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“Search has been a human activity since creation” 

(Agyepong et al. 2011, p. 108) 
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Abstract 

The remarkable spread of the Internet has generated new opportunities for companies to 

promote themselves and communicate with their customers. The most used Internet service 

of finding information today is search engines (e.g. Google, Bing, Yahoo) were almost three 

million searches are preformed every minute worldwide. This trend has led to an importance 

for companies having their websites visible on these search engines. In addition, people tend 

to be more and more on the go and are searching with their smartphones instead of traditional 

personal computer (PC). Meaning that companies’ websites can be available for customers 24 

hour a day, 7 days a week, independent on customers location. Consequently, companies 

have the possibilities to reach the attention of customers when they actually search for a 

product/service and are therefore most likely to purchase.  

 

In this thesis a marketing strategy has been developed for managers regarding how to master 

this new communication tool, in order to reach success and competitive advantage. This 

strategy was developed by investigate in what characteristics and functions users desire when 

searching with their smartphone. Together with three hypotheses tested if the perceived user-

friendliness, relative advantage and compatibility within mobile search have a positive affect 

on the intention of use this new technology.  

 

In this bachelor thesis a survey was conducted among people in generation C living in 

Sweden, which resulted in 397 completed responses. The hypotheses were tested with use of 

a regression analysis and the findings were that the relative advantage and compatibility in 

mobile search has a positive affect on the intention of use. Therefore, this thesis suggests 

companies to develop their mobile search engine marketing strategy with the aim of 

delivering value and satisfying the customer. Moreover, this thesis recommend managers to 

keep their mobile website quick, relevant and making sure having valuable and informative 

information about their business in the description text visible to users in the search engine 

hit list.  

 

Finally, the majority of the population does already act on this new market and it is therefore 

of great importance for companies satisfying these users in order to stay competitive. 

 

Keywords Marketing strategy, Mobile marketing, Mobile search, Search Engine Marketing 

(SEM), Search Engine Optimizing (SEO), Innovation diffusion theory (IDT) 
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1    Introduction 

 

This chapter present an introduction concerning the subject of interest in the study, followed 

by a discussion of the problems that should be investigated. Further, a purpose of the study is 

presented together with research questions. Finally the delimitations, objectives and outline 

of the thesis are presented. 

 

1.1 Marketing development 

Today the number of companies who enters the market are increasing and the market are 

becoming more crowded than ever before. A consequence of this is that the competition on 

the market becomes more intensive. Therefore, it becomes even more important for 

companies to promote themselves and being visible, in order to reach customers attention. 

Marketing strategies have to be adapted to the new market and the new marketing approach 

has developed from having a mass marketing approach into understand the importance with 

getting a relationship with the customers (Grönroos, 2009). Further, it is also essential for 

companies adapting their marketing strategies for the new technological society (Porter, 

1985). Small handheld devices such as mobile and smart phones are a technology that is 

growing fast and likewise the ability to get web access from these devices (Jones et al. 2003). 

Trough this increasingly growing industry the mobile marketing has developed into an 

important area for companies to consider (Leppäniemi and Karjaluoto, 2008). 

Simultaneously, customers have developed their purchase behavior and the importance to 

satisfy customers and build a relationship has become even more important. The mobile 

technologies facilitating for companies working with creating and maintain relationship with 

customers, and it provide an opportunity for customers to easily come in contact with 

company’s. Contrary, companies gets the ability to reach the customer were they are attend 

and act (Grönroos, 2009). 

 

A marketing approach that has been growing and reached great success the last decades is 

search engine marketing (Feng et al. 2011). In this area, companies have the ability to be 

visible when users are searching for a specific product or service for instance. Search engine 

is therefore a marketing tool for companies to communicate with the potential customers 

(Dincer, 2011). In 2009 the number of web search reached 131 billions, that number 
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increased with 46% over 2010 and that testifies that 4 billions of search takes place every 

day, which means almost 3 million search is preformed every minute worldwide.  

 

1.2 Increasing popularity of mobile search 

The marketplace of search engine has in the recent years developed to become a mobile 

phenomenon called mobile search, which has increased in consistence with the propagation 

with the mobile devices. Trough this development, this phenomenon has captured the users 

and become a part of many people’s lives (Feng et al. 2011). In addition, mobile search has 

become one of the primary information sources for many users and an irreplaceable tool to 

find information worldwide (Kumar and Lang, 2007). This new mobile search market has by 

that become a competitive marketplace were actors competing to be visible in the most 

attractive places, by optimizing their websites (Sen, 2005). It has also become a tool to reach 

the customer anytime, independent on location (Choi, 2007; Iwata et al. 2011). Mobile search 

is a service, which encourages the user to impulse purchase and in the view, it is a way to 

reach the customers when they are most likely to purchase. Moreover, mobile search has got 

much positive attention from the giants in the area of search providers and from the general 

public. (Agyepong et al. 2011). As the mobile Internet is spread consistent with smartphones, 

it is expected that mobile devices will become the primary choice for users to get web access, 

within the next few years (Feng, 2011). Although, different improvements in mobile search 

have been made, there is a still improvement that needs to be done, and in particular the 

service has to be adapted to the user (Church and Smyth, 2008). It can be challenging for a 

company when trying to satisfy a user’s requirements and expectations nonetheless they have 

to work with more limited capacity in smartphones. However, mobile search continue to 

grow continuous which opens opportunities for companies to promote and communicate 

within this field. Therefore, this study will focus on how companies should improve their 

websites for handle this new technology. 

1.3 Problem discussion 

The remarkable increase of users in the mobile search engine market has resulting in an 

important part of the mobile marketing. Even if this market is recognized as very important, 

both now and in the future, it is still companies that have not sufficiently understand the 

importance of this channel (Leppäniemi and Karjaluoto, 2008). The mobile search was born 

out of the ordinary web search that also has increased to being an enormous market. 

Moreover, after web search became mobile, the mobile search has developed into an 
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important tool in many users everyday life. Mobile search has evolved into one of the main 

drivers for mobile Internet usage.  

 

This search tool can be used as a personal tool and the search system can be optimized and 

customize to the specific user (Feng et al. 2011). Church and Oliver (2011) mean that to 

succeed in creating an advantageous mobile experience it is critical to get an understanding 

of mobile users needs and desires. Although, it is essential to collect knowledge about what 

users of mobile search need and desire in order to satisfy the users, this is also important 

when wanting to succeed providing a personalized and effective mobile search service. 

Additionally, there are different types of issues that have to be managed in order to provide 

this effective mobile search. One issue to handle is the small screen size and limited capacity 

of smartphones (Church and Smyth, 2008). Additionally, the users for these types of service 

are becoming increasingly connected and are more one the go (Westlund et al. 2011). 

Following that, Chae and Kim (2004) further claim that users of mobile search often are 

under time pressure and they want their desire information immediately. These users are also 

less permissive for errors and problems with the function. This requires that the user will find 

the information fast and easy when the do the mobile search (Liu et al. 2010).  

 

Further, Church and Smyth (2009) states since the users of mobile search usually search 

when they are on the move. It is important for companies adopt their marketing for the 

transformed user and additionally customize their offerings in mobile search. Westlund et al. 

(2011) further state that it is important that the mobile search service is useful for the one 

who use it but also that it is easy to use without putting much effort into it. This increase the 

importance to get knowledge of which characteristics that is important for users of mobile 

search and which functions that is important or more or less vital. A fundamental part of a 

user’s perception of a mobile search is that they often compare and assessment the mobile 

searches with ordinary web search on a computer. A mobile has in comparison with a 

computer a more limited capacity with for instance a smaller screen and keyboard (Westlund 

et al. 2011). Therefore, the objectives in this study is to investigate and get an understanding 

of what characteristics and functions that users of mobile search think is most important. In 

particular, given that the population become increasingly connected and one the go.  

 

 



	
  
11	
  

1.4 Purpose 

The purpose of this study is to estimate why and how companies should adapt their marketing 

strategy to the mobile search engine market.  

 

1.5 Research question 

 What characteristics are important for users in mobile search? 

 What functions are important for users in mobile search? 

 

1.6 Delimitations 

Due to the fact that the population using mobile search is huge and are growing, it was not 

possible to investigate in and reach everyone in one single study. Therefore, the delimitation 

that has been done in this study is that the questionnaire was only sent out to people currently 

living in Sweden. This geographical delimitation of the study came up in order to provide 

higher response rate, since the authors are located in Sweden and are familiar with the 

channels to reach the respondent effective. 

 

1.7 Objectives and expected contribution 

Through out this thesis the authors’ intention was to contribute to existing knowledge and 

among other things specify what factors that affect the intention of use mobile search. The 

authors was also intended to create guidelines for managers concerning the importance of 

adapt their marketing strategy to the mobile search market, to provide an outstanding position 

towards the competitors on the technology market. These objectives was aim to be achieved 

through investigate in relevant literature, develop a research model and by performing a 

survey. We focused on identifying lacks in the existing literature and investigated these lacks 

through an empirical investigation. The identified lacks concerned what characteristics and 

functions that users desire when search with their smartphones. The aim was to gain 

knowledge from the users in order to trying to fill these gaps. This study provided plentiful 

knowledge in the field of interest, both from a theoretical and a practical aspect.  

 

1.8 Summary of introduction and thesis outline 

The first chapter introduced the main concepts that are presented in this study and out of this, 

the research gaps were addressed and moreover led to the research questions and purpose of 

the study. Thereafter the delimitations, the objectives and expected contribution were 

presented.  
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In order to achieve the objectives, the thesis was divided into sex chapters. These chapters 

present the different steps in the research process.  

 

Chapter 1: Provides a background of the subject of interest and a discussion around the 

problems in this field. This chapter does also present the purpose and research questions of 

the study, followed up with the objectives.  

Chapter 2: Presents a review of previous research, relevant to this research.   

Chapter 3: Provides the research model and hypotheses to be tested in this study. 

Chapter 4: Describes the research choices and the methodology used to test the hypotheses.  

Chapter 5: Provides an analysis of the data collected and presenting the results of the study, 

by presenting the descriptive findings and testing the hypotheses.  

Chapter 6: The results are discussed in this chapter. Conclusions are also drawn and 

implications of theory and for managers are presented. The limitations of the study are also 

discussed and the chapter ends up with concluding remarks. The order of the process is 

graphically displayed in figure 1.1. 

 

 

 
Figure 1.1: Thesis outline 

 

Chapter 1 
• Introduction: Discussion around the problem, purpose and 

research questions 

Chapter 2 
• Theoretical framework: Realted theories 

Chapter 3 
• Research model and hypotheses: Innovation diffusion 

theory, hypothesis testing 

Chapter 4 
• Methodology framework: Choices through the research 

process and quality issues 

Chapter 5 
• Analysis and results: Analysis of the empirical investigation 

and results 

Chapter 6 

• Conclusions and implications: Discussion around the 
findings of the study, practical and academical implications, 
limitations of the study and further research 
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2    Theoretical framework 

 

This chapter present relevant information of the chosen subject to discuss what has earlier 

been investigated in this field, appropriate for the research questions and purpose. It is also a 

base for the conceptual framework and the literature review begins with a wide perspective 

regarding strategies and marketing in general, in order to have a foundation to come up with 

a marketing strategy for mobile search. 

 

2.1 Three generic strategies 

The more intensified competition resulting in that it is harder for companies to stand out from 

their rivals and it is not enough to just meet a customer’s needs anymore. In today’s market a 

company needs to deliver greater value to its customers than their competitors (Armstrong et 

al. 2009). Many researchers have investigated different strategies in how to master the 

increasing competition. According to Porter (1996) strategy is one of the most important 

factors for a company to achieve a good operation. A well-performed strategy is a way to 

master competition and by that achieving competitive advantage’s. One aim with developing 

a strategic plan is to gain an understanding of the company, its competition and customers. 

