze the impact on technology, showed us that 

technology has a great impact in changing the buying behavior of the people. The consumers 

want to retain their mobile phones for a long period, but the advance technology attracts them 

and they purchase new mobile phones. The spending of the respondents are not increased as 

their demand for new technology increased, it is due to advancement in the technology of 

mobile phone that people want new technology to fulfill their wants. According to literature, 

mobile phone has now becoming a mass consuming product like a commodity. The people 

used mobile for communicating and other purposes. As a result, they are shifting towards 

those mobile phones which provide more technology other than communicating. This shift in 

the mobile phone is also due to advance technologies that enable them to get more benefits 

from one product which results in changing marketing strategies.       

 

The technology and price effect the buying behavior of the mobile phone. According to the 

theories, in financial crisis people seek for durability and low price while make buying 

decision. It doesn‘t apply in the case of mobile phones; people want that marketing strategies 

should base on technology and price. When advanced technologies are introduced, the prices 

of the mobile phones arise but after a while it starts to decrease due the competition in the 

market. This change in technology and price effects the people buying behavior. As a result 

they demand latest technology with low price and advanced technologies with a higher price.  

The usage and occasion situation effect the purchase decision of the people. In this study, as 

the usage of mobile phone increase, the people involvement in the product also increase and 

the financial crisis seem to effect only the sales on the mobile phones, but the marketing 

strategies change that into the benefits, through providing technologies in cheap price mobile 

phones to attract more market.    

 

Mobile phone performance and technology has built satisfaction in the people mind because 

mobile phone manufacturers are providing advance technologies to the people to satisfy their 

need. The customer satisfaction increases with mobile phone technology. However, financial 

crisis shows its effect on the spending of the people, but under the change in mobile phone 

technology it didn‘t affect a lot. The marketing strategies are effected with the change in 

technology of mobile phone. 
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7.2 Managerial implication 

 

The impact of advanced technologies shows change in the buying behaviour of the people. 

The mobile phone manufacturers should introduce new technologies after six months because 

the people want to use existing technology for while. The important attributes that 

manufacturers should emphasis is technology, price and design of the mobile phone. When 

the manufacturers develop their marketing strategies for developed countries like Sweden, 

they should more invest in providing advanced technology rather than focusing on design or 

price of the mobile phone. As mobile phone market is not affected by the financial crisis in 

Umeå because people assumed mobile phone as a commodity not as a luxury item. In sum, 

the marketing strategies are affected by the mobile phone technology more than the financial 

crisis of the people. 

 

7.3 Suggestion for further studies  

 

From statistical point, the sampling technique which we use is based on convenience 

sampling, which is not a representative of population. So we suggest that the further study 

should use some random sampling technique to analyze the research problem. If this research 

is conducted in a developing country, where the mobile phone market is not yet so much 

established like in Umeå, Sweden the results might be different. Probably, the outcome would 

be that, the marketing strategies in financial crisis are affected under the growth in mobile 

phone technology. So, we suggest that further studies should be conducted in a developing 

country with a random sampling technique to analyze the research question.  
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Credibility criteria 

 

 

This final chapter explain three credibility criteria of the study, which are validity, reliability 

and generalizability.  The selection of the theories and data sources are evaluated on these 

criteria. These criteria’s are important when we take quantitative research. It evaluates the 

results of study, which should be considered valid according to the collected data. 

  

8.1 Validity 

 
As the questionnaire is covering the research question so, we could say that the content 

validity of the questionnaire is accepted. According to Saunders et al., 2007, p.367 the content 

validity refers to what extents the questionnaire questions are adequately covering the 

research question. This research measure the marketing strategies in financial crisis by using 

consumer buying behavior model. The impact of technology is used to measure the effect of 

financial crisis. The validity of the study is that it measures what it indented to measure and it 

should link to the source from with the data is collected for the study (Jacobsen, 2002).  

According to Yin, 2003 the validity is also presented when the connection between the 

variables that are examined, so we are evaluating the variables to analyze the effect of 

financial crisis on the marketing strategies under the growth of technology. Moreover, the 

results are examined according the purpose of the study.  Based on the causality between the 

variables, we assume that the internal validity may fulfill the purpose. 

 

In collecting the data mostly two kinds of errors arises which are sampling and non-sampling 

errors (Aaker, 2004). During the survey, what should be carefully noticed is that there are two 

kind of errors might rise, sampling and non-sampling errors. The sampling error occur when 

the sample design is not appropriate, we used non probability sampling and took the sample 

of 150 respondents. The non sampling errors occur due to wrong data coding, measurements 

or due to low response rate. For this reason we use SPSS, and conducted a pretest for the 

questionnaires wording, context and length. So, we can say that the construct validity of the 

study is acceptable.  

 

8.2 Reliability 

 

Reliability of the study meant that the research should provide equivalent results by using the 

similar research design or observation (Bryman & Bell, 2007 p.40; Saunders et al., 2007 

p.149). We take some questions about the buying behaviour and marketing strategies from the 

previous researchers. So, the reliability of those questions is sufficient for this study. Further 

we also formulate some question from the theories, which are tested from the different 

sources. Reliability measures how trustworthy the results and information found are 

(Jacobsen, 2000).  We translate the questionnaire into Swedish language to facilitate the 

respondents and for better understanding. We use different descriptive statistics for examining 

the study with the confidence level of 95%. 

 

The limitation of this study is that the data is collected from some specific stores in the 

downtown, so it doesn‘t represent the whole population. We tried to collect data on different 

times so that we can get different respondents for our study, because people from different 

age group have different buying behavior.  
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There are two types on which the reliability is measured that are repeated measurement and 

internal consistency (Cohen et al., 2000). The questionnaire is designed from the different 

theories further it is also applied in pervious researchers, so we can say that the reliability is 

sufficient for this study. 

 

8.3 Generalizability 

 

The generalization provide the possibility to the study that its can apply its results in other 

context besides the specific one, further the finding can be applied to a larger extent (Bryman 

& Bell, 2007 p.34). Generalization of the study depends on its sampling method. We try to 

generalize the finding of this study to the all the consumers how are effected by the financial 

crisis. Due to the small sample size, we consider that the finding can be generalized in cities 

of Sweden which have average population like Umeå. The second reason that it can only 

generalize in Sweden because we are studying the buying behavior and it change from region 

to region. But for the further research in this field, this study can be conducted in a large city 

with a large sample size.    
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Appendix I: Sweden indicates weak growth: CPI, unemployment rate and saving 

ratio   
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Appendix II: Swedish mobile phone market 

 

Figure: Nokia market share in Swedish mobile phone market 

 
Source: http://stats.getjar.com/statistics/world-SE/manufacturer/Nokia 

 

 

Figure: Sony Ericsson market share in Swedish mobile phone market 

 
Source: http://stats.getjar.com/statistics/world-SE/manufacturer/Sony-Ericsson  

 

 

Figure: Samsung market share in Swedish mobile phone market 

 
Source: http://stats.getjar.com/statistics/world-SE/manufacturer/Samsung  

 

 

http://stats.getjar.com/statistics/world-SE/manufacturer/Nokia
http://stats.getjar.com/statistics/world-SE/manufacturer/Sony-Ericsson
http://stats.getjar.com/statistics/world-SE/manufacturer/Samsung
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Figure: Motorola market share in Swedish mobile phone market 

 

 
Source: http://stats.getjar.com/statistics/world-SE/manufacturer/Motorola  

 

 

 

 

 

 

http://stats.getjar.com/statistics/world-SE/manufacturer/Motorola
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Appendix III: Questionnaires in English and Swedish language 

Questionnaire (in English language) 
 

We are the students of Umeå School of Business and Economics and conducting a survey about the impact 

of financial crisis on mobile phone industry. This survey is a part of an academic research thesis and the 

results of this survey will be presented in our thesis. Your cooperation will be highly appreciated and we 

thank you for taking your time to answer this questionnaire.  