Furthermore, every company needs to be competitive to reach successfulness (Porter, 2008; 

Renko, 2011). Kotler and Keller (2006) claim that in order to reach business goals and 

through that to be successful every company needs a strategy. The strategy can be explained 

as a blueprint for the company to be able to reach their overall objectives. Porter (1998) 

presents three types of generic strategies as a start for the strategic thinking; overall cost 

leadership, differentiation and focus. The strategic overall cost leadership means that the 

company works hard to get market shares by reducing their production and distribution costs 

in order to provide a lower price than its competitors. The differentiation strategy working 

hard to provide customers with benefits and value, if a company has this approach it is 

important to ensure the quality of the product/service for instance. The third strategy is the 

focus strategy, in two different ways, which means that the company has chosen a specific, 

narrow market segment. The overall goal in that strategy is to either become cost leader or to 

pursue differentiation in the selected segment. The three generic strategies are illustrated in 

figure 2.1 on next page. 
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Figure 2.1: Three generic strategies (Porter, 1998, p. 12) 

2.2 The value chain 

If an organization’s objective is to create competitive advantages, by delivering value to 

customers, it is crucial to identify which of these activities that are important in the value 

delivering and which ones are not (Johnson et al. 2008). Porter (1998) describe that a 

systematic way of identify and evaluate all activities included in a company’s operation and 

how they the correlate. This is crucial for a company in order to determining which 

competitive advantage that the company has. Porter calls this identification tool the value 

chain. This chain describes all different activities both within and around an organization and 

this value chain is also a good tool for a company to understand how the different activities 

influence the production process (Porter, 2001). The value chain is divided into two main 

activity categories, primary and supportive, which are involved in the creation of the 

product/service and the value creation. These activities are more or less strategically relevant 

to understand the strategies possibilities, either cost or differentiation. By that understanding, 

it becomes easier for a company to know the capacities and how to act in order to reach 

competitive advantages. The main category in this value chain is primary activities, which 

involve five generic categories those are directly connected to the organization’s main 

occupation and the production of the product/service. The first one is inbound logistics which 

concerning the receiving, storing and distribution inputs of the product/service, with for 

example material handling. Operations are the second category and aim to transform these 

inputs to the final product/service. Next category is outbound logistics which including the 

physically distributions the product/service for the customer. The next category is about 

marketing and sales concerning how and where the customer or user has been aware of the 

product/service and where they can buy it. The finally category of the primary activities is 

about service and include the activities around, which improve the main product/service. 

Each of these activities is more or less important for a company in order to identify 
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competitive advantages. Although it is about which type of industry that the company 

belongs to, for a distributor inbound and outbound logistics is judges as the most important 

activities. In contrast, a service provider should focus on the activity concerning marketing 

and sales (Porter, 1998). The other category is the different support activities divided in four 

categories, which are included within the organization, those activities aim is to improve 

efficiency in the primary activities and by that improve the whole organization’s 

effectiveness (Johnson et al. 2008). The first support activity is called procurement and refers 

to the processes that occur in order to obtain the resources included in the primary activities. 

The second category is called technology development, technology are in some way 

embedded into every organizations and should be considered. The next category is human 

resources management and includes every primary activities, this category include managing 

and recruiting for example. The last category for a company to consider is infrastructure, 

meaning the system planning around the structures and routines that is a part of the 

organizations, for example finance and quality controls.  Below, the value chain is illustrated 

in figure 2.2.  

 

  
Figure 2.2: Value chain (Oghazi, 2009, p. 36) 
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2.3 Marketing as a strategy 

One powerful tool for companies to differentiate themselves against their rivals is to use 

marketing (Levitt, 1980; Kermally, 2003). Kotler and Keller (2006) describe marketing, as a 

tool to identify and meet customers needs, but they further define marketing as: 

 
Grönroos (2009) emphasis that in the current situations it is even more important to retaining 

customers since markets have become saturated and there is in many cases a greater supply 

than there is demand. The consequence of this is that it is harder to maintain customers, 

therefore relationship marketing has become more important than previous. The traditional 

marketing aim is to create sales and customer acquisition but in the recent years this view has 

changed. The new marketing approach is both to create sales and highlight the importance of 

retaining customers. It is known that satisfying customer needs is the key aspect in marketing 

but the trick is to succeed in this area. Kotler and Keller (2006) means that in order to 

succeed a offering have to deliver value and satisfaction to the customers. Value is the 

perceived benefits of a product or service versus what is actually cost. Simply, value can be 

seen as a combination of three main factors: quality, service and price. If some of those 

factors are becoming more satisfying for the buyer the customer value will increase. If a 

customer will reach satisfaction or not are depended on the experience during the 

consumption. The customer will do a comparative judgment, with earlier experience in mind, 

about the perceived performance of the product/service in comparison with earlier 

expectations. If the product/service is equal or exceeding the expectations of the customer, 

the customer will be satisfied with the product/service received (Kotler and Keller, 2006; 

Grönroos, 2009).  

 

Companies have a significant opportunity to influence how the customer perceives the 

purchase situation and emphasize that there are two main categories that affects how the 

customer experiences the total service quality. Those categories are how the service situation 

was perceived together with what the customers get as a result of the service. If a customer is 

satisfied with how and what, it will affect the total experienced quality. Satisfied customers 

will more likely to buy again and they may also spread good words about the experience. It is 

also those customers that turn in to loyal customers, which are usually the most profitable 

…an organizational function and a set of processes for creating, communicating, and 

delivering value to customers and for managing customer relationships…” 
(Kotler and Keller, 2006, p. 6)  
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ones. Furthermore, companies in general have started to realize that loosing a customer 

means more than just losing one particular sale, it also means that the company might loose 

the entire purchase that customer would have done over its lifetime (Armstrong et al. 2009). 

It is also a risk that a dissatisfied customer will spread negative information about the 

company to the people who could be potential customers (Grönroos, 2009). Another 

dimension of a dissatisfied customer is that he/she could use social media to express their 

dissatisfaction about the company and this will have a real potential to damage the reputation 

of the firm, but on the other hand, then companies have the possibility to answer the 

dissatisfied customer (Li and Bernoff, 2011). Simply, the fact is that a satisfied customer is 

more profitable than a dissatisfied customer (Armstrong et al. 2009).  

 

2.4 Technology-based marketing strategies 

An important factor for general competition on the market is the technological change, which 

makes it more and more important for companies to be technologically updated. Changes in 

technology is a crucial part of the competition, it may also put companies into trouble. 

Companies have to be flexible for changes and be able to respond immediately for changes to 

stay competitive (Porter, 1985; 1996). Carter (2009) further emphasis that the market is going 

to be more digitalized and the demand of new marketing management competencies is 

increasing. The digital market has led to a shift from traditional marketing management to 

digital marketing management competency techniques. Those techniques concerns the digital 

world at large, and just like that it is important to meet customers expectations when it comes 

to sell a product, it is also important in the digital world to match or exceed users 

expectations. One communication tool within the digital world is websites, which are the 

least costly and the most effective marketing tool to reach many people (Van Doren et al. 

2000). Furthermore, Internet is the most important source of knowledge and is one of the 

primary sources for information search for users (Kumar and Lang, 2007; Viejo and 

Casteallá-Roca, 2010). Nowadays, it is not enough only to create a website, the key is to 

create a website that meet customers value and expectations.  If a site does not meet a users 

expectations two-thirds will not return to the page anymore (Armstrong et al. 2009). The 

analyst Goldsborough stated in Armstrong et al. (2009, p. 489) following about websites 

visitors: 

 

“They want to get what they want quickly. Surfers should know almost immediately 

upon accessing your site why they should stick around, what’s in it for them”. 
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To meet users expectations it is crucial for companies to keep their websites updated, useful, 

easy and what is an essentially factor is that the site is quick. A website should also create 

some excitement which makes the users want to visit it, remain and want to come back. 

Moreover, site should also looks fresh and use an attractive design. Research has shown that 

several users gives a website two seconds to get the information they desire, if it take more 

time, the user will leave and try somewhere else. For that reason, it is essential for companies 

to design an effective website (Armstrong et al. 2009).  

 

2.5 Search engines strategies 

A common way to find websites on the Internet is to use search engines. Search engines can 

be defined as a kind of software collecting data about websites and studies have shown that 

80 percentages of Internet users goes through search engines to find information about 

products and services (Yalcin and Köse, 2010). 

 
The most frequently used search engine is Google, other in the area are Yahoo and Bing 

(Viejo and Castella-Roca, 2010). The main task for the search engines is to list the most 

relevant websites for the user, by locate web sites on the Internet in accordance with the users 

typed keywords. This works in the way that users search on a subject of interest on a search 

engine with help of keywords (Zerfiridis and Karatza, 2004). Thereafter a hit list is presented 

containing websites registered on the specific subject together with a short description text 

about the different websites operations. The purpose of the description text in the hit list is 

making it easier and faster for users to find the desired information (Yalcin and Köse, 2010; 

Van Doren et al. 2000).  

 

2.5.1. Search engine marketing (SEM) strategies 

From a business perspective search engines have generated opportunities for companies to 

promote themselves (Van Doren et al. 2000). Investments within search engine marketing are 

increasing remarkably, since the volume of online searches is growing. Moreover, search 

engine marketing increases companies’ visibility on Internet, which in turn results in more 

visits and potential customers to the websites and in the end more customers and more 

revenues. Therefore, this kind of marketing tends to replace the TV commercials, banner ads, 

pup-ups, an e-mail marketing promotions (Sen, 2005).  

“Search engines are the most used web service and are an important factor of users support” 
(Jones et al. 2003, p. 479) 
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Depending on the increasing use of search engines it is important for companies to develop 

marketing strategies that improve their visibility on the hit lists provided to potential buyers. 

It is not enough for companies being listed in the search engine lists, since studies have 

shown that 90 percentages of users do never visit more than maximum the first three pages in 

the hit lists (Sen, 2005). Additionally, in accordance with Yalcin and Köse (2010) visitors 

tend only to visit the first page on the search engines. In order to maximize the traffic to the 

website and make sure being placed in the top of the search engine lists, companies have two 

main options. Companies can for instance purchase placements in the sponsored section in 

the search engine list, called paid placements (PP). The second option is to modify the code 

of their website to make the site more compatible for the search engines, called search engine 

optimization (SEO). As a result of this, companies will be listed above its rivals in the search 

engine hit lists. The total cost of implementing search engine optimization or paid placement 

is the same, and paid placements are the most common search engine marketing strategy of 

online sellers. However, studies have shown that buyers tend to ignore these paid, and buyers 

tend to trust and follow the original section, called editorial section. Therefore, the most 

effective way to be recognized by a large number of Internet users is related with search 

engine optimization (Sen, 2005). 

 

Search engine optimization is the most important and effective marketing communication 

tool. The basics of search engine optimization are to use appropriate keywords on the 

website, which potentially will be used by people when searching on search engines (Yalcin 

and Köse, 2010). Additionally, modifications of the website code has to be done in order to 

reach better placements in the search engine lists. For instance the title tag, meta-tags, 

heading tags, links, and other areas of the page may be modified (Sen, 2005). For companies 

to remember is that all optimizing have to be performed in relation to device and user 

capabilities in order to quickly reach the attention of the potential customers (Jones et al. 

2003). According to Westlund et al. (2011) it is more and more important with search engine 

optimization in the world of smartphones. One reason for this may be the fact that mobile 

phones tend to be the primary source of information access in the future, replacing traditional 

computers (Church et al. 2007). As a result of this, the techniques in search engine 

optimization has to take new issues into account when optimizing websites to fit the display 

of a smartphone (Jones et al. 2004). 
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2.6 Mobile search engines 

Mobile search is a phenomenon that has become an increasingly important aspect in 

marketing (Westlund et al. 2011). This mobile service has been increased in relation with the 

spread of smartphones (Feng et al. 2011). Those search works similar as search on a 

computer, but on a smartphone. The limited display on a smartphone affects the users search 

behavior and may reduce their ability to complete some kind of search tasks. The small 

screen on a smartphone will only show half of the results on the first page of hit list without 

scrolling, which means that half of the websites on the first page might not be visible to the 

user. It therefore even more important that the information shown to the users in the hit list is 

appropriate and appealing so that the users will visit the specific website or come in contact 

with the company (Jones et al. 2004). With search engine optimization the information in the 

hit list can be modified, for example by adapting the information structure and presentation to 

be viewed on small screens (Sen, 2005).  

 

2.6.1 Usefulness of mobile search 

Usefulness means that a system can facilitate users daily activities and is defines as: 

Previous research revealed that nearly one-fifth of the searches on web are related to a 

specific place or region (Liu et al. 2010). The system called the global positioning system 

(GPS) is integrated in the majority of smartphones and enables search to be relevant for the 

user locations. The GPS function will generate location tags (geographical data) and the user 

will get better results near by the location of the search position and thereby become more 

personalized. Location-based search makes it possible for companies to reach their target 

customers when they are most likely to purchase (Dincer, 2011). Smartphones makes it also 

possible for users to purchase products/services directly in the smartphone independent on 

location and they do not have to use a personal computer. This phenomenon encourages 

impulse buyers to purchase and makes it also advantageous for companies to put their 

advertising money into this market (Agyepong et al. 2011). Two important factors when 

designing a website is to have an attractive design and layout. That encourage new customers 

to visit the website again, it is also important have relevant text and pictures on the website 

(Armstrong et al. 2009).  