 

Section I.  

1. Do you use a mobile phone? 

 Yes, regularly  Yes, sometimes  No (go to question. 22) 

2. I consider myself as a ________ user of mobile phone? ( please tick one below )  

 Heavy  Medium  Light 

3. My basic purpose of using mobile phone?  

 For business  For leisure  For emergency 

 Others _____________     

4. I choose the mobile phone due to?  (please tick one below) 

 Price  Design  Latest Technology 

 Warranty  Size & weight  Others _______________ 

5. My mobile phone has following features? (tick more than one) 

 WAP  Wi-Fi  GPRS 

 Mobile office  Camera  Skype  

 MP3/Media player  e-messenger  Others _______________ 

Section II. 

6. On average, how often you shop for electronic appliances (such as: TV, Stereo system, 

mobiles phones and refrigerators)? 

 Once a year  2-3 times a year  Over 3 times a year 

7. How much proportion of your income has been used or you are willing to spend on 

electronic appliances? 

 15%   30%   Over 30%  

8. Did you change your spending on electronic appliances during last two years? 

 Yes   No   

9. During last two years, ______________ my spending on electronic appliances? 

 I cut my spending  

 I spend the same amount as compared to last two years (go to guestion.12) 

 I increase my spending (go to question. 11) 

10. I cut my spending due to ________________? 

 Increase in prices of the product 

 Change in income  

 I am satisfied with my current products 

11. I change my spending due to ____________? 

  Due to latest technology  Due to price  Due to design 

 Others ______________     

12. Rate the importance of each attribute in choosing mobile phone. (Please rank each 

attribute with a different numbers from 1 to 5 (1 for most important, 5 for least 

important) 
Attribute Rank 

Price  

Latest technology  

Brand   

Warranty   

Design  
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13. My mobile phone is __________________ old? 

 1- 6 months  7-12 months  More than 1 year 

14. When I purchase, what was the price of the mobile phone without any contract 

approximately? 

 Less than 1500 SEK  1501 – 3000 SEK  3001 - 4500 SEK 

 More than 4500 SEK     

15. I keep the mobile phone at least for ______________? 

 Less than 6 months  7-12 months  More than 1 year 

16. Last time I changed my mobile phone primarily due to? (please tick one below) 

 Price   Latest technology  Warranty 

 Design   Brand   Others _______________ 

17. How much you are satisfied with the features/technology of your mobile phone? 

 Very satisfied  Somewhat satisfied  Not satisfied 

18. How much you are satisfied with the performance of your mobile phone? 

 Very satisfied  Somewhat satisfied  Not satisfied 

19. Suppose your preferred mobile phone company decrease the price of mobile phone by 

50% right after two months of your purchase. How likely you will again trust on the 

same company. (please tick one below) 

 No problem, it will not hurt my loyalty 

 This type of discounts can shake my confidence level on the company 

 I will never trust on the company product again 

20. How often do you think that the mobile phone manfacturers should upgrade the 

following attributes? 

 Every 2 

months 

Every 4 

months 

Every 6 

months 

Every 8 

months  

Every one 

year 

Price of mobile phone      

Technology of mobile phone      

Design of mobile phone      

 

21. How much family & friends are important in providing information during purchase 

decision? 

Very important    Not at all important 

1 2 3 4 5 

Section III. 

 

22. Gender 

 Male  Female 

23. Education (the higher status currently possessed) 

 High School  Bachelor 

 Master   Other_____________________ 

24. Occupation 

 Top management/ Professionals  Supervisory/ Middle management  

 Self-employed   Operational level 

 Other_____________________  Student  

25. Monthly Income 

 10000 SEK or below  10001 – 20000 SEK  

 20001 – 30000 SEK   30001 SEK or above 

26. Age 

 Under 20  20 to 30 

 31to 40  Over 40 

 

Thank you for your cooperation. 
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Questionnaire/ Frågeformulär (in Swedish language) 
Vi är studenter från Handelshögskolan vid Umeå universitet och ekonomi och genomföra en undersökning 

om effekterna av finanskrisen på mobiltelefonbranschen. Denna undersökning är en del av en akademisk 

forskning avhandling och resultaten av denna undersökning kommer att presenteras i vår uppsats. Ert 

samarbete kommer att vara mycket uppskattade och vi tackar för att du tog dig tid att besvara detta 

frågeformulär. 

 

Del I.  

1. Använder du mobiltelefon? 

 Ja, regelbundet  Ja, ibland  Nej (gå till fråga. 22) 

2. Jag betraktar mig som en ________ mobiltelefon användare? (kryssa i en ruta)  

 Tung  Medium  Lätt 

3. Mitt huvudsakliga syfte med att använda mobiltelefon?  

 Arbete  Fritid  Akutsamtal 

 Annat 

________________ 
    

4. Jag väljer min mobiltelefon beroende på? (kryssa i en ruta) 

 Priset  Design  Senaste teknologin 

 Garantin  Storlek och vikt  Annat ________________ 

5. Min mobiltelefon har följande funktioner? (kryssa i en eller flera) 

 WAP  Wi-Fi  GPRS 

 Mobil Office  Kamera  Skype  

 MP3/Media spelare  e-messenger  Annat ________________ 

Del II. 

 

6. I genomsnitt, hur ofta du handlar för elektroniska apparater (såsom: TV, stereo, mobiler 

telefon och kylskåp)? 

 1 gång/år  2-3 ggr/år  över 3 ggr/år 

7. Hur mycket av din inkomst har du spenderat eller är villig att spendera på elektronisk 

apparat? 

 15 %   30 %   över 30 %  

8. Har du ändrat dina utgifter på elektroniska apparater under de senaste två åren? 

 Ja  Nej   

9. Under de senaste två åren, har jag ______________ på elektroniska apparater?  

 Minskat mina utgifter 

 Utgifter med samma belopp (gå till fråga.12) 

 Öka mina utgifter (gå till fråga 11) 

10. Jag skar mina utgifter beroende på ________________? 

 Ökning av priser 

 Ändrad inkomst 

 Nöjd med det jag har 

11.  Jag ändra mina utgifter beroende på ____________? 

  Senaste teknologin  Pris  Design 

 Annat ______________     

12. Ranka den ordning av attribut du anser vara viktigast for dig att välja mobiltelefon. (rang 

varje attribut med ett annat nummer 1 till 5 (1 for mest viktigt, 5 for minst viktigt) 
Attribut Rank 

Pris  

Senaste teknologin  

Varumärke  

Garanti  

Design  
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13. Min mobiltelefon är __________________ gammal? 

 1- 6 män  7-12 män  1 är eller äldre 

 

14. Vad var kostnaden för din mobiltelefon utan kontrakt cirka? 

 Mindre än 1500 SEK  1501 – 3000 SEK  3001 - 4500 SEK 

 Mer än 4500 SEK     

15. Jag håller mobiltelefonen åtminstone för ______________? 

 Mindre än 6 mån  7-12 mån  1 är eller äldre 

16. Sist jag ändrat min mobiltelefon främst beroende på? (kryssa i en ruta) 

 Pris  Senaste teknologin  Garanti 

 Design   Varumärke  Annat_______________ 

17. Hur mycket du är nöjd med de funktionerna/teknik på din mobiltelefon? 

 Mycket nöjd  Nöjd  Inte nöjd 

18. Hur mycket du är nöjd med prestanda för din mobiltelefon? 

 Mycket nöjd  Nöjd  Inte nöjd 

19. Anta att du föredrar mobiltelefonföretaget sänka priset på mobiltelefonen med 50 % strax 

efter två månader av ditt köp. Hur kommer du antagligen litar på samma företag (kryssa i 

en ruta) 

 Inga problem, skadar det inte min lojalitet 

 Denna typ av rabatter kan skaka mitt förtroende 

 Jag kommer aldrig att lita på företagets produkt igen 

20. Hur ofta tycker du att mobiltelefonen tillverkar bör uppgradera följande attribut? 

 Varje 2 

månad 

Varje 4 

månad 

Varje 6 

månad 

Varje 8 

månad 

1 gång/år 

Pris på mobiltelefon      

Teknik för mobiltelefoner      

Design av mobiltelefon      

21.  

22. Hur mycket familj och vänner är viktiga för att tillhandahålla information under 

inköpsbeslut? 

Mycket viktigt 23.  24.   Inte alls viktigt 

1 2 3 4 5 

Del III. 

 

25. Kön 

 Man  Kvinna 

26. Utbildning 

 Gymnasiet  Högskola 

 Universitet  Annat_____________________ 

27. Yrke 

 VD eller liknande  Personal chef 

 Personal   Egen företagare 

 Annat_____________________  Student  

28. Månads inkomst (efter Skatt) 

 10000 SEK eller mindre  10001 – 20000 SEK  

 20001 – 30000 SEK   30001 SEK eller min 

29. Ålder 

 Under 20  20 till 30 

 31till 40  Över 40 

 

Tack för ditt samarbete. 
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Appendix VI: Demographics information of the respondents 

 

Age: 

 
Frequency Percent Valid Percent Cumulative Percent 

Valid Under 20 20 13,3 13,3 13,3 

20 to 30 72 48,0 48,0 61,3 

31 to 40 33 22,0 22,0 83,3 

Over 40 25 16,7 16,7 100,0 

Total 150 100,0 100,0  

 

Gender: 

 

 
Frequency Percent Valid Percent Cumulative Percent 

Valid Male 87 58,0 58,0 58,0 

Female 63 42,0 42,0 100,0 

Total 150 100,0 100,0  

 

Occupation: 

 

 
Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid Top management/ 

Professionals 

12 8,0 8,0 8,0 

Supervisory/ Middle 

management 

7 4,7 4,7 12,7 

Operational level 22 14,7 14,7 27,3 

Self-employed 13 8,7 8,7 36,0 

Others 20 13,3 13,3 49,3 

Student 76 50,7 50,7 100,0 

Total 150 100,0 100,0  

 

Monthly Income: 

 

Monthly Income 
Frequency Percent 

Valid 

Percent Cumulative Percent 

Valid 10000 SEK or below 79 52,7 52,7 52,7 

10001 – 20000 SEK 14 9,3 9,3 62,0 

20001 – 30000 SEK 27 18,0 18,0 80,0 

30001 SEK or above 30 20,0 20,0 100,0 

Total 150 100,0 100,0  
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Education: 

 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid High School 46 30,7 30,7 30,7 

Bachelor 40 26,7 26,7 57,3 

Master 35 23,3 23,3 80,7 

Other 29 19,3 19,3 100,0 

Total 150 100,0 100,0  

 

Appendix V: User of mobile phone 

 

consider myself as a  user of mobile phone: 

 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Heavy 56 37,3 37,3 37,3 

Medium 71 47,3 47,3 84,7 

Light 23 15,3 15,3 100,0 

Total 150 100,0 100,0  

  

Purpose of using mobile phone: 

 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Business 37 24,7 24,7 24,7 

Leisure 91 60,7 60,7 85,3 

Emergency 9 6,0 6,0 91,3 

Other 13 8,7 8,7 100,0 

Total 150 100,0 100,0  

 

Features in the respondent’s mobile phone: 

 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1feature 18 12,0 12,0 12,0 

2  features 37 24,7 24,7 36,7 

more than 2 features 93 62,0 62,0 98,7 

None 2 1,3 1,3 100,0 

Total 150 100,0 100,0  
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Appendix VI: Key aspects in mobile phone selection 

 

Price: 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid most important 66 44,0 44,0 44,0 

important 30 20,0 20,0 64,0 

neutral 32 21,3 21,3 85,3 

less important 4 2,7 2,7 88,0 

least important 18 12,0 12,0 100,0 

Total 150 100,0 100,0  

 

Technology : 

 Frequency Percent Valid Percent Cumulative Percent 

Valid most important 29 19,3 19,3 19,3 

important 45 30,0 30,0 49,3 

neutral 11 7,3 7,3 56,7 

less important 29 19,3 19,3 76,0 

least important 36 24,0 24,0 100,0 

Total 150 100,0 100,0  

 

Brand name: 

 Frequency Percent Valid Percent Cumulative Percent 

Valid most important 21 14,0 14,0 14,0 

important 34 22,7 22,7 36,7 

neutral 21 14,0 14,0 50,7 

less important 37 24,7 24,7 75,3 

least important 37 24,7 24,7 100,0 

Total 150 100,0 100,0  

 

Design: 

 
Frequency Percent Valid Percent Cumulative Percent 

Valid most important 28 18,7 18,7 18,7 

important 16 10,7 10,7 29,3 

neutral 46 30,7 30,7 60,0 

less important 40 26,7 26,7 86,7 

least important 20 13,3 13,3 100,0 

Total 150 100,0 100,0  
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Warranty: 

 Frequency Percent Valid Percent Cumulative Percent 

Valid most important 14 9,3 9,3 9,3 

important 25 16,7 16,7 26,0 

neutral 38 25,3 25,3 51,3 

less important 32 21,3 21,3 72,7 

least important 41 27,3 27,3 100,0 

Total 150 100,0 100,0  

 

Appendix VII: Impact of financial crisis 

 

Incomes spend on electronic appliances: 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 15% 105 70,0 70,0 70,0 

30% 45 30,0 30,0 100,0 

Total 150 100,0 100,0  

 

Effect to spending: 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Yes 99 66,0 66,0 66,0 

No 51 34,0 34,0 100,0 

Total 150 100,0 100,0  

 

Change in spending: 

 
Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid Cut spending 76 50,7 50,7 50,7 

Spend the same amount 50 33,3 33,3 84,0 

Increase Spending 24 16,0 16,0 100,0 

Total 150 100,0 100,0  

 

Change the spending due to which attribute: 

 
Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid Due to latest technology 49 32,7 49,0 49,0 

Due to price 37 24,7 37,0 86,0 

Due to design 6 4,0 6,0 92,0 

Others 8 5,3 8,0 100,0 

Total 100 66,7 100,0  

Missing (spend same amount no 

change) 

50 33,3 
  

Total 150 100,0   
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Respondent cut spending due to: 

 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Increase in prices 15 10,0 19,7 19,7 

Change in income 19 12,7 25,0 44,7 

satisfied 42 28,0 55,3 100,0 

Total 76 50,7 100,0  

Missing (spend same amount no 

change) 

74 49,3 
  

Total 150 100,0   
 

Respondent keeps mobile phone for:  

 

 
Frequency Percent Valid Percent Cumulative Percent 

Valid Less than 6 months 8 5,3 5,3 5,3 

7-12 months 45 30,0 30,0 35,3 

More than 1 year 97 64,7 64,7 100,0 

Total 150 100,0 100,0  
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Appendix VIII: Crosstab of Shop for electronic appliances * Spending on electronic 

appliances 

 

 
Cross tabulation 

 

 
Chi-Square Tests 

 
Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 12,514
a
 4 ,014 

Likelihood Ratio 11,221 4 ,024 

Linear-by-Linear Association 6,401 1 ,011 

N of Valid Cases 150   

a. 2 cells (22,2%) have expected count less than 5. The minimum expected count is 1,76. 