“…the degree to which a person believes that using a particular system will enhance his 

or her performance” 
(Teo et al. 2003, p. 484) 
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2.6.2 User-friendliness within mobile search 

User-friendliness can be defined as the perceived ease of use and is closely related to the size 

of the screen and keypad of the mobile phones (Westlund et al. 2011). User-friendliness is the 

level that an individual perceives a particular system effortless and easy to use (Hsu et al. 

2006; Tung et al. 2008).  

 

Jones et al. (2004) further discuss how users feel when searching on their smart phones. The 

findings were for instance that users want to find useful information fast, without scrolling 

and download huge volumes of data. Further, the main cause of searching as a shopper is to 

find information about different products and products prices. These types of searches are 

usually made before the actual purchase (Sen, 2005; Kumar and Lang, 2007). The new trend 

is to connect the location of the mobile search and by that list a map, directions and 

information around the company in the search engine list (Feng et al. 2011). This information 

could be found as sub-headings under the company’s link in the search engine list. Some 

other information that could be seen as sub-headings is the phenomenon called click-to-call, 

where you can click directly on the company’s phone number and call. Other sub-heading in 

the search engine list could be reviews regarding the searched company, and opening hours 

(Google.se, 2012).  

 

Liu et al. (2010) discuss that a mobile search user in general is exposed for time pressure, 

greater environmental disturbance and the capacity of the device is more limited, which result 

in a more restricted search compared to a computer search. Since, users searching on mobile 

phones often are under more time pressure than when searching on a stationary computer 

they usually need to get the desired information immediately. For that reason they are 

therefore more intolerant to errors when trying to accomplish a task (Chae and Kim, 2004). 

Liu et al. (2010) further discuss that customers behave in different ways depending on what 

they are searching for, degree of time pressure etc.  

 

When designing websites for small screen searches the objective is to provide users with 

good search results that make it possible for users to make fast and accurate decisions. It is 

important to take the user-friendliness into account and adopt this to the users demand to 

ensure that the user should not be frustrated and disappointed (Jones et al. 2004). One way of 

making this kind of search user-friendlier is to develop an efficient and easy menu structure 

of websites. The information presented to the user should have a strict hierarchy manner, in 
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comparison with the multiple paths on computer websites. Hence, a mobile website should 

only have a few soft keys, such as OK, Clear, Previous, Next etc. (Chae and Kim, 2004). 

Suitable keyword in the search engine list is more effective than banners and advertising 

when it comes to brand recall (Sen, 2005). If the keyword is related to only a few websites, 

the opportunity that the customer visits the showing websites on the search engine becomes 

large (Sen, 2005).  Moreover, Liu et al. (2010) argues that it is the two first search results on 

the search engine list that is most important of the users satisfaction of the mobile search.  

 

2.6.3 Relative advantages with mobile search 

When people start using a new technology, they tend to search for greater benefits in 

comparison with earlier substitute, which is connected to relative advantages  (Tung et al. 

2007). Hsu et al. (2006) connects the relative advantages with how the users perceive the 

usefulness and functionality in an innovation and for that reason it is important to emphasize 

the benefits within a product/service. Westlund et al. (2011) claim that users of mobile search 

tend to compare their experience with mobile search with their experience with computer 

search, and when evaluate the experience from that comparison. Mobile search can be seen as 

a substitute to computer search since it almost can perform the same things. In comparison 

with the traditional searches on computers mobile search enables an anywhere and anytime 

access (Church et al. 2007).  

 

Kamvar and Baluja (2007) have compared search performed with personal computer with 

mobile search. The findings is that mobile search users are more likely to use shorter entries 

because of the limitations in input, they are less likely to scroll down past the first results, less 

willing to click on search results and less likely to carry out multiple queries per session. 

Moreover, they are willing to spend more amount of time going through the search results 

before choosing a link. 

 

2.6.4 Compatibility in mobile search 

If a product or service is more or less compatible with a person’s lifestyle and values it affect 

how the customer perceive the offering. If a company succeed to find compatibility between 

a customer and its product/service it is easier to sell it and get the customer satisfied. Further, 

a person’s lifestyle is crucial if a person will adopt a certain technology. A person, who has 

Internet as a natural part of its everyday life, will most likely embrace a new Internet 

technology faster than a person that is less familiar with the Internet. Additionally, a person 



	
  
23	
  

with a busy lifestyle will also have easier to embrace new technology that suits that type of 

lifestyle (Teo and Pok, 2003). The population is also becoming increasingly on the go, 

global, mobile, connected and individualized (Westlund et al. 2011). The demand of the 

customers has as a result of this becoming more time and space flexible, especially if the 

product or services are time critical (Dincer, 2011). Due to these features of the customers’ 

current lifestyle, mobile devices have becoming the most important channel for companies to 

reach customers (Stanford and Faber in Dincer, 2011).  

 

 
 

2.7 Summary of theoretical framework 

This chapter presented the theoretical framework in a literature review from appropriate 

literature that is related to the purpose of this thesis. The chapter includes relevant facts 

around the subject, started up with three generic strategies, the value chain and marketing 

strategies. Second, the technology-based marketing strategies were further narrowed down 

into search engine marketing and mobile search. In the end, usefulness, user-friendliness, 

relative advantages, and compatibility in mobile search was presented. Now, the following 

chapter will express a research model to explain how the upcoming variables are linked and 

further discussed the hypotheses in this investigation. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

“Mobile search should be understood and promoted based on its compatibility with 

the lifestyle on the go, rather on its technological capability” 
(Westlund et al. 2011, p. 701)  
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3    Research model and hypotheses 

	
  

The theoretical framework generated in knowledge and understanding of factors determining 

why companies should adapt their marketing strategy to the mobile search engine market and 

touched upon how it may be done. However, there was still missing a clear determination of 

why and how it should be performed. This since there is a limited research done regarding 

what users actually thinks is important in mobile search, what they perceive as compatible 

and user-friendly for instance.	
  

 

3.1 Research model: Innovation diffusion theory 

Factors perceived as important by users in mobile search were determinate by investigate in 

population opinion. To establish why and how companies should adapt their marketing 

strategy for mobile search engines, a model called innovation diffusion theory (IDT) has been 

used. Innovation is defined as followed: 

 
Since mobile search is a relative new phenomenon is it considered to be applicable within the 

definition for innovation. Teo and Pok (2003) mean that the innovation diffusion model is a 

model describes how the different experience of an innovation will shape, a positive or 

negative perception to use the innovation. Further, the different characteristics that the 

innovation has are an important element for the users perception around the innovation. Hsu 

et al. (2006) emphasize that the innovation diffusion model is a common tool that has and is 

used in information technology (IT) research, when it comes to adoption or intention of use a 

new technology. This model was a tool for the researchers to identify how the different 

attributes might increase the user’s intention of adopt mobile search. Hsu et al. (2006) claim 

that users adaption means that the user accept and intend to use and keep using a new idea or 

innovation.  

 

The different attributes used in this investigation were derived from the literature review and 

inspired from previous research. Teo and Pok (2003) claim that factors concerning the 

complexity, relative advantages and compatibility, are related to the intention to adopt a 

“an idea, practice, or object that is perceived as new by an individual or 

another unit of adaption” 
(Roger, 1995, p. 17) 
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certain technology. These factors also occur in research from Rogers (1995) that also use 

those factors to determinate the intention to use innovation technology. Inspired from these 

researches and from the theoretical framework in this study the innovation diffusion model in 

this study will include; user-friendliness, compatibility and relative advantages. The purpose 

of this model is to see how the variables are related to each other, in particular how the 

intention of use are affected of how the users perceives user-friendliness, compatibility and 

relative advantages, see figure 3.1.  

 
    Figure 3.1: Innovation diffusion theory 

 

3.2 Research hypotheses 

With the literature review as a foundation; three hypotheses were established. These 

hypotheses were tested in order to realize how different factors and characteristics have a 

positive affect on the user’s intention of the use mobile search. The three factors and 

characteristics to be tested was; user-friendliness, compatibility and relative advantage within 

mobile search.  

 

H1 Increase in the user-friendliness in mobile search has a positive affect on the intention of 

using this technology 

H2 Increase in compatibility in mobile search has a positive affect on the intention of using 

this technology 

H3 Increase in relative advantages in mobile search has a positive affect on the intention of 

using this technology 
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3.2.1 User-friendliness 

User-friendliness is described as the level of perception of how far an innovation is difficult 

to understand, use or learn (Teo and Pok, 2003). Further, user-friendliness is also described 

as in which degree a technology could be used without putting much physically and/or 

psychologically effort in to it (Tung et al. 2008). Westlund et al. (2011) means that user-

friendliness is related to a mobile phones keyboard and the size of the screen. It is also said 

that a website has to be easy to use and should be easy to find the user the information that 

users desire (Armstrong et al. 2009). Chae and Kim (2004) claim that users of mobile search 

to a greater extent are under time pressure, than they are when searching on a stationary 

computer. The users of mobile search do also desire the information immediately and are for 

that reasons more intolerant for errors in their searches. Liu et al. (2010) also means that the 

users of mobile search in general are under more time pressure when searching. Additionally, 

they tend to be more disturbed from the surrounding and that the capacity of the mobile 

which will restrict the search result for the user. Since, mobile search is a technology that 

mostly is used on the go and the users is more susceptible for errors the intention of use is 

strongly linked with the user-friendliness. Westlund et al. (2011) emphasize that user-

friendliness is an important factor for users of mobile search. Additionally, user-friendliness 

should have a positive influence of intention of use a certain technology (Rogers, 1995; Tung 

et al. 2008). Based on the above discussion the first hypothesis was formulated: 

 

H1 Increase in the user-friendliness in mobile search has a positive affect on the intention of 

using this technology 

 

3.2.2 Compatibility 

To attract a person to buy or use a product, compatibility is a part of the determination. 

Compatibility refers that the product/service is in line with a person’s existing values, current 

needs and earlier experiences (Hsu et al. 2006). A person's lifestyle does strongly influence a 

user to embrace a new technology. People who use the Internet as a natural part in its 

everyday life will most likely embrace new technology that concerns the Internet better than 

people who not usually use the Internet. In addition, a person with a busy lifestyle and are 

often on the go will also embrace a type of technology that facilitating that type of lifestyle 

(Teo and Pok, 2003). Dincer (2011) further describe that the time aspect is crucial in products 

that are aimed for those customers. Since, mobile search is a type of technology that suits 

people one the go and accustomed Internet users, it will most likely affect the intention of use 
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it the compatibility increase. Moreover, Hsu et al. (2006) stated that compatibility has a 

significant impact on intention of use an innovation. This leads to following hypothesis:  

 

H2 Increase in compatibility in mobile search has a positive affect on the intention of using 

this technology 

 

3.2.3 Relative advantages 

It is important that a product/service match or exceeds consumer expectations in order to 

satisfy him/her. If it does, the customer will be satisfied but if it does not, the customer will 

be disappointed or dissatisfied. Since a customer tends to compare the performance of the 

product/service with earlier experience it is important to perform up to the expected level 

each time (Grönroos, 2009). This comparison process can be a way to identify a products 

relative advantage. This means that a user want a new product to offer more benefits than 

previously used product or substitute. Relative advantages refers to in which degree a new 

technology will be perceived as better than their predecessors (Teo and Pok, 2003). Relative 

advantage is an important factor in the innovation adoption process and relative advantages is 

related to which benefits the user gets from adapting a technology. This relative advantages is 

also related to if the new technology facilitating, save time, save effort and get the user 

immediately reward (Rogers, 1995). One of the main advantages with mobile search is that 

the user has accessibility anywhere and anytime (Church et al. 2007). Another, advantage is 

that the GPS function in a smartphone enables location search which will lead to more 

personalized results for the user (Dincer, 2011). Westlund et al. (2011) means that it is 

obvious that a user of mobile search compare their mobile search experience with their 

experience in with computer search, and for that as a foundation evaluate the mobile search. 

Since, mobile search is a phenomenon and there are other search alternatives such as ordinary 

search engines on computers, there is more likely a connection between the intentions to use 

mobile search should be influenced by how a consumer is experiencing the benefits of 

technology. Relative advantages have a significant positive connection to the intention of use 

an innovation according to Teo and Pok (2003). Rogers (1995) further means that relative 

advantage is one of the most important factors when it comes to adapt a new technology. The 

last hypothesis will concern that connection which is formulated as following:  

 

H3 Increase in relative advantages in mobile search has a positive affect on the intention of 

using this technology 
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3.3 The conceptual framework 

In this research the research model has been constructed trough the connection between 

concepts concerning the three hypotheses that include followed: perceived user-friendliness, 

compatibility, relative advantage, and intention of use. The hypotheses that describe the 

associations between the investigated concepts are defined in the first step, and it concludes 

by summarizing the conceptual framework of the research in figure 3.2. The concept 

perceived usefulness is not relevant for the hypotheses but will be a part of the study and are 

therefore included in the figure. This figure was conducted in order to break down this 

abstract concept into more measurable terms and this has been a foundation for the different 

measures. The figure down below shows the concepts, the concept definition and the 

operational definition.  