 

 
Symmetric Measures 

 
Value 

Asymp. Std. 

Error
a
 Approx. T

b
 Approx. Sig. 

Nominal by Nominal Phi ,289   ,014 

Cramer's V ,204   ,014 

Contingency Coefficient ,277   ,014 

Interval by Interval Pearson's R ,207 ,074 2,578 ,011
c
 

Ordinal by Ordinal Spearman Correlation ,196 ,078 2,437 ,016
c
 

N of Valid Cases 150    

a. Not assuming the null hypothesis. 

b. Using the asymptotic standard error assuming the null hypothesis. 

c. Based on normal approximation. 

 

 

 

During last two years, my spending on electronic 

appliances 

Total Cut spending 

Increase 

Spending 

Spend the same 

amount 

how often you shop 

for electronic 

appliances  

Once a year 54 12 26 92 

2-3 times a year 20 7 20 47 

Over 3 times a year 2 5 4 11 

Total 76 24 50 150 
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Appendix IX: Crosstab of shop for electronic appliances * Change in spending 
 

 

Cross tabulation 

 
Change my spending 

Total 

Due to latest 

technology Due to price Due to design Others 

how often you 

shop for 

electronic 

appliances  

Once a year 27 34 3 2 66 

2-3 times a year 17 3 1 6 27 

Over 3 times a year 5 0 2 0 7 

Total 49 37 6 8 100 

 

 
Chi-Square Tests 

 
Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 29,752
a
 6 ,000 

Likelihood Ratio 29,824 6 ,000 

Linear-by-Linear Association ,037 1 ,847 

N of Valid Cases 100   

a. 7 cells (58,3%) have expected count less than 5. The minimum expected count is ,42. 

 

 
Symmetric Measures 

 
Value 

Asymp. Std. 

Error
a
 Approx. T

b
 Approx. Sig. 

Nominal by Nominal Phi ,545   ,000 

Cramer's V ,386   ,000 

Contingency Coefficient ,479   ,000 

Interval by Interval Pearson's R ,019 ,106 ,192 ,848
c
 

Ordinal by Ordinal Spearman Correlation -,098 ,113 -,978 ,331
c
 

N of Valid Cases 100    

a. Not assuming the null hypothesis. 

b. Using the asymptotic standard error assuming the null hypothesis. 

c. Based on normal approximation. 
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Appendix X: Cross tab of shop for electronic appliances * keep the mobile phone 
 

 

shop for electronic appliances  * Keep the mobile phone at least Cross tabulation 

 
Keep the mobile phone at least 

Total 

Less than 6 

months 7-12 months 

More than 1 

year 

shop for electronic 

appliances  

Once a year 3 30 59 92 

2-3 times a year 1 13 33 47 

Over 3 times a year 4 2 5 11 

Total 8 45 97 150 

 
 

Chi-Square Tests 

 
Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 23,168
a
 4 ,000 

Likelihood Ratio 12,378 4 ,015 

Linear-by-Linear Association 2,320 1 ,128 

N of Valid Cases 150   

a. 4 cells (44,4%) have expected count less than 5. The minimum expected count is ,59. 

 
Symmetric Measures 

 
Value 

Asymp. Std. 

Error
a
 Approx. T

b
 Approx. Sig. 

Nominal by Nominal Phi ,393   ,000 

Cramer's V ,278   ,000 

Contingency Coefficient ,366   ,000 

Interval by Interval Pearson's R -,125 ,103 -1,530 ,128
c
 

Ordinal by Ordinal Spearman Correlation -,040 ,088 -,484 ,629
c
 

N of Valid Cases 150    

a. Not assuming the null hypothesis. 

b. Using the asymptotic standard error assuming the null hypothesis. 

c. Based on normal approximation. 
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Appendix XI: Cross tab of change in spending * spending on electronic appliance 
 

 

Change your spending on electronic appliances * spending on electronic appliances Cross tabulation 

 

During last two years, my spending on electronic 

appliances 

Total Cut spending 

Increase 

Spending 

Spend the same 

amount 

change your spending on 

electronic appliances during 

last two years 

Yes 74 24 1 99 

No 2 0 49 51 

Total 76 24 50 150 

 
 

Chi-Square Tests 

 
Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 136,955
a
 2 ,000 

Likelihood Ratio 164,009 2 ,000 

Linear-by-Linear Association 98,736 1 ,000 

N of Valid Cases 150   

a. 0 cells (,0%) have expected count less than 5. The minimum expected count is 8,16. 

 
Symmetric Measures 

 
Value 

Asymp. Std. 

Error
a
 Approx. T

b
 Approx. Sig. 

Nominal by Nominal Phi ,956   ,000 

Cramer's V ,956   ,000 

Contingency Coefficient ,691   ,000 

Interval by Interval Pearson's R ,814 ,037 17,051 ,000
c
 

Ordinal by Ordinal Spearman Correlation ,848 ,037 19,485 ,000
c
 

N of Valid Cases 150    

a. Not assuming the null hypothesis. 

b. Using the asymptotic standard error assuming the null hypothesis. 

c. Based on normal approximation. 
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Appendix XII: Crosstab of change in spending * importance of price 

 
 

Change your spending on electronic appliances * importance of price while choosing the mobile 

phone Cross tabulation 

 

 
Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 19,958
a
 4 ,001 

Likelihood Ratio 22,387 4 ,000 

Linear-by-Linear Association 5,018 1 ,025 

N of Valid Cases 150   

a. 2 cells (20,0%) have expected count less than 5. The minimum expected count is 1,36. 

 
Symmetric Measures 

 
Value 

Asymp. Std. 

Error
a
 Approx. T

b
 

Approx. 

Sig. 

Nominal by Nominal Phi ,365   ,001 

Cramer's V ,365   ,001 

Contingency Coefficient ,343   ,001 

Interval by Interval Pearson's R -,184 ,081 -2,271 ,025
c
 

Ordinal by Ordinal Spearman Correlation -,240 ,082 -3,004 ,003
c
 

N of Valid Cases 150    

a. Not assuming the null hypothesis. 

b. Using the asymptotic standard error assuming the null hypothesis. 

c. Based on normal approximation. 

 

 importance of price while choosing the mobile phone 

Total most important important neutral less important least important 

change your 

spending on 

electronic 

appliances  

Yes 32 28 23 3 13 99 

No 34 2 9 1 5 51 

Total 66 30 32 4 18 150 



 

xviii 
 

  

Appendix XIII: Correlations between monthly income and spending on electronic 

appliances 
 
Descriptive Statistics 

 Mean Std. Deviation N 

monthly income 2,0533 1,23041 150 

During last two years, my spending on 

electronic appliances 

2,3200 1,38215 150 

 
Correlations 

 

monthly income 

During last two 

years, my spending 

on electronic 

appliances 

monthly income Pearson Correlation 1 -,223
**

 

Sig. (2-tailed)  ,006 

Sum of Squares and Cross-

products 

225,573 -56,560 

Covariance 1,514 -,380 

N 150 150 

During last two years, my 

spending on electronic appliances 

Pearson Correlation -,223
**

 1 

Sig. (2-tailed) ,006  

Sum of Squares and Cross-

products 

-56,560 284,640 

Covariance -,380 1,910 

N 150 150 

**. Correlation is significant at the 0.01 level (2-tailed). 

 