 
Concept Concept definition Operational definition 
Perceived user-
friendliness 

The level that an individual perceives a 
particular system is easy to use and effortless 
(Hsu et al. 2006; Tung et al. 2008). 
Westlund et al. (2011) means that user-
friendliness is related to a mobile phones 
keyboard and the size of the screen.   

Characteristics that the user 
perceive important in order to 
search on a smartphone. 

Compatibility 
 

Can be defined as to what degree the 
innovation is in accordance with the persons 
values, needs and earlier experience, which 
will lead to intention of use (Hsu et al. 2006).  
 
 

Characteristics with mobile 
search that the users perceive 
having a value, satisfying a need 
or are related to earlier 
experience. These characteristics 
will together or single lead to 
intention of use. 
 

Relative advantage Relative advantage means to which degree an 
innovation offers more benefits to the user 
than similar products (Tung et al. 2007).   

How the users perceive mobile 
search as a better or worse tool 
than computer search.  
 

Intention of use Intention of use refers to the users intend to 
continue use a device depending on 
satisfaction and perceived usefulness (Hong et 
al. 2006).   

Variables showing how much the 
users are using mobile search and 
also to which extension they use 
the Internet, search engines, 
smartphones etc.  
 

Perceived usefulness In which degree an individual feels that a 
particular system can facilitate his/her 
everyday life activities (Tung et al. 2008). 
 

To which degree the user feels 
that mobile search can facilitate 
their everyday life activities. 

Figure 3.2: Concepts, concepts definition and operational definition 
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3.4 Summary of research model and hypotheses 

Previous chapter presented the literature review and were the foundation for the founded 

research gaps. In this chapter the gaps were presented in three different hypotheses based on 

the research purpose and the literature review. Finally, the conceptual framework was used to 

break down the concepts into operational definitions. Moreover, chapter four is going to 

describe the methodology that was use in order to collect empirical data necessary in order to 

test the hypotheses. 
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4    Methodology framework 

	
  

Once the research model was developed and the hypotheses for the investigation were stated, 

the methodology chapter was developed. This chapter discusses the different issues and 

choices that were made to determinate the most suitable methodology tools to be able to 

reject or accept the hypotheses. As a last part in this chapter a figure summarizing every 

steps and choices through the methodology part are presented. 

 

4.1 Research approach 

There are different approaches that a researcher can choose in order to make the investigation 

suitable for the specific purpose. The main approaches to choose between are deductive and 

inductive, and quantitative and qualitative. 

 

4.1.1 Inductive versus deductive research 

Bryman and Bell (2005) emphasis that there are two distinctive approaches in conducting a 

research they are deductive and inductive. Deductive theories are based on previous research, 

further the researcher goes out and test the theory in reality. This type of theory is the most 

common perceptions of the relationship between theory and practice. The other type of 

theoretical approaches is called inductive theory, this approach start by doing observations 

and collecting empirical data in reality. Subsequently, the researcher can draw generalized 

conclusions out of the collected empirical data and look for different patterns from this data, 

which later can lead to new theories.  

 

In this study the deductive approach is the most suitable since this research has its base in 

previous research. Based on a previous research in a literature review, a data collection 

method was produced, which generated in empirical data.  

 

4.1.2 Quantitative versus qualitative research 

When using data for research it is possible to separate the data depending on its nature, it can 

be quantitative or qualitative. A quantitative approach can often be expressed in figures, 

numbers and amount. While qualitative data more often are expressed in words, text and 

pictures (Christensen et al. 2001). Nardi (2003) further explains that one goal with 

quantitative method is to measure how people act and a researcher in quantitative method is 
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often interested in how a number of people behave in some way. A common dominator for a 

quantitative researcher is that a social phenomenon can be measured and scientifically 

evaluated. The qualitative approach strives to get a deeper understanding about the subject of 

interest. Bryman and Bell (2005) further emphasize that the quantitative approach are more 

suitable to a study with the deductive approach in contrast to the qualitative method that has a 

more inductive relationship to theory and research.  

 

In this study a quantitative approach has been used since the research has the nature of 

deductive theory and also because the data collection had a numeric configuration. The aims 

of this study were to get a better understanding of the population perception regarding mobile 

search and draw generalized conclusions out of numeric data.  

 

4.2 Research design 

There are three major ways of creating research design, which are classified depending on 

which type of research it is and what purpose and objectives the study has. The three main 

ways are explorative, descriptive and explanation/casual research. Each of these types has 

characteristics that suit every study more or less (Pinsonneault and Kraemer, 1993; 

Nargundkar, 2003; Yin, 2007). The characteristics and functions that suit an explorative 

research is according to Nardi (2003) when researches aim is to become more familiar with a 

subject or problem that has not yet enough information. These investigations have simply 

exploratory reasons. The most common type of research design is the descriptive research, 

which comprises a descriptive of the subject of the investigation (Nardi, 2003; Nargundkar; 

2003). Pinsonneault and Kraemer (1993) further describe that descriptive research suits 

investigation concerning the opinions and attitudes of a population regarding the research 

subject. According to Nargundkar (2003) a descriptive study is dividend into two main 

categories, cross-sectional design and longitudinal design. Cross-sectional design is the most 

suitable when the researchers aim is to describe the population on one specific time. 

Longitudinal design contrariwise is most appropriate when the research aim is to study the 

population over a period of time (Pinsonneault and Kraemer, 1993; Nargundkar, 2003). The 

third way of research is explanation research design, also called casual research design. This 

design asks about a relationship between variables and is grounded in expectations about how 

variables should be related (Pinsonneault and Kraemer, 1993).  
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When deciding which type of research design that is the most suitable for this study, the 

purpose of the study was evaluated carefully. Since the aims of this study is to investigate and 

describe the population’s opinion about the subject of interest it seemed most appropriate to 

use the descriptive research. The descriptive research is divided into cross-sectional and 

longitudinal design, were cross-sectional measure at one point and longitudinal measure over 

a period of time. In this study the cross-sectional design was the most suitable since the result 

could be measured at one time, and do not need to be measured at various times over a 

period.  

 

4.3 Data sources 

There are two different types of data sources for a researcher to choose between in order to 

collect the most appropriate data for the study. They are primary and secondary data. 

 

4.3.1 Primary and secondary data 

According to Christensen et al. (2001) there are two types of data sources to distinguish 

between, primary and secondary data. These types of data sources depends on when, how and 

where the data were collected. Secondary data concerns information that currently is 

available and means that the information has been collected previously in another context and 

for another purpose. This type of information is somewhere available when it is time to 

collect data for the investigation but the researcher has to find the desire information. The 

advantages in secondary data are that this type of data source are cost effective, time effective 

and there are also a big assortment with sources. The disadvantages with secondly data can 

occur if the desire information does not exist, are not reliable, or the information are outdated 

(Christensen et al. 2001). 

 

The other data source is primary data and that means data that is collected for the specific 

research which means that this type of data consist of new information. That data will be 

collected with help of field investigation where the researcher collects the information with 

help of different data acquisitions techniques. There are many types of techniques to collect 

information, for example a questionnaire, interview or focus group. The advantages with 

primary data source are that the information is tailor-made for the investigation, the 

information is up-to-date and there it is possible to structure the collected information. The 

disadvantages are that it is both time-consuming and expensive but there is also a risk that 

respondents will not answer or that the answers are not reliable (Christensen et al. 2001).  
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In order to achieve the objectives of this study the primary sources were judged as the most 

appropriate since the subject of interest is a relatively new phenomenon. The primary data 

was the most suitable for this study since it can generate new information that are tailor-made 

for the study and it was important to have up-to-date information. 

 

4.4 Research strategy 

When the research design was stated it was time to choose a research strategy. There are five 

different types of research strategies; experiment, survey, archival analysis, history, and case 

study. Each strategy have their strengthens and weaknesses and typical characteristics. The 

general goal with choosing the right type of strategy is to find the strategy that suits the 

specific research the most.  These strategies are in fact more or less relevant for a research 

depending on which type of research question or questions that has been formulated. It also 

depends which time focus the study has and if it requires control over the event or not (Yin, 

2007). In the figure 4.1 below the different types of data collection methods is shown in 

relation to their conditions.  

 
Method Form of research question Requires control of 

behavior events 
Focus on contemporary 

events 

Experiment How, why? Yes Yes 

Survey Who, what, where, how 
many, how much? 

No Yes 

Archival analysis Who, what, where, how 
many, how much? 

No Yes/No 

History How, why? No No 

Case study How, why? No Yes 

Figure 4.1: Yin (2009, p. 8) 

 

In relation to the study and figure 4.1, it was possible to exclude some of the strategies. To 

determinate possible excludable strategies, the form of research question was evaluated first. 

Since this study has research questions that are formulated as what question some of the 

strategies can be excluded. As earlier discussed the study has a quantitative approach, which 

means that both case study and archival analysis was excluded. Nardi (2003) means that a 

qualitative research strives to get a deep understanding in the subject, and those strategies are 

therefore more adapted to qualitative research. This research has it focus on contemporary 
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event and for that reason the strategy history was excluded since this strategy only focus on 

past event. Experiment was also excluded since the researcher assessment that it was not 

necessary to control how the respondent behaves during the event to answer the research 

question. Based on the elimination discussion above the survey was the research strategy for 

this study. This strategy suits the research question, it does not required control over the 

respondents during the data collection and since the study has a present time approach.  

 

4.5 Data collection method  

Since survey was chosen as the research strategy, the next selection was to decide which type 

of survey that should be used.  

 

4.5.1 Survey 

There are two broad ways to construct a survey, called questionnaire or structured interview. 

An interview requires a personal contact between an interviewer and an interviewee 

(Christensen et al. 2001). The aim with an interview is to give all of the respondents exactly 

the same context of questioning and the same stimulus. One of the main disadvantages with 

interviews is that the interviewer may have impact on the interviewee’s answers. However, 

an advantage is that the respondents have the ability to immediately get an explanation from 

the interviewer if something is unclear (Bryman and Bell, 2005).  

 

The other form of survey instrument is questionnaire, which consist of a written series of 

questions that the respondents are encourages answering. An advantage with using a 

questionnaire is that it has a low cost of both time and money (Gillham, 2000; Bryman and 

Bell, 2005). Gillham (2000) means that a questionnaire can be sent out to thousand of people 

in the same time. Another benefit that a questionnaire has is the ability for the respondents to 

answer the survey when it suits them and that brings less pressure to response immediate 

(Bryman and Bell, 2005). Gillham (2000) brings up the fact that the respondent can be 

anonymous and that this could be positive for the respondent.  

 

When these two types of surveys were compared, the questionnaire survey method became 

the most suitable for this study. The upcoming step was to define if the questionnaire would 

be self-administrated or interviewed-administrated. The most proper type of questionnaire 

became self-administrated survey, since Bryman and Bell (2005) claim that the self-

administrated interview does not require that the interviewer is on the same spot as the 
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respondent and by that, absence of interview effects, it is time saving, cost saving and quicker 

to administer. The disadvantages with this form of survey is that the respondent do not have 

the opportunity to ask questions if they do not understand something during the answering 

session, the frequency response might be low and greater risk of missing data. Despite this 

disadvantage, the self-administrated questionnaire was most suitable for this study.  

 

According to Christensen et al. (2001) there are several ways of distributing a questionnaire 

and since online questionnaire have the advantages of the efficiency, low cost and time 

advantages. For this reason online questionnaire were selected. The distribution channel 

became the software called Keysurvey. Keysurvey is an online self-administrated 

questionnaire software and have the capability to be combined with the used tool to analyze 

the data collected, called Statistic Package for the Social Sciences (SPSS). In order to clarify 

the different steps of choices within the survey, figure 4.2 is presented below.  

 

 
   Figure 4.2: Data collection method 

4.6 Data collection instrument 

When collecting the data several instruments were used. Initially, it is in accordance with 

Nardi (2003) of importance to transform concepts into measurable variables when designing 

a questionnaire, called operationalization. The operationalization generated in measured 

definitions of the chosen concepts and questions to ask. After this transformation the 

questionnaire guide was designed and pretested on experts and potential respondents.  Nardi 

(2003) means that a well-composed questionnaire method gets reliable and valid information 

for research.  

 

4.6.1 Operationalization and measurement of instrument variables 

An important step in a research is to decide which main concepts that are connected to the 

research topic (Nardi, 2003). In this study these concepts were identified from the theoretical 
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framework and the next step was to make them suitable and measurable for the study. This 

transformation process, which turns the concepts into more measurable variables, is called 

operationalization (Nardi, 2003; Svensson, 2005). The chosen concepts from the theoretical 

framework were; perceived user-friendliness, compatibility, relative advantage, intention of 

use and perceived usefulness. These concepts have been broken down into variables that can 

be measured, see figure 3.2 in chapter three. Ginsberg (1984) means that this is a way to get 

concepts easily understandable by the respondents. The different question’s was mainly 

inspired from the literature review and the key concepts were later broken down into 

questions. These questions were partly inspired from pervious research that has similar type 

of investigation. Figure 4.3 summarize the concepts, the scale, measure definition and from 

where the questions were adopted. 

 

 

Concept Scale Measure definition Adapted from 

Perceived user-
friendliness 

(PUF) 

 
Three items, 5-point 
likert scale were: 
1= Strongly disagree 
5= Strongly agree 

 

PUF1-Importance of quickness 
PUF2-Perceived easiness 
 
 

Hong et al. (2006) 
Teo and Pok. (2003) 
Hsu et al. (2006) 
 

Perceived user-
friendliness factors 

 
(PUFF) 

 
 
 

 

 
 
Nine items (PUFF1-9), 
5-point likert scale 
were: 
1= Strongly disagree 
5= Strongly agree 
 
Two items (PUFF10-
11), the most important 
characteristics/functions 
were asked to be chosen 
 
 

 
PUFF1-Importance of screen-size 
PUFF2-Importance of nearby 
locations 
PUFF3-Importance of click-to-call 
PUFF4-Importance of opening hours 
PUFF5-Importance ratings/ reviews 
PUFF6 -Importance of map 
PUFF7 -Importance of product/service 
PUFF8-Importance of description text 
PUFF9-Importance of first page 
PUFF10- Most important function  
PUFF11-Most important 
characteristics 
 

Authors formulation, 
inspired from theory 
 
 
 
 
 

Compatibility 
(CO) 

 
 
 

 
Two items, 5-point 
likert scale were: 
1= Strongly disagree 
5= Strongly agree 
 
 

CO1 - Facilitate everyday life  
CO2 - Facilitate search one the go 
 
 
 

 
Teo and Pok (2003) 
Authors formulation, 
inspired from theory 
 
 

Relative advantage 
(RA) 

 
 

 
Two items, 5-point 
likert scale were: 
1= Strongly disagree 
5= Strongly agree 

 

RA1 - Satisfying same needs as PC  
RA2 - Prefer mobile search 
 
 

Authors formulation, 
inspired from theory 
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Intention of usage 
(IOU) 

 

 
Two items, 5-point 
likert scale were: 
1= Strongly disagree 
5= Strongly agree 

 

IOU1 - Primary choice,  
IOU2 - Increase in the future 
 
 

Hong et al. (2006) 
 
 

Perceived 
usefulness 

(PU) 
 
 

Three items with Yes or 
No answer 
 
 
 

 
 
PU1 - Visit places after mobile search, 
PU2 - Purchase after mobile search,  
PU3 - Purchase in the smartphone 
 
 

 
Authors formulation, 
inspired from theory 
 
 
 

Figure 4.3: Measurement and scaling of construct 

 

4.6.2 Questionnaire guide design 

Once the concepts were broken down into measurable terms, the questionnaire guide was 

designed. The design of the survey was taken seriously into account, in order to decrease the 

risk of a low response rate, One way to increase the frequency response is to construct a clear 

and attractive layout of the survey. Furthermore, an attractive layout tends to be perceived as 

professional, which increase the reliability (Bryman and Bell, 2005). The questionnaire was 

constructed in a short and consist way that was easy to read in order to reduce the falling 

response from the respondent. According to Dillman et al. (2009) the wording of the 

questions is also an important aspect of the questionnaire design. Therefore no leading 

questions, two-in-one or double negative questions were used. 

 

According to Bryman and Bell (2005) a questionnaire could be designed with two different 

types of questions, open or closed questions. The difference between these two types of 

questions is that in an open question the respondent is able to express his/her opinion freely. 

In contrast to this, the respondent is given answer alternatives in the closed question. This 

investigation used closed questions in order to increase the comparability in the answers. The 

respondent does also tend to decline a survey that implies that the respondent have to put 

much effort into the survey, required in open questions (Gillham, 2000). Closed questions do 

also facilitate the data analysis since it has a standardized nature. The respondents did also 

have the same conditions in terms of time, questions etc. The hypothesis in this study 

required standardized answers by means of closed-ended questions. Therefore, the questions 

in the questionnaire are highly structured (Hair et al. 2006). In the majority of the question 

asked in this investigation the respondents got five alternatives of answers. The respondents 

were chosen the alternative that suited him/her the most, called five-point likert scale. That 
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scale was used since Gillham (2000) emphasize that this is the most common used scale. This 

five-point likert scale allows the respondents to be neutral, since otherwise the respondents 

answer the questions more or less positive or negative than they really is, making problems 

for researchers to analyze the data (Gillham, 2000). The likert scale in a questionnaire was 

written in a horizontal intensity scale from 1-5, were 1 is “strongly disagree”, 3 is “neutral” 

and 5 is “strongly agree”. This intensity scale is called an ordinal scale. An ordinal scale 

measures non-metric qualitative data. Ordinal data means that the respondents’ chose the 

alternative that suits them the most from a ranked list (Nolan and Heinzen, 2008).  

 

The sequence of questions asked in the questionnaire may affect how the respondents 

interpreted the questions (Dillman et al. 2009). Therefore a logic order of the question 

sequence was used. The questionnaire was initiated by three questions with the aim of 

establish that all participates was included in the generation C. If not, these data was excluded 

in the data analysis session. These open questions were also uncomplicated and easy for the 

respondents to answer. At the end of the questionnaire one question regarding gender was 

asked together with questions asking about the respondent’s age, nationality and size of the 

city of growth. These questions were asked in the end since they are not directly connected to 

the subject under investigation. The question in the questionnaire regarding gender and 

nationality had a nominal scaled. The three questions regarding the perceived usefulness did 

also have a nominal character. Additionally, two questions concerning the most important 

mobile search characteristics and functions did also had a nominal character. The nominal 

scale measures non-numeric qualitative data, an attribute. With nominal scaled questions the 

respondents’ can only chose one of the alternatives and this is the most primitive variable. 

Further the question of the respondents’ age and size of the city of growth had an ordinal 

character (Nolan and Heinzen, 2008). All the questions in the questionnaire were mandatory 

for the respondents to answer, in order to avoid missing data.   

 

As a final step before pretesting of the questionnaire, a translation from English to Swedish 

was necessary, since the population to be investigated is Swedish people. They might know 

English, however the response rate might have been low if the respondents were obligated to 

answer questions stated in another language than the original. The translation was performed 

through three steps. As a first step one member in the thesis group translated the English 

version of the questionnaire into Swedish. As a second step another member in the group 

translated the Swedish version back into English. Finally, the third member compared the two 
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English versions of the questionnaire and found them approximately identical. In order to 

additionally test the translation and the whole questionnaire on people outside the group, a 

pre-test was executed. 

 

4.6.3 Pretesting 

Before distributing the questionnaire to the respondents it was pretested and reviewed by one 

expert (examiner) and eight potential respondents before distribution to the respondents. The 

number of people that should pre-test the study is strengthen by Christiansen et al. (2001) 

arguing that a suitable number of people that should pre-test the study are 5-10 people. The 

persons to test the questionnaires was chosen since the pretesting should be done on 

individuals with special knowledge of the topic or members of the survey population. The 

pretesting works as a mini-study used in order to determine the strength of the 

operationalization, determine if the questions are listed in preferred order, realize if some 

questions might be missing, and evaluate the question wording and categories of response 

(Dillman et al. 2009). After the pre-test, some of the questions were reformulated and the 

layout was a little reconstructed.  

 

4.7 Sample 

According to Bryman and Bell (2005) a sample is a segment of the population that is selected 

for investigation. Pinsonneault and Kraemer (1993) further claim that sampling is to permit 

generalization about the occurrence of significance from the sample. This use of this method 

when conducting data is called sample survey study. When use of the whole population it is 

called census survey study. Thus, this method was not used due to the fact that it is more 

costly and time consuming to use the whole population. The population in this study is the 

generation C that according to Hardey (2011) is consumers that has been growing up with 

digital media and are reviewing websites are called generation C. This generation does not 

include a generation born between specific dates, rather people with a specific behavior, 

characterized by creativity, causal collapse, control, and celebrity (called the 4C´s). Added to 

these 4C´s are even content. This distinctive characteristics and behaviors are applied to 

generation X and Y. Members in generation C is always on and connected to the Internet 

through devices, such as smartphones. The generations are generating content to the web and 

are representing the most connected group of users.  
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Moreover Steel claims in Cudmore and Patton (2007) that 76 percentages of mobile phone 

users from 18 to 24 years old are using any form of messaging, in comparison with 33 

percentages of mobile users between 45-54 years old. Consumers with an age of 12 to 21 are 

also more than twice as likely as the average adults users of mobile phones to browse the 

Internet with their phones. These young consumers are called the buyers of tomorrow and 

their ability to buy online is of great importance. The members of this generation are 

therefore the population in this investigation and they also have to be resident in Sweden.

       

4.7.1 Sampling frame 

A sample frame is the listing of element in the population from which the sample will be 

collected (Bryman and Bell, 2005). Pinsonneault and Kraemer (1993) further argue that the 

sample frame must be sufficient to represent the sample of the population when analyzing the 

data. One condition to being a part of the sample was having a good experience of using a 

smartphone and also being common users of Internet. Another delimitation in the sample 

frame was that since the generation C contain a large number of people were chosen to 

delimit the study to the ages 20-29. This is the group of people in Sweden that surfing with 

their smartphones the most (Tns-sifo, 2011). Therefore the respondents need to live in 

Sweden in order to be a participant of the research. In order to clarify the criteria’s that were 

crucial when the respondents were selected is presented in the figure 4.2 below. 

 

  
   Figure 4.4: Sample frame 

  

Sampling frame 

In the age between 20-29 year. 

Live in Sweden. 

Having experience of using smartphones.  

Having experience of using Internet. 
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4.7.2 Sample selection 

After determining the sample frame, the next step in the process was to select the 

participants. When selecting which ones there were two different kinds of sample selection 

methods available; probability sample and non-probability sample. The probability sample 

means that each respondent has been chosen randomly and everyone in the population has a 

chance to be a part of the study. The non-probability sample, on the other hand, means that’s 

the respondents will be selected and each respondent does not have the same chance to be 

selected (Christensen et al. 2001). For this study the method of probability sample was used, 

and the researcher decide the sample that was consistent with the sample frame and therefore 

a suitable sample. After deciding what kind of a sample should be used, it is important to 

determinate how big the sample size should be. To decide the size of the sample there are 

several methods to chose between (Bryman and Bell, 2005). A rule of thumb is that the larger 

the sample is the greater is the chance that the results will be consistent with the whole 

population and is representative (Christensen et al. 2001). When choosing how big the 

sample size should be was previous similar investigations evaluated to see how their sample 

size was determinate and how big the sample size was.   

 

In the evaluating process for how big the sample size should be, three different articles were 

involved as a source of assessment (Teo and Pok, 2003; Hong et al. 2006; Hsu et al. 2006). 

Those three articles were selected since all three investigated how users adapt to a specific 

technological innovation. In addition, all three of the articles investigated the weight of user-

friendliness, usefulness, relative advantage and/or compatibility, which were variables that 

were significant in this study. The three of the articles did also had in common that the data 

were collected by using questionnaire. One of those articles had a total response from 1012 

respondents, that were useful in their investigation, the other two investigations did had 

between 207 and 232 respondent answering their survey. Based on the average of this, this 

study aims is to reach around 450 respondents to answer the questionnaire. According to 

Christensen et al. (2001) it is hard to predict how big the response rate for a questionnaire 

will be. In some cases it can be up to 50 percentages of all respondents that answer the 

survey, but normally an impersonal survey attracts approximately 30 percentages to answer 

(Gillham, 2000; Christensen et al. 2001). Therefore the size of sample will be at least 1500 

respondent. 
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The questionnaire was sent by email to people that were potential users, both users with and 

without a smartphone but the ones without having a smartphone were excluded by questions 

in the beginning of the questionnaire. To gather the respondents e-mail addresses the 

Linnaeus University were contacted. The reason why a university were contacted was that 

people that are studying at a university is in the sample frame age. This is confirmed on the 

site Ekonomifakta (2011). Peoples studying are also wide spread from all over Sweden and 

therefore we only send the questionnaire to the Linnaeus University in Växjö and Kalmar. 