 

xix 
 

Appendix XIV: Correlations between occupation and spending on electronic 

appliances 

 
Descriptive Statistics 

 Mean Std. Deviation N 

During last two years, my spending on 

electronic appliances 

2,3200 1,38215 150 

Occupation 4,6667 1,66957 150 

 

 

Correlations 

 During last two 

years, my spending 

on electronic 

appliances Occupation 

During last two years, my 

spending on electronic appliances 

Pearson Correlation 1 ,250
**

 

Sig. (2-tailed)  ,002 

Sum of Squares and Cross-

products 

284,640 86,000 

Covariance 1,910 ,577 

N 150 150 

Occupation Pearson Correlation ,250
**

 1 

Sig. (2-tailed) ,002  

Sum of Squares and Cross-

products 

86,000 415,333 

Covariance ,577 2,787 

N 150 150 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

 

 

 

 



 

xx 
 

Appendix XV: Crosstab of keep the mobile phone at least * Occupation  

 
Keep the mobile phone at least * Occupation Cross tabulation 
 

 

 
Chi-Square Tests 

 
Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 44,396
a
 10 ,000 

Likelihood Ratio 37,188 10 ,000 

Linear-by-Linear Association 10,815 1 ,001 

N of Valid Cases 150   

a. 10 cells (55,6%) have expected count less than 5. The minimum expected count is ,37. 

 
 Symmetric Measures 

 
Value 

Asymp. Std. 

Error
a
 Approx. T

b
 Approx. Sig. 

Nominal by Nominal Phi ,544   ,000 

Cramer's V ,385   ,000 

Interval by Interval Pearson's R ,269 ,074 3,403 ,001
c
 

Ordinal by Ordinal Spearman Correlation ,262 ,078 3,309 ,001
c
 

N of Valid Cases 150    

a. Not assuming the null hypothesis. 

b. Using the asymptotic standard error assuming the null hypothesis. 

c. Based on normal approximation. 

 

 
Occupation 

Total 

Top 

management/ 

Professionals 

Supervisory/ 

Middle 

management 

Operational 

level 

Self-

employed Others Student 

Keep the 

mobile 

phone at 

least 

Less than 6 

months 

1 1 1 5 0 0 8 

7-12 months 6 3 9 0 8 19 45 

More than 1 year 5 3 12 8 12 57 97 

Total 12 7 22 13 20 76 150 
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Appendix XVI: Crosstab of keep mobile phone*age 

  

 
Keep the mobile phone at least * Age Cross tabulation 

 Age 

Total Under 20 20 to 30 31 to 40 Over 40 

Keep the mobile phone at 

least 

Less than 6 months 1 0 6 1 8 

7-12 months 5 19 15 6 45 

More than 1 year 14 53 12 18 97 

Total 20 72 33 25 150 

 
Chi-Square Tests 

 
Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 22,823
a
 6 ,001 

Likelihood Ratio 23,106 6 ,001 

Linear-by-Linear Association 2,431 1 ,119 

N of Valid Cases 150   

a. 4 cells (33,3%) have expected count less than 5. The minimum expected count is 1,07. 

 
Symmetric Measures 

 
Value 

Asymp. Std. 

Error
a
 Approx. T

b
 Approx. Sig. 

Nominal by Nominal Phi ,390   ,001 

Cramer's V ,276   ,001 

Interval by Interval Pearson's R -,128 ,079 -1,567 ,119
c
 

Ordinal by Ordinal Spearman Correlation -,150 ,082 -1,842 ,067
c
 

N of Valid Cases 150    

a. Not assuming the null hypothesis. 

b. Using the asymptotic standard error assuming the null hypothesis. 

c. Based on normal approximation. 
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Appendix XVII: Crosstab of Keep mobile phone*choose mobile phone 
 

 

 

Keep the mobile phone at least * Choose the mobile phone Cross tabulation 

 
 

 

Chi-Square Tests 

 
Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 21,764
a
 10 ,016 

Likelihood Ratio 25,067 10 ,005 

Linear-by-Linear Association 3,667 1 ,056 

N of Valid Cases 150   

a. 10 cells (55,6%) have expected count less than 5. The minimum expected count is ,21. 

 
Symmetric Measures 

 
Value 

Asymp. Std. 

Error
a
 Approx. T

b
 Approx. Sig. 

Nominal by Nominal Phi ,381   ,016 

Cramer's V ,269   ,016 

Interval by Interval Pearson's R ,157 ,075 1,932 ,055
c
 

Ordinal by Ordinal Spearman Correlation ,175 ,077 2,157 ,033
c
 

N of Valid Cases 150    

a. Not assuming the null hypothesis. 

b. Using the asymptotic standard error assuming the null hypothesis. 

c. Based on normal approximation. 

 

 

 

 

Choose the mobile phone 

Total Price Design Technology Warranty 

Size & 

weight Other 

Keep 

the 

mobile 

phone 

at least 

Less than 6 months 1 0 6 0 0 1 8 

7-12 months 23 5 15 0 1 1 45 

More than 1 year 28 15 27 4 10 13 97 

Total 52 20 48 4 11 15 150 
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Appendix XVIII: Crosstab of keep the mobile phone at least * upgrade the 

technology of mobile phone 

 
Keep the mobile phone at least * Mobile phone manfacturers should upgrade the technology of 

mobile phone Cross tabulation 

 
Mobile phone manfacturers should upgrade the technology 

Total 

Every 2 

months 

Every 4 

months 

Every 6 

months 

Every 8 

months 

Every one 

year 

Keep the 

mobile phone 

at least 

Less than 6 

months 

2 0 2 4 0 8 

7-12 months 13 11 11 5 5 45 

More than 1 year 19 15 29 15 19 97 

Total 34 26 42 24 24 150 

 
Chi-Square Tests 

 
Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 13,644
a
 8 ,092 

Likelihood Ratio 14,139 8 ,078 

Linear-by-Linear Association 1,745 1 ,187 

N of Valid Cases 150   

a. 5 cells (33,3%) have expected count less than 5. The minimum expected count is 1,28. 

 
Symmetric Measures 

 
Value 

Asymp. Std. 

Error
a
 Approx. T

b
 Approx. Sig. 

Nominal by Nominal Phi ,302   ,092 

Cramer's V ,213   ,092 

Contingency Coefficient ,289   ,092 

Interval by Interval Pearson's R ,108 ,078 1,324 ,187
c
 

Ordinal by Ordinal Spearman Correlation ,128 ,080 1,569 ,119
c
 

N of Valid Cases 150    

a. Not assuming the null hypothesis. 

b. Using the asymptotic standard error assuming the null hypothesis. 

c. Based on normal approximation. 
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Appendix XIX: Crosstab of change mobile phone * age 

 

 
Last time changed mobile phone * Age Cross tabulation 

 
Age 

Total Under 20 20 to 30 31 to 40 Over 40 

Last time changed mobile 

phone 

Price 0 3 0 6 9 

Technology 13 25 14 7 59 

Warranty 1 2 7 2 12 

Design 2 9 6 0 17 

Brand 0 4 0 0 4 

Other 4 29 6 10 49 

Total 20 72 33 25 150 

 

 
 Chi-Square Tests 

 
Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 45,039
a
 15 ,000 

Likelihood Ratio 45,163 15 ,000 

Linear-by-Linear Association ,183 1 ,669 

N of Valid Cases 150   

a. 14 cells (58,3%) have expected count less than 5. The minimum expected count is ,53. 

 
 Symmetric Measures 

 
Value 

Asymp. Std. 

Error
a
 Approx. T

b
 Approx. Sig. 