The reason for choosing Linnaeus University is that the mix of programs is suitable to reach 

people with different interests. To obtain a sample size of approximately 450 persons we sent 

out the questionnaire to 13 594 potential users of generation C. To clarify the different steps 

in the process of the sample selection, the figure 4.3 below is shown.  

 

 
   Figure 4.5: Sample selection 

 

4.8 Data analysis method 

When the respondents had returned the questionnaires and the data was coded and entered 

into SPSS it was time to decide a statistical analysis method. The chosen method was to start 

with examinee and describe the data with use of statistics. Secondly, a reliability and validity 

test were performed. Finally, a hypothesis testing was done, with the aim of coming up with a 

rejection or acceptation of the hypothesis.  

 

4.8.1 Data examination and descriptive statistics 

Once the data was coded and entered into SPSS the next step was to transform the raw data 

into something easier to understand and interpret. Therefore different of charts, diagram and 

Sample selection • Probability or non-probability 

Evaluate previous 
studies 

• Determinate sample size 

Possible 
respondents • Establish the sample  

Sending out 
questionnaires 
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table was used. Initially frequency tables were developed, generated an overview over the 

entire variables at once and to present percentages to make a clearer view if the data. The 

frequency table presented the distribution of responses with use of the percentage of answers 

for each value on the likert scale. The central tendency of the data was also examined, by 

calculating the mean value, median and mode. Mean value is the arithmetic average value 

and is also one if the most commonly used measure. The median is the value being in the 

middle of an ordered collection of numeric values. The median is calculated by arrange all 

values from data collected, starting with all respondents answered with the lowest score to the 

highest and taking the value in the middle from the arranged order. Finally, the mode is the 

most often occurred value in the collected data (Nolan and Heinzen, 2008). Further diagram 

and cross tabulation was used to describe the data, since those is easy to understand and 

interpret. Bar and pie charts are the most suitable diagrams when working with nominal and 

ordinal variables (Bryman and Bell, 2005). The variable named perceived user-friendliness 

factors (PUFF) and the last variable mentioned in figure 4.3 called perceived usefulness (PU) 

was only analyzed in a frequency table, since there was no possibility to combining the items. 

The other variables, perceived user-friendliness (PUF), compatibility (CO), relative 

advantage (RA) and intention of use (IOU), were further analyzed with use of correlation and 

regression analysis. 

 

4.8.2 Correlation analysis 

After the frequency table had been developed and the quality criteria has been judged (see: 

4.9), the first analysis that was performed called correlation analysis. The aim with this 

analyze is to identify potential relationship between different variables and thereby the 

validity of the data, by use of a correlation analysis, even called bivariate analysis. The aim 

with this analysis is to determining how two variables of the same concept are related to each 

other and how they are correlated. This is performed by searching for evidence or signs 

showing that some kind of variation in one variable leads to changes in the other variable 

(Bryman and Bell, 2005; Hair et al. 2006). The correlations can have a value between -1 and 

1, which means there is possible to have a positive or negative correlation. The lowest value 

is 0.000 and means that the variables are not correlated at all. The highest value is 1, which 

means that the variables are perfectly correlated. The correlation variables should be less than 

0.9 and if the value is higher the two variables may measure the same thing and are working 

in the same direction. If the variable are already the same there is no point to see how the 

interact with each other (Nolan and Heinzen, 2008).  
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4.8.3 Regression analysis 

Once the correlation between the variables was identified the last step was to realize if the 

hypothesis should be rejected or accepted. The hypothesis was tested with use of a regression 

analysis, which is an appropriate and essential analysis when a study is based on a 

population. The regression analysis was used to identify the relationships between 

independent and dependent variables and only one dependent variable can be used at once 

and one separate analysis has to be done for every dependent variable. The value of 

unstandardized regression coefficient, also called B has an influence on the hypothesis 

testing. The values of B are between 0 and 1, were 0 means no impact at all and 1 stands for 

totally impact or association (Hair et al. 2006). The value of the B determines how much a 

change in an independent variable (perceived user-friendliness, compatibility and relative 

advantage) affects the dependent variable (intention of use). 

 

The hypothesis does also have to be statistically significant to be accepted and a number that 

is usually used has a frame for the significance is 0.05. If the value is larger than 0.05 the risk 

to be wrong is higher and if the value is lower there is a greater chance that the result will be 

correct (Hair et al. 2006). The base of the regression analysis will be that if a variable has a 

statistical significant that is higher than 0.05 it will be rejected.  

 

Finally, the value of the adjusted R-square (R2) was calculated and analyzed. Adjusted R2 

determines the amount of variance in the dependent variable explained by the independent 

variables (Nolan and Heinzen, 2008). 

 

4.9 Quality criteria in quantitative research 

It is important that the survey measured what it was supposed to measure and that the result is 

trustworthy. In order to assessing this, a process of validity and reliability were performed.  

 

4.9.1. Content validity 

Content validity in quantitative research approach means to assessment if right things has 

been measured in relation to what was supposed to be measured. This will be done by 

determine if the questions in the survey was related to the concept that aimed to be 

investigated. One way to assessment content validity is to ask persons, that are well informed 

about the subject, to review the questionnaire in order to se if the concepts and questions are 

able to reflect what is meant to be measured (Nardi, 2003; Bryman and Bell, 2005). 
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Therefore, Professor Pejvak Oghazi and Professor Magnus Hultman judged the questionnaire 

before it was sent to the respondents. The questionnaire was also pre-tested by eight 

respondents. The result from the content validity test and pre-test indicated that all of the 

questions were relevant and crucial for our study. 

 

4.9.2 Construct validity 

Another way of evaluate the accuracy of what has been measured is the construct validity. 

Donovan et al. (1996) means that construct validity evaluate the relationship between what 

was asked in the questionnaire and the underlying theories that the investigation has, meaning 

how well the operationalization was made. This type of validity can be evaluated on the 

result from the data collection and statistically analyzed (Nardi, 2003). In this validity the 

actual data are putting the variable in relation to each other and assessment possible 

correlations (Bryman and Bell, 2005). Moreover, the most appropriate statistically tool for 

this is the correlation analysis, for that reason that analyze were used in order to determining 

the construct validity.  

 

4.9.3 Criterion validity 

The last form of validity is the criterion validity that makes it possible for the researcher to 

see how well the questionnaire correlate with the measures (Donovan et al. 1996). The 

purpose of criterion validity is to see how far there is a connection between the measures of 

interest and some external standards or criteria. Regression analysis is a way of identify if 

there is a relationship between variables and from that drawing conclusions about the 

population. If there is a relationship, conclusions about the population can be drawn (Nolan 

and Heinzen, 2007). Regression analysis is a suitable tool to clarify the criterion validity in 

this investigation. The purpose of criterion validity is to see how far there is a connection 

between the measures of interest and some external standards (Nolan and Heinzen, 2008; 

Nardi, 2003). For that reason the regression analysis is judge as a suitable tool to clarify the 

criterion validity in this study. 

 

4.9.4 Reliability 

It is not enough to establish if the measures is valid, the measure have to be reliable to be 

useful for an analysis and the conclusion. The aim of test the reliability is to determinate if 

the questionnaire is stable, consistent and repeatable (Donovan et al. 1996); Nardi, 2003). 

Which means that the result should not differ significantly if the study would be repeated. It 
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is therefore important that the researcher is accurate through the documentation process and 

to have the mindset that someone can controls what was done (Yin, 2007). The reliability test 

can be done in different ways to establish that the measures are reliable (Nardi, 2003). In this 

study the reliability test was made in a statistical analysis in order to ensure the 

trustworthiness in the questionnaire. Cronbach’s alpha is commonly used when it comes to a 

measure’s reliability and is calculated by taking the average of the measures (Nolan and 

Heinzen, 2008). When examining the data a reliability test was necessary in order to see if 

the respondents had some correspondence in their answers. To get an overview of the 

correspondence of the answers Cronbach´s alpha, symbolized with an α, was used. 

Cronbach´s alpha can have a value between 0-1, but the value must to be above 0.70 to be 

reliable, however, a minimum of 0.60 is acceptable depending on the study (Hair et al. 2010). 

 

4.10 Summary of research methodology  

This chapter is a summary of the different parts that are obtained in the methodology chapter, 

starting with the research approach, followed with the design of research, data sources and 

research strategy. Moreover, the choice of data collection method and instrument has been 

presented, moving on to an explanation of the sample selection and finally the data analysis 

method and quality criteria. The figure 4.6 on next page graphically summarizes the 

procedure of the methodology part in this thesis.  
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Figure 4.6: Summary of research methodology 
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5    Analysis and results 

 

In this chapter the analysis and results from of the empirical investigation are presented.  

First, the findings are examined with use of descriptive statistics and data examination. 

Secondly, the reliability and validity of the investigation are evaluated. As a last step the 

results from the hypothesis testing is displayed and analyzed. 

 

5.1 Descriptive findings and data examination 

When the data was coded and entered into SPSS the transformation of the raw data was done 

by transformed the data into something easier to understand and interpret. Therefore this 

chapter presents the findings from the investigation by use of different kind of charts, 

diagrams and tables. Initially the response rate and facts about the respondents are presented. 

Thereafter the central tendencies of the data is presented and analyzed with frequency tables 

as a basis.  

 

5.1.1 General findings from the empirical investigation 

The respondents that were participating in the study were 397, but after excluding the 

respondent that was not included in the sample frame and generation C, 339 respondents 

remained. Of these respondent 200 (59%) were females and 139 (41%) were males. Further, 

325 (95.9%) respondents had a Swedish nationality and 14 (2.6%) had other nationalities. 

The majority of the respondents (75.8%) were in the age between 20-24 and 24.2% were in 

the age between 25-29. The total response rate became 2.9%, since the totally amount of 

questionnaires that were sent out to 13 594.   

 

Some general findings from the empirical investigation is that 93% of the respondents use 

smartphones, 97.3% are daily connected to the Internet and 90.9% make use of mobile 

search. Figure 5.1 summarizes the percentage of the respondents using smartphones, are daily 

connected to the Internet and the ones using mobile search.   

 

Item Percentage (%) 
Generation C1 - Use smartphones 93.0 
Generation C2 - Daily connected to Internet 97.3 
Generation C3 - Use mobile search 90.9 

Figure 5.1: General findings – Generation C 
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5.1.2 Central tendencies of the data 

Other findings to be evaluated are the distribution of responses and the central tendencies of 

the variables and items respectively. Figure 5.2 displays these descriptive statistics of the 

respondents’ perceived user-friendliness (PUF1-2), perceived user-friendliness factors 

(PUFF1-11), compatibility (CO1-2), relative advantage (RA1-2), perceived usefulness (PU1-

3), and intention of use (IOU1-2) mobile search. It was 339 respondents answering all of the 

questions and the distribution of responses show the percentage of answers for each value on 

the likert scale, were 1= “strongly disagree”, 3 is “neutral” and 5 is “strongly agree”. When 

measure the central tendency of the data the mean value, median and mode was used.  