Nominal by Nominal Phi ,548   ,000 

Cramer's V ,316   ,000 

Interval by Interval Pearson's R -,035 ,086 -,427 ,670
c
 

Ordinal by Ordinal Spearman Correlation -,040 ,087 -,488 ,626
c
 

N of Valid Cases 150    

a. Not assuming the null hypothesis. 

b. Using the asymptotic standard error assuming the null hypothesis. 

c. Based on normal approximation. 
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 Appendix XX: Crosstab of change mobile phone*monthly income 

 
Last time changed mobile phone * monthly income Cross tabulation 

 

 
Chi-Square Tests 

 
Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 28,274
a
 15 ,020 

Likelihood Ratio 34,949 15 ,003 

Linear-by-Linear Association ,021 1 ,884 

N of Valid Cases 150   

a. 15 cells (62,5%) have expected count less than 5. The minimum expected count is ,37. 

 
Symmetric Measures 

 
Value 

Asymp. Std. 

Error
a
 Approx. T

b
 Approx. Sig. 

Nominal by Nominal Phi ,434   ,020 

Cramer's V ,251   ,020 

Interval by Interval Pearson's R -,012 ,082 -,146 ,884
c
 

Ordinal by Ordinal Spearman Correlation ,008 ,082 ,101 ,920
c
 

N of Valid Cases 150    

a. Not assuming the null hypothesis. 

b. Using the asymptotic standard error assuming the null hypothesis. 

c. Based on normal approximation. 

 

  

 

monthly income 

Total 

10000 SEK or 

below 

10001 – 20000 

SEK 

20001 – 30000 

SEK 

30001 SEK or 

above 

Last time changed mobile 

phone 

Price 7 0 2 0 9 

Technology 28 9 12 10 59 

Warranty 1 1 5 5 12 

Design 11 0 4 2 17 

Brand 4 0 0 0 4 

Other 28 4 4 13 49 

Total 79 14 27 30 150 
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Appendix XXI: Crosstab of Change mobile phone*Spending on electronic 

appliances 

 
 

Last time changed mobile phone * Spending on electronic appliances Cross tabulation 

 

During last two years, my spending on electronic 

appliances 

Total Cut spending 

Increase 

Spending 

Spend the same 

amount 

Last time changed mobile 

phone 

Price 9 0 0 9 

Technology 25 12 22 59 

Warranty 8 1 3 12 

Design 6 2 9 17 

Brand 4 0 0 4 

Other 24 9 16 49 

Total 76 24 50 150 

 
Chi-Square Tests 

 
Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 18,877
a
 10 ,042 

Likelihood Ratio 23,749 10 ,008 

Linear-by-Linear Association ,190 1 ,663 

N of Valid Cases 150   

a. 9 cells (50,0%) have expected count less than 5. The minimum expected count is ,64. 

 
Symmetric Measures 

 
Value 

Asymp. Std. 

Error
a
 Approx. T

b
 Approx. Sig. 

Nominal by Nominal Phi ,355   ,042 

Cramer's V ,251   ,042 

Interval by Interval Pearson's R ,036 ,080 ,435 ,664
c
 

Ordinal by Ordinal Spearman Correlation ,053 ,080 ,645 ,520
c
 

N of Valid Cases 150    

a. Not assuming the null hypothesis. 

b. Using the asymptotic standard error assuming the null hypothesis. 

c. Based on normal approximation. 
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Appendix XXII: Crosstab of upgrade the price of mobile phone*age 
 

 

Mobile phone manfacturers should upgrade price of mobile phone * Age Cross tabulation 

 
Age 

Total Under 20 20 to 30 31 to 40 Over 40 

Mobile phone manfacturers 

should upgrade price of 

mobile phone 

Every 2 months 7 16 9 4 36 

Every 4 months 8 12 4 7 31 

Every 6 months 3 23 18 6 50 

Every 8 months 2 2 0 4 8 

Every one year 0 19 2 4 25 

Total 20 72 33 25 150 

 
 

Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 33,517
a
 12 ,001 

Likelihood Ratio 36,084 12 ,000 

Linear-by-Linear Association ,970 1 ,325 

N of Valid Cases 150   

a. 8 cells (40,0%) have expected count less than 5. The minimum expected count is 1,07. 

 

 
Symmetric Measures 

 
Value 

Asymp. Std. 

Error
a
 Approx. T

b
 Approx. Sig. 

Nominal by Nominal Phi ,473   ,001 

Cramer's V ,273   ,001 

Interval by Interval Pearson's R ,081 ,077 ,985 ,326
c
 

Ordinal by Ordinal Spearman Correlation ,090 ,079 1,100 ,273
c
 

N of Valid Cases 150    

a. Not assuming the null hypothesis. 

b. Using the asymptotic standard error assuming the null hypothesis. 

c. Based on normal approximation. 
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Appendix XXIII: Crosstab of upgrade price of mobile phone * monthly income 

 
Mobile phone manfacturers should upgrade price of mobile phone * monthly income Cross 

tabulation 

 Monthly income 

Total 

10000 SEK or 

below 

10001 – 20000 

SEK 

20001 – 30000 

SEK 

30001 SEK 

or above 

upgrade price of 

mobile phone 

Every 2 months 18 2 11 5 36 

Every 4 months 19 2 4 6 31 

Every 6 months 19 10 8 13 50 

Every 8 months 4 0 0 4 8 

Every one year 19 0 4 2 25 

Total 79 14 27 30 150 

 

 

Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 27,311
a
 12 ,007 

Likelihood Ratio 29,299 12 ,004 

Linear-by-Linear Association ,848 1 ,357 

N of Valid Cases 150   

a. 9 cells (45,0%) have expected count less than 5. The minimum expected count is ,75. 

 
 

Symmetric Measures 

 
Value 

Asymp. Std. 

Error
a
 Approx. T

b
 Approx. Sig. 

Nominal by Nominal Phi ,427   ,007 

Cramer's V ,246   ,007 

Interval by Interval Pearson's R -,075 ,078 -,920 ,359
c
 

Ordinal by Ordinal Spearman Correlation -,049 ,081 -,591 ,555
c
 

N of Valid Cases 150    

a. Not assuming the null hypothesis. 

b. Using the asymptotic standard error assuming the null hypothesis. 

c. Based on normal approximation. 
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Appendix XXIV: Crosstab of upgrade the price*choosing the mobile phone 

 

 
Mobile phone manfacturers should upgrade price of mobile phone * Choose the mobile phone Cross 

tabulation 

 Choose the mobile phone 

Total Price Design Technology Warranty Size & weight Other 

upgrade 

price of 

mobile 

phone 

Every 2 months 19 2 12 0 1 2 36 

Every 4 months 14 4 11 0 2 0 31 

Every 6 months 11 4 16 4 2 13 50 

Every 8 months 2 4 0 0 2 0 8 

Every one year 6 6 9 0 4 0 25 

Total 52 20 48 4 11 15 150 

 

  
Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 59,154
a
 20 ,000 

Likelihood Ratio 60,352 20 ,000 

Linear-by-Linear Association 3,826 1 ,050 

N of Valid Cases 150   

a. 20 cells (66,7%) have expected count less than 5. The minimum expected count is ,21. 

 
Symmetric Measures 

 
Value 

Asymp. Std. 

Error
a
 Approx. T

b
 Approx. Sig. 

Nominal by Nominal Phi ,628   ,000 

Cramer's V ,314   ,000 

Contingency Coefficient ,532   ,000 

Interval by Interval Pearson's R ,160 ,070 1,975 ,050
c
 

Ordinal by Ordinal Spearman Correlation ,209 ,076 2,604 ,010
c
 

N of Valid Cases 150    

a. Not assuming the null hypothesis. 

b. Using the asymptotic standard error assuming the null hypothesis. 

c. Based on normal approximation. 
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Appendix XXV: Crosstab of upgrade the price* importance of technology in 

choosing mobile phone 

 
Mobile phone manfacturers should upgrade price of mobile phone * importance of technology while 

choosing the mobile phone Cross tabulation 

 

 
Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 55,386
a
 16 ,000 

Likelihood Ratio 67,843 16 ,000 

Linear-by-Linear Association 1,847 1 ,174 

N of Valid Cases 150   

a. 11 cells (44,0%) have expected count less than 5. The minimum expected count is ,59. 

 
Symmetric Measures 

 
Value 

Asymp. Std. 

Error
a
 Approx. T

b
 Approx. Sig. 

Nominal by Nominal Phi ,608   ,000 

Cramer's V ,304   ,000 

Contingency Coefficient ,519   ,000 

Interval by Interval Pearson's R ,111 ,074 1,363 ,175
c
 

Ordinal by Ordinal Spearman Correlation ,161 ,076 1,989 ,049
c
 

N of Valid Cases 150    

a. Not assuming the null hypothesis. 

b. Using the asymptotic standard error assuming the null hypothesis. 

c. Based on normal approximation. 

 

  

 

 
importance of technology while choosing the mobile phone 

Total most important important neutral less important least important 

upgrade price of 

mobile phone 

Every 2 months 10 14 6 5 1 36 

Every 4 months 8 6 1 8 8 31 

Every 6 months 5 14 4 4 23 50 

Every 8 months 0 0 0 4 4 8 

Every one year 6 11 0 8 0 25 

Total 29 45 11 29 36 150 



 

xxxi 
 

Appendix XXVI: Crosstab of trust on the mobile phone manufacturer*purpose of 

using the mobile 

 
 

Loyalty or trust on preferred mobile phone manufacturer if he decrease the price * Basic purpose of 

using mobile phone Cross tabulation 

 
Basic purpose of using mobile phone 

Total Business Leisure Emergency Other 

Loyalty or trust on preferred 

mobile phone manufacturer 

if he decrease the price  

No problem 13 57 4 13 87 

shake my confidence 20 30 5 0 55 

never trust 4 4 0 0 8 

Total 37 91 9 13 150 

 

 
 Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 20,349
a
 6 ,002 

Likelihood Ratio 25,174 6 ,000 

Linear-by-Linear Association 13,853 1 ,000 

N of Valid Cases 150   

a. 6 cells (50,0%) have expected count less than 5. The minimum expected count is ,48. 

 

 
 Symmetric Measures 

 
Value 

Asymp. Std. 

Error
a
 Approx. T

b
 Approx. Sig. 

Nominal by Nominal Phi ,368   ,002 

Cramer's V ,260   ,002 

Interval by Interval Pearson's R -,305 ,058 -3,895 ,000
c
 

Ordinal by Ordinal Spearman Correlation -,300 ,073 -3,824 ,000
c
 

N of Valid Cases 150    

a. Not assuming the null hypothesis. 

b. Using the asymptotic standard error assuming the null hypothesis. 

c. Based on normal approximation. 
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Appendix XXVII: Crosstab of trust on the mobile phone manufacturer*change 

mobile phone 

 
 

Trust on preferred mobile phone manufacturer * Last time changed mobile phone Cross tabulation 

 

 

 
Chi-Square Tests 

 
Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 50,658
a
 10 ,000 

Likelihood Ratio 52,361 10 ,000 

Linear-by-Linear Association ,089 1 ,765 

N of Valid Cases 150   

a. 10 cells (55,6%) have expected count less than 5. The minimum expected count is ,21. 

 
Symmetric Measures 

 
Value 

Asymp. Std. 

Error
a
 Approx. T

b
 Approx. Sig. 

Nominal by Nominal Phi ,581   ,000 

Cramer's V ,411   ,000 

Contingency Coefficient ,502   ,000 

Interval by Interval Pearson's R ,024 ,089 ,298 ,766
c
 

Ordinal by Ordinal Spearman Correlation ,061 ,086 ,747 ,456
c
 

N of Valid Cases 150    

a. Not assuming the null hypothesis. 

b. Using the asymptotic standard error assuming the null hypothesis. 

c. Based on normal approximation. 

 

 
Last time changed mobile phone 

Total Price Technology Warranty Design Brand Other 

Trust on 

company   

No problem 6 41 1 4 4 31 87 

shake my 

confidence 

0 18 10 13 0 14 55 

never trust 3 0 1 0 0 4 8 

Total 9 59 12 17 4 49 150 
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Appendix XXVIII: Crosstab of Importance of information during purchase 

decision*age  

 

 
Family & friends are important in providing information * Age Cross tabulation 

 
Age 

Total Under 20 20 to 30 31 to 40 Over 40 

 Family & friends are 

important in providing 

information  

Very important 3 1 11 4 19 

important 5 31 8 3 47 

Neutral 5 17 7 4 33 

less important 6 13 2 4 25 

Not at all important 1 10 5 10 26 

Total 20 72 33 25 150 

 
 

 

Chi-Square Tests 
 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 40,372
a
 12 ,000 

Likelihood Ratio 41,179 12 ,000 

Linear-by-Linear Association ,965 1 ,326 

N of Valid Cases 150   

a. 8 cells (40,0%) have expected count less than 5. The minimum expected count is 2,53. 

 
Symmetric Measures 

 
Value 

Asymp. Std. 

Error
a
 Approx. T

b
 Approx. Sig. 

Nominal by Nominal Phi ,519   ,000 

Cramer's V ,300   ,000 

Interval by Interval Pearson's R ,080 ,088 ,982 ,328
c
 

Ordinal by Ordinal Spearman Correlation ,035 ,090 ,420 ,675
c
 

N of Valid Cases 150    

a. Not assuming the null hypothesis. 

b. Using the asymptotic standard error assuming the null hypothesis. 

c. Based on normal approximation. 
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Appendix XXIX: Crosstab of Importance of information during purchase 

decision*user of mobile phone 

 

 
Family & friends are important in providing information * User of mobile phone Cross tabulation 

 
User of mobile phone 

Total Heavy Medium Light 

 Family & friends are 

important in providing 

information  

Very important 15 1 3 19 

important 20 22 5 47 

Neutral 11 16 6 33 

less important 7 14 4 25 

Not at all important 3 18 5 26 

Total 56 71 23 150 

 
Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 25,780
a
 8 ,001 

Likelihood Ratio 29,588 8 ,000 

Linear-by-Linear Association 12,072 1 ,001 

N of Valid Cases 150   

a. 3 cells (20,0%) have expected count less than 5. The minimum expected count is 2,91. 

 
Symmetric Measures 

 
Value 

Asymp. Std. 

Error
a
 Approx. T

b
 Approx. Sig. 

Nominal by Nominal Phi ,415   ,001 

Cramer's V ,293   ,001 

Interval by Interval Pearson's R ,285 ,077 3,612 ,000
c
 

Ordinal by Ordinal Spearman Correlation ,308 ,078 3,932 ,000
c
 

N of Valid Cases 150    

a. Not assuming the null hypothesis. 

b. Using the asymptotic standard error assuming the null hypothesis. 

c. Based on normal approximation. 
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Appendix XXX: Crosstab of Importance of information during purchase 

decision*choosing the mobile 
 
Family & friends are important in providing information * Choose the mobile phone Cross 

tabulation 

 
Choose the mobile phone 

Total Price Design Technology Warranty Size & weight Other 

 Family & friends 

are important  

Very important 4 0 8 0 3 4 19 

important 19 5 14 4 2 3 47 

Neutral 12 5 10 0 0 6 33 

less important 7 2 12 0 2 2 25 

Not at all important 10 8 4 0 4 0 26 

Total 52 20 48 4 11 15 150 

 

 

 

 
Chi-Square Tests 

 
Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 40,009
a
 20 ,005 

Likelihood Ratio 45,136 20 ,001 

Linear-by-Linear Association 2,769 1 ,096 

N of Valid Cases 150   

a. 19 cells (63,3%) have expected count less than 5. The minimum expected count is ,51. 