Item Distribution of responses Central tendencies 

  1 2 3 4 5 Mean Median Mode 
PUF1 - Importance of 
quickness O.6% 0.60% 4.40% 28.60% 65.80% 4.58 5 5 

PUF2 - Perceived easiness 0.60% 6.50% 23.60% 46.60% 22.70% 3.84 4 4 
PUFF1 - Importance of 
screen-size 8.30% 22.70% 31.90% 28.00% 9.10% 3.07 3 3 

PUFF2 - Importance of 
nearby locations 9.70% 18.90% 36.30% 26.30% 8.80% 3.06 3 3 

PUFF3 - Importance of 
click-to-call 13.00% 15.00% 28.30% 28.00% 15.60% 3.18 3 3 

PUFF4 - Importance of 
opening hours 3.50% 5.90% 19.20% 41.00% 30.40% 3.89 4 4 

PUFF5 - Importance of 
ratings/ reviews 10.60% 28.90% 36.90% 18.90% 4.70% 2.78 3 3 

PUFF6 - Importance of 
map 6.50% 16.80% 31.60% 33.60% 11.50% 3.27 3 4 

PUFF7 - Importance of 
product/service 6.2% 17.7% 32.7% 33.3% 10.0% 3.23 3 4 

PUFF8 - Importance of 
description text 2.10% 9.10% 16.20% 42.50% 30.10% 3.9 4 4 

PUFF9 - Importance of 
first page 10.60% 16.50% 24.50% 30.40% 18.00% 3.29 3 4 

PUFF10 - Most important 
function 12.40% 15.30% 39.80% 29.50% 2.90% - - 3 

PUFF11 – Most important 
characteristics 43.70% 32.20% 10.60% 8.00% 5.60% - - 1 

CO1 - Facilitate everyday 
life 2.40% 5.90% 17.70% 29.20% 4.80% 4.08 4 5 

CO2 - Facilitate search one 
the go 1.20% 1.20% 7.70% 31.00% 59.00% 4.45 5 5 

RA1 - Satisfying same 
needs as PC 10.00% 25.70% 23.00% 28.60% 12.70% 3.08 3 4 

RA2 - Prefer mobile search 43.10% 24.20% 16.50% 11.20% 5.00% 2.11 2 1 
PU1 - Visit places after 
mobile search 90.00% 10.00% - - - 1.1 1 1 

PU2 - Purchase after 
mobile search 75.50% 24.50% - - - 1.24 1 1 

PU3 - Purchase in the 
smartphone 26.80% 73.20% - - - 1.3 2 2 

IOU1 - Primary choice 32.40% 30.10% 20.90% 9.40% 7.10% 2.29 2 1 
IOU2 - Increase in the 
future 1.20% 5.30% 24.20% 33.00% 36.30% 3.98 4 5 

Figure 5.2: Distributions of responses and central tendencies 
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5.1.3 Perceived user-friendliness in mobile search 

The results from the empirical investigation showed that the majority of the respondents think 

that quickness is the most important characteristic (PUF1). This is seen by the high value of 

five on the median and the mode, were almost 66% strongly agreed and 28.6% agreed that 

the quickness is of importance. The mean value was also close to a value of five (4.58), 

meaning that the respondents’ in average strongly agreed with the importance of the 

quickness. The perceived easiness (PUF2) did get a high value of the mode and the median, 

receiving a value of a four. The percentage testifies that a large majority thinks that search 

through mobile is easy to use, 22.7% answer that they strongly agree and 46.6% did agree 

with this statement, meaning that almost 70% agreed. Only 7% did not agree with this 

statement. Figure 5.3 gives an overview of findings regarding the distribution of responses 

and the central tendencies of the perceived user-friendliness. 

 

Figure 5.3: Distribution of responses and central tendencies PUF1- 2 
 
After presented two first questions regarding perceived user-friendliness, the last eleven 

questions from figure 5.2 will be presented (PUFF1-11). They are all about different 

functions and characteristics of user-friendliness in mobile search. In general, none of these 

questions have a value less than three on the median and mode, meaning that the majority of 

the respondents agreed that the functions of user-friendliness are more or less important. 

However, the ratings and reviews (PUFF5) were the only function receiving a mean value 

less than three (2.78). The mode and the median value of this function were neutral. The 

mean value of all answers shows that the most important function is the description text 

(PUFF8) and opening hours (PUFF4). However, when the respondents were asked to choose 

the most important function (PUFF10) almost 40% answered that the most important is that 

information about the products/services is displayed in the hit lists. Further, the secondly 

most important information are the opening hours (30%), third was the map/road description 

(15%), thereafter the click-to-call function (12%) and the function that least of the 

respondents found as the most important one was the ratings/ reviews (3%), see bar charts in 

appendix F. More than one quarter of the respondents (26%) agreed and almost one tenth 

(9%) strongly agreed that it is important that the hit lists offer results of nearby locations of 

the smartphone. 

Item Distribution of responses Central tendencies 

  1 2 3 4 5 Mean Median Mode 

PUF1 - Importance of quickness O.6% 0.6% 4.4% 28.6% 65.8% 4.58 5.00 5 

PUF2 - Perceived easiness 0.6% 6.5% 23.6% 46.6% 22.7% 3.84 4.00 4 
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When continuing describing the mode value of the item PUFF10, concerning functions, the 

findings was that opening hours, a map and information about product/services did all 

receiving a mode value of four. Additionally, PUFF9 displays that the most of the 

respondents agreed that they only visit websites appear in the first page on the hit lists (18% 

strongly agreed, 30% agreed, 25% was neutral). When the respondents were asked to choose 

the most important characteristic in mobile search (PUFF11) almost 44% answered that the 

quickness is the most important one (mode 1= quickness). Figure 5.4 summarizes the 

distribution of responses and the central tendencies of user-friendliness characteristics and 

functions in mobile search. 

 
Item Distribution of responses Central tendencies 

  1 2 3 4 5 Mean Median Mode 

PUFF1 - Importance of 
screen-size 

8.3% 22.7% 31.9% 28.0% 9.1% 3.07 3.00 3 

PUFF2 - Importance of 
nearby locations 

9.7% 18.9% 36.3% 26.3% 8.8% 3.06 3.00 3 

PUFF3 - Importance of click-
to-call 

13.0% 15.0% 28.3% 28.0% 15.6% 3.18 3.00 3 

PUFF4 - Importance of 
opening hours 

3.5% 5.9% 19.2% 41.0% 30.4% 3.89 4.00 4 

PUFF5 - Importance of 
ratings/ reviews 

10.6% 28.9% 36.9% 18.9% 4.7% 2.78 3.00 3 

PUFF6 - Importance of map 6.5% 16.8% 31.6% 33.6% 11.5% 3.27 3.00 4 

PUFF7 - Importance of 
product/service 

6.2% 17.7% 32.7% 33.3% 10.0% 3.23 3.00 4 

PUFF8 - Importance of 
description text 

2.1% 9.1% 16.2% 42.5% 30.1% 3.89 4.00 4 

PUFF9 - Importance of first 
page 

10.6% 16.5% 24.5% 30.4% 18.0% 3.29 3.00 4 

PUFF10 - Most important 
function 

12.4% 15.3% 39.8% 29.5% 2.9% - - 3 

PUFF11 - Most important 
characteristics 

43.7% 32.2% 10.6% 8.0% 5.6% - - 1 

Figure 5.4: Distribution of responses and central tendencies PUFF 1- 11 
 

5.1.4 Compatibility of mobile search 

In order to determining how well mobile search is consistent with users needs, value and 

earlier experience, two questions were asked. The first question concerned if mobile search 

facilitated the users everyday life (CO1). The answers on this question testify that a large 

majority perceives that mobile search facilitating the everyday life for the users (44.8% 

strongly agrees and 29.2% agrees with this statement). This means that almost 75% 

experience that mobile search enhancing their life. Only around 8% did not agree with this 

statement.  
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Question two regarding the user compatibility in mobile search concerned if a user estimates 

that mobile search facilitate search whenever they are (CO2). The most common answer on 

this question was that the users strongly agreed with this statement. Almost 60% thought that 

mobile search is useful when they are on the go and 31% did agree with this statement. 

Together, this means that 90% of all respondents appreciates that mobile search facilitating 

their search wherever they are. The mean value in this question was almost 4.5, which 

indicates that a large majority thinks that mobile search is a valuable tool. It was only 2% of 

all respondents that did not agree with this statement. Figure 5.5 shows an overview of the 

results of the compatibility of mobile search. 

 
Item Distribution of responses Central tendencies 

  1 2 3 4 5 Mean Median Mode 

CO1 - Facilitate everyday life 2.4% 5.9% 17.7% 29.2% 44.8% 4.08 4.00 5 

CO2 - Facilitate search one 
the go 

1.2% 1.2% 7.7% 31.0% 59.0% 4.45 5.00 5 

Figure 5.5: Distribution of responses and central tendencies CO1-2 
 

5.1.5 Relative advantage of mobile search 

In order to determinate how users of mobile search perceive this technology better than 

search through PC, two questions were asked. The first question was to establish if the user 

thinks that mobile search satisfying the same needs as a PC (RA1). In this question 12.7% 

strongly agreed and 28.6% agreed with this statement, which means that around than 42% 

thought that mobile search has the same benefits as a PC, 23% of the respondents did either 

agreed or disagreed. However, 10% did strongly disagreed and 25.7% disagreed in this 

statement, which means that 35.7% did not agree. However, the majority thought that mobile 

search satisfying the same needs as a PC, the most common answer on this question was that 

the users agreed (mode= 4). 

 

The second question regarding relative advantages concerned if the users prefer mobile 

search even if they have access to a PC (RA2). In this question the majority answered that 

they strongly disagree (43.1%). In addition, the answer for disagree also had a high 

percentage of the answers with 24.2%. This means that more than 63% of all users prefer 

searching on computer before smartphone, when they have the possibility to choose. Only a 

few respondents did strongly agree (2.11%) or agree (5%) with the statement that they prefer 

to search with their smartphone even if they have the possibility to search on a computer. 

Figure 5.6 shows an overview of the results of the relative advantages of mobile search.  
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Item Distribution of responses Central tendencies 

  1 2 3 4 5 Mean Median Mode 

RA1 - Satisfying same needs 
as PC 

10.0% 25.7% 23.0% 28.6% 12.7% 3.08 3.00 4 

RA2 - Prefer mobile search 43.1% 24.2% 16.5% 11.2% 5.0% 2.11 2.00 1 

Figure 5.6: Distribution of responses and central tendencies RA1- 2 
 

5.1.6 Perceived usefulness in mobile search 

When presented the perceived usefulness several important results were founded. The results 

showed that 90% of the respondent have used mobile search to find a place and later on visit 

this place in real life (PU1). Further, 75.5% of the respondents have search for a 

product/service and bought this particular product/service in real store afterwards (PU2). The 

last question considering PU showed that 26.8% have bought a product/service directly from 

their smartphone. Figure 5.7 shows an overview of the perceived usefulness results. 

 
Item Distribution of responses 

  1 2 

PU1 - Visit places after mobile 
search 

90.0% 10.0% 

PU2 - Purchase after mobile 
search 

75.5% 24.5% 

PU3 - Purchase in the smartphone 26.8% 73.2% 

Figure 5.7: Distribution of responses PU1- PU3 (1: Yes, 2: No) 
 

5.1.7 Intention of use mobile search 

The results from the questions asked about the respondents intention of use mobile search 

indicates that the most of the respondents thinks that their use of mobile search will increase 

in the future (IOU2), receiving a mode value of five. The median indicated that the 

respondents agreed (median= 4) and the average of the answers was the same (mean= 4). The 

distribution of the answers shows that 36% strongly agreed and 33% agreed that they think 

their use of mobile search will increase. The majority of the users do not use mobile search as 

their primary source of finding information (IOU1). The mean value was only around 2 and 

only 7% strongly agreed and 9% agreed that they use mobile search as their primary 

information source. Figure 5.8 on next page illustrates an overview of the results of IOU. 
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Item Distribution of responses Central tendencies 

  1 2 3 4 5 Mean Median Mode 

IOU1 - Primary choice 32.4% 30.1% 20.9% 9.4% 7.1% 2.29 2.00 1 

IOU2 - Increase in the 
future 

1.2% 5.3% 24.2% 33.0% 36.3% 3.98 4.00 5 

Figure 5.8: Distribution of responses and central tendencies IOU1- 2 

 

5.1.8 Relationships and differences 

Differences and relationships between the respondents’ demographics and how they 

answered were also analyzed, with use of cross tabulation. The findings from the survey are 

that males and females perceive the most important characteristics of the user-friendliness 

within mobile search different. The majority of both genders perceived the quickness as the 

most important characteristic. However, the males perceived the importance of relevant 

websites on the search engines first pages almost as important as the quickness. This 

characteristic was also the second most important for the females, but with a higher marginal. 

The third most important characteristic for females is not to download a huge volume of data 

to their smartphone, which is of least importance for the males. Both females and males 

perceive the product/service information as the most important information to be clearly 

visible in the search engine hit list.  
 

Moreover, the findings were also that the age of the participants did not significantly have an 

influence how the user perceive the different factors of user-friendliness. The nationality or 

the size of the city were the respondents was growing up did not significantly affect the 

answers, see appendix G to view how the respondents answered. 

 

5.2 Reliability and validity  

As discussed in the methodology part it is of importance to ensure the validity and reliability 

of the measured data. This in order to determinate if the results are reliable, repeatable and 

are measuring what it was supposed to. 