 

 
Symmetric Measures 

 
Value 

Asymp. Std. 

Error
a
 Approx. T

b
 Approx. Sig. 

Nominal by Nominal Phi ,516   ,005 

Cramer's V ,258   ,005 

Interval by Interval Pearson's R -,136 ,079 -1,674 ,096
c
 

Ordinal by Ordinal Spearman Correlation -,128 ,081 -1,575 ,117
c
 

N of Valid Cases 150    

a. Not assuming the null hypothesis. 

b. Using the asymptotic standard error assuming the null hypothesis. 

c. Based on normal approximation. 
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Appendix XXXI: Crosstab of satisfaction with technology*age  

 
Satisfied with the technology * Age Cross tabulation 

 
Age 

Total Under 20 20 to 30 31 to 40 Over 40 

Satisfied with the 

technology  

Very satisfied 7 33 18 8 66 

Somewhat satisfied 13 27 15 17 72 

Not satisfied 0 12 0 0 12 

Total 20 72 33 25 150 

 
Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 20,061
a
 6 ,003 

Likelihood Ratio 24,505 6 ,000 

Linear-by-Linear Association ,375 1 ,540 

N of Valid Cases 150   

a. 3 cells (25,0%) have expected count less than 5. The minimum expected count is 1,60. 

 
Symmetric Measures 

 
Value 

Asymp. Std. 

Error
a
 Approx. T

b
 Approx. Sig. 

Nominal by Nominal Phi ,366   ,003 

Cramer's V ,259   ,003 

Interval by Interval Pearson's R -,050 ,066 -,611 ,542
c
 

Ordinal by Ordinal Spearman Correlation -,047 ,073 -,570 ,569
c
 

N of Valid Cases 150    

a. Not assuming the null hypothesis. 

b. Using the asymptotic standard error assuming the null hypothesis. 

c. Based on normal approximation. 
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Appendix XXXII: Crosstab of satisfied with technology and price of mobile phone 

 
Satisfied with the technology * Price of the mobile phone when purchased Cross tabulation 

 

 Price of the mobile phone when purchased 

Total 

Less than 

1500 SEK 

1501 – 3000 

SEK 

3001 - 4500 

SEK 

More than 

4500 SEK 

Satisfied with 

the technology  

Very satisfied 10 27 12 17 66 

Somewhat satisfied 32 26 14 0 72 

Not satisfied 4 4 4 0 12 

Total 46 57 30 17 150 

 
Chi-Square Tests 

 
Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 32,772
a
 6 ,000 

Likelihood Ratio 39,521 6 ,000 

Linear-by-Linear Association 15,632 1 ,000 

N of Valid Cases 150   

a. 4 cells (33,3%) have expected count less than 5. The minimum expected count is 1,36. 

 
Symmetric Measures 

 
Value 

Asymp. Std. 

Error
a
 Approx. T

b
 Approx. Sig. 

Nominal by Nominal Phi ,467   ,000 

Cramer's V ,331   ,000 

Interval by Interval Pearson's R -,324 ,070 -4,165 ,000
c
 

Ordinal by Ordinal Spearman Correlation -,326 ,075 -4,202 ,000
c
 

N of Valid Cases 150    

a. Not assuming the null hypothesis. 

b. Using the asymptotic standard error assuming the null hypothesis. 

c. Based on normal approximation. 
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Appendix XXXIII: Crosstab of satisfied with technology *mobile phone old 

 

 
Satisfied with the technology * Mobile phone is old Cross tabulation 

 

Mobile phone is old 

Total 1- 6 months 7-12 months More than 1 year 

Satisfied with the technology  Very satisfied 32 16 18 66 

Somewhat satisfied 11 13 48 72 

Not satisfied 1 1 10 12 

Total 44 30 76 150 

 
Chi-Square Tests 

 
Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 29,747
a
 4 ,000 

Likelihood Ratio 31,039 4 ,000 

Linear-by-Linear Association 26,791 1 ,000 

N of Valid Cases 150   

a. 2 cells (22,2%) have expected count less than 5. The minimum expected count is 2,40. 

Symmetric Measures 

 Value Approx. Sig. 

Nominal by Nominal Phi ,445 ,000 

Cramer's V ,315 ,000 

Contingency Coefficient ,407 ,000 

N of Valid Cases 150  
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Appendix XXXIV: Crosstab of satisfaction with performance *age 

 
Satisfied with the performance * Age Cross tabulation 

 
Age 

Total Under 20 20 to 30 31 to 40 Over 40 

Satisfied with the 

performance  

Very satisfied 7 31 20 1 59 

Somewhat satisfied 13 33 13 20 79 

Not satisfied 0 8 0 4 12 

Total 20 72 33 25 150 

 
Chi-Square Tests 

 
Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 25,058
a
 6 ,000 

Likelihood Ratio 32,965 6 ,000 

Linear-by-Linear Association 3,396 1 ,065 

N of Valid Cases 150   

a. 3 cells (25,0%) have expected count less than 5. The minimum expected count is 1,60. 

 
Symmetric Measures 

 
Value 

Asymp. Std. 

Error
a
 Approx. T

b
 Approx. Sig. 

Nominal by Nominal Phi ,409   ,000 

Cramer's V ,289   ,000 

Interval by Interval Pearson's R ,151 ,072 1,858 ,065
c
 

Ordinal by Ordinal Spearman Correlation ,111 ,076 1,359 ,176
c
 

N of Valid Cases 150    

a. Not assuming the null hypothesis. 

b. Using the asymptotic standard error assuming the null hypothesis. 

c. Based on normal approximation. 
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Appendix XXXV: Crosstab of satisfaction with performance and choose mobile 

phone 

Satisfied with the performance * Choose the mobile phone Cross tabulation 

 

 
Chi-Square Tests 

 
Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 29,841
a
 10 ,001 

Likelihood Ratio 36,676 10 ,000 

Linear-by-Linear Association 1,398 1 ,237 

N of Valid Cases 150   

a. 9 cells (50,0%) have expected count less than 5. The minimum expected count is ,32. 

 
Symmetric Measures 

 
Value 

Asymp. Std. 

Error
a
 Approx. T

b
 Approx. Sig. 

Nominal by Nominal Phi ,446   ,001 

Cramer's V ,315   ,001 

Contingency Coefficient ,407   ,001 

Interval by Interval Pearson's R ,097 ,069 1,184 ,238
c
 

Ordinal by Ordinal Spearman Correlation ,085 ,078 1,040 ,300
c
 

N of Valid Cases 150    

a. Not assuming the null hypothesis. 

b. Using the asymptotic standard error assuming the null hypothesis. 

c. Based on normal approximation. 

 

 

 

 
 

 
Choose the mobile phone 

Total Price Design Technology Warranty Size & weight Other 

Satisfied with 

the 

performance  

Very satisfied 20 12 25 0 0 2 59 

Somewhat satisfied 25 7 19 4 11 13 79 

Not satisfied 7 1 4 0 0 0 12 

Total 52 20 48 4 11 15 150 