 

5.2.1 Reliability test 

In order to ensure that the data is reliable and consistent, which means that the result should 

be the same if the study will be repeated, a reliability test were performed. This has been 

done with a correlation test to measure Cronbach alpha, represented with an α. The value of α 

for the IOU was less that α 0.6, which means a poor value. One of the questions used was 
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adopted from Hsu et al. (2006, p. 10) and they got the value of α 0.9 for their questions 

regarding IOU. When the IOU in was tested in this study, the IOU did not obtain a reliable 

alpha (α= 0.483). The questions regarding perceived user-friendliness did also obtain a poor α 

(0.515), even though the value was poor this question is going to be analyzed in the 

hypothesis testing chapter due to the fact that this question is crucial for the study and the 

alpha was close to α 0.6. Even in this case, one question was adopted from Hsu et al. (2006, 

p. 10) and their α was 0.92. Those variables were still used, since it is crucial for our study 

and the questionnaire was content validity tested before it was sent to the respondents. The 

questionnaire was also pre-tested by eight respondents. The result from the content validity 

test and pre-test indicated that all of the questions were relevant and crucial for our study. 

Further, the variable compatibility reached a value of α 0.754 and relative advantage reached 

α 0.684. Both values were reliable and could further be analyzed in the hypothesis-testing 

chapter. The result of the entire calculated α is presented in figure 5.9 below. 

 
Item α 

Perceived user-friendliness 0.515 
Compatibility 0.754 
Relative advantage 0.684 
Intension of use 0.483 

Figure 5.9: Reliability test (Cronbach´s alpha) 
 

5.2.2 Validity test 

The importance of validity has been discussed in the methodology part. The construct 

validity test was performed in order to ensure that the data measured what was intent to be 

measured. This was done with a correlation test.  

 

The findings from the empirical investigation are presented in figure 5.10 and shows that all 

variables tested have a correlation value between 0 and 1, but less than 0.9. This means that 

the variables tested measures different things, as it was supposed to. Looking at the value of 

Pearson correlation for each item in order to see this fact. Figure 5.10 show that the most 

correlated variables is relative advantage and intention of use (Pearson correlation= 0.633) 

and the variables that correlate least are relative advantage and compatibility (Pearson 

correlation= 0.249). The variables intention of use and compatibility had a correlation value 

between (Pearson correlation= 0.361), perceived user-friendliness and relative advantage did 

also have a correlation value in between (Pearson correlation= 0.325). Intention of use and 
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perceived user-friendliness did also have a correlation (Pearson correlation= 0.307). All 

correlations can be trusted since the significance level is 0.000 for all. These results indicate 

that the survey measured what was supposed, which means that the measures are valid. 

 

Correlation Perceived user-
friendliness 

Compatibility Relative 
advantage 

Intention of use 

Pearson 
Correlation 

1       Perceived 
user-
friendliness  Sig. (2-tailed)         

Pearson 
Correlation 

.446 1     Compatibility 

Sig. (2-tailed) .000       
Pearson 
Correlation 

.325 .249 1   Relative 
advantage 

Sig. (2-tailed) .000 .000     
Pearson 
Correlation 

.307 .361 .633 1 Intention of 
use 

Sig. (2-tailed) .000 .000 .000   
Figure 5.10: Pearson Correlation (** Correlation is significant at the 0.01 level (2-tailed)) 

 

5.3 Hypothesis testing 

Previous section determined the reliability and validity of the results from the empirical 

investigation. The next step is to test the hypotheses stated in chapter three. Therefore a 

regression analysis was performed. The independent variables perceived user-friendliness, 

compatibility and relative advantage were tested in relationship to the dependent variable 

intention of use. The findings indicate if the hypothesis is supported or not supported.   

 

The figure 5.11 below shows the strength of association. Were the values of B are between 0 

and 1, were 0 means no impact at all and 1 stands for totally impact or association (Hair et al. 

2006). 

 

Coefficient (B) Range Strength of Association Variable 
0.90-0.99 Near perfect   
0.07-0.89 Very strong   
0.50-0.69 Substantial to very strong  
0.30-0.49 Moderate to substantial Relative advantage  
0.10-0.29 Low to moderate Compatibility 
0.01-0.09 Trivial Perceived user-friendliness 

Figure 5.11: Strength of coefficients (De Vaus, 2002)  
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Figure 5.12 summarizes the B values and significance from the regression analysis. 
  Unstandardized 

Coefficients 
    

Variables        B Sig. Hypothesis status 

Perceived user-
friendliness 

0.040 0.540 Not supported 

Compatibility 0.222 0.000 Accepted 

Relative advantage 0.482 0.000 Accepted 

Figure 5.12: Unstandardized coefficients (B) 
 

The first hypothesis (H1) predicted that an increase in the perceived user-friendliness (PUF) 

in mobile search has a positive affect on the intention of using this technology and received a 

B value of 0.040. Meaning that if the user-friendliness increase from a 4 to a 5, the intention 

of use mobile search increases with 4%. However, the significance has a value greater than 

0.05 (0.540), meaning that we cannot be sure that this is true. Therefore this hypothesis was 

not supported. 

 

The second hypothesis (H2) proposed that an increase in compatibility (CO) in mobile search 

has a positive affect on the intention of using this technology. The values testify that an 

increase from a 4 to a 5 the intention of use mobile search will increase with 22.2% 

depending on compatibility (B= 0.222). This can be trusted since the significance value was 

strong and therefore this hypothesis was supported. 

 

The third hypothesis (H3) predicted that an increase in relative advantages (RA) in mobile 

search has a positive affect on the intention of using this technology. The B value shows that 

the intention of use mobile search will increase with 48.2% (B= 0.482) if the relative 

advantage increases from a 3 to a 4. This hypothesis was also supported since the 

significance level was strong. 
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5.3.2 Adjusted R-square  

Once the hypotheses were tested the value of the adjusted R-square (R2) was calculated. The 

findings are that the perceived user-friendliness, compatibility and relative advantage 

together influence the intention of use mobile search with 44.1% (R2 = 0.441). This is 

displayed in figure 5.13 below.  

 

Model R R Square Adjusted R Square  
1 0.668a 0.446 0.441 

Figure 5.13: Adjusted R Square 
a. Predictors: (Constant: IOU), RA, CO, PUF. 

 

5.4 Summary of analysis and result 

In this chapter, a presentation of the collected empirical data was presented. Initially, the 

descriptive findings were presented followed by reliability and validity test. Then, the 

hypotheses that were stated in chapter three were tested and the results were demonstrated. 

The next coming chapter discuss the conclusions and implications that could be drawn out of 

this investigation.  



	
  
59	
  

6    Conclusions and implications 

	
  
In this study it has been discussed that mobile search is a marketing communication tool that 

connects companies directly with customers; on the customers’ own permissions. In this 

chapter the findings from the analysis and result chapter are discussed together with the 

theoretical framework. The hypotheses, theoretical and practical implications and limitations 

of the study are also presented. Finally some suggestions for further research and concluding 

remarks are drawn.  

 

6.1 Discussions 

This study was based on an analysis of 339 students within generation C. The aim with the 

study was to determinate the populations demand and interest in mobile search, in order to 

establish how companies should adopt their marketing strategies towards the mobile search 

market. It was essential for the study to gather information about what functions and 

characteristics that is of importance for the population in order to use this technology. The 

total participants (397) in this study showed a high degree of use the technology mobile 

search (90.9%), which indicate that companies have a potential to reach a large majority of 

the population by being visible on the mobile search engines. 

 

The respondents were asked to judge different characteristics in mobile search. The study 

predicted that it is essential for companies having websites optimized to be optimal for both 

the search engines and the users. The findings revealed that a large majority  (94,4%) think 

that it is important that search through smartphones is quick. This confirm previous research 

that testifies that quickness of great importance for users of web sites (Armstrong et al. 2009) 

Characteristics that the participants perceive as important are that relevant websites appear on 

the search engines first page. The most of the participants (48.4%) do only visit the first page 

in the result list, which indicate that it is of importance for companies being visible on the 

search engines first page. This is in line with previous research (Sen, 2005; Yalcin and Köse, 

2010). The third most important characteristic was design and this is in line with previous 

research (Armstrong et al. 2009; Jones et al. 2003). For some respondents it is also important 

not to download huge volumes of data and that it should be easy to write suitable keywords. 

Figure 6.1 shows the different characteristics summarized in order of importance. First 

column shows how many of the participant that did agree or strongly agree regarding 
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different characteristics and the second column shows how the participants answered when 

asked to choose the most important characteristics. 

 
Characteristics Agreed/strongly agreed 

in each characteristics 
Most important 
characteristics 

Importance of quickness (PUF1) 94.4% 43.7% 
Importance of relevant results on first page 
(PUFF9, PUFF11) 

48.4% 32.2% 

Importance screen size (PUFF1, PUFF11) 37.1%  
Importance of nearby locations (PUFF2, PUFF11) 35.1%  
Importance of design (PUFF11)  10.6% 
Importance of not download (PUFF11)  8% 
Importance of suitable keywords (PUFF11)  5.6% 

Figure 6.1: Importance of characteristics  

 

Further, the participants were asked to consider the importance of different functions in 

mobile search. The findings were that it is of importance that the descriptive text under the 

result in the search engine list is informative and appealing. Therefore, companies should put 

effort in this description text, since it is a very important function for the users. Further, 

companies should be aware of that one of the most important information to be clearly visible 

in the search engine list is the description about the company’s products/services. Other 

important facts are opening hours, map/road description and click-to-call function. Functions 

that did not be highlighted in this survey were nearby location and that the web site should be 

adapted to the size of the mobile screen. Some of the participants did also think that ratings 

and reviews were the most important factors to be visible, but overall it was of least 

importance. Even though, the participants in this study was neutral, previous research has 

shown that user of mobile search want customized search results and get frustrated if 

websites are not adapted to the mobile screen size (Jones et al. 2003; Feng et al. 2011). The 

figure 6.2 on next page shows how the population answered the question regarding the 

functions. First column shows how many of the participant that were positive in the questions 

regarding PUFF1-9 and the second column shows how the division was between the various 

functions and what function that what was perceived as most important, in order.  
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Figure 6.2: Importance of functions  

 

Furthermore, some guidelines for why managers and their companies should invest in the 

mobile search engine market are discussed. First, mobile search makes it possible for users to 

purchase products/services directly in the smartphone, independent on location, which in turn 

encourages impulse buyers. The findings revealed that almost 27% have purchased directly in 

their smartphones. Second, the study has shown that mobile search is perceived as a tool that 

facilitating the population’s everyday life. This since almost 75% did think that mobile search 

enhance their daily life. Therefore, if a company’s mobile search service is not satisfying for 

users, a potential customer might get lost, since they may get frustrated and disappointed and 

visit another companies website instead. This investigation did also revealed that mobile 

search is a tool that the population has intention to use in the future. Almost 70% of the 

population did think that their use of mobile search would increase in the future. These 

findings testify that this is a growing market, worth to invest in. 

 

6.2 Discussion of hypothesis testing 

The aim of this study was to test the research model in chapter three. This chapter provides a 

discussion around the results of the hypothesis testing. The results are that two out of the 

three hypotheses were supported and consequently one was not supported. The finding from 

each hypothesis is discussed in the following section.  

 

6.2.1 Hypothesis 1: User-friendliness 

H1 An increase in the user-friendliness in mobile search has a positive affect on the intention 

of using this technology 

 

In this study, the hypothesis regarding user-friendliness was constructed in order to realize 

what factors the population think is of importance when searching on search engines with 

Functions Agreed/strongly 
agreed in each 

functions 

Most important 
functions 

Importance of description text (PUFF8) 72.6%  
Importance of product and service info (PUFF7, PUFF10) 43.3% 39.8% 
Importance of opening hours (PUFF4, PUFF10) 72.4% 29.2% 
Importance of map/road description (PUFF6, PUFF10) 45.1% 15.3% 
Importance of click-to-call (PUFF3, PUFF10) 43.6% 12,4% 
Importance of ratings/ reviews (PUFF5, PUFF10) 23.6% 2,9% 
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their smartphones. This hypothesis was not supported, meaning that it is not determined that 

the user-friendliness has a positive affect of intension of use. The potential reason for 

hypothesis not being supported might be the fact that the items used in the questionnaire were 

not clearly related to each other. The items tested different factors of user-friendliness and the 

participant seemed to have different preference of what is of importance for them. Previous 

research has shown that perceived user-friendliness should have a positive affect of intention 

of use a certain technology (Rogers, 1995; Tung et al. 2008). Although, user-friendliness 

might not be as important as relative advantages and compatibility, however it might have a 

positive affect in intention of use mobile search and should therefore not be ignored in mobile 

search. Additionally, since a majority in this study use mobile search on the go it is of 

importance that the technology is adapted for those users in order make it easier for them to 

find what they desire.  

 

However, the user-friendliness variable was also tested by asked how important different 

factors regarding user-friendliness were for the population. Since, the majority of the 

participants in this study thought that none of the factors tested in the questionnaire regarding 

user-friendliness were unnecessary (except ratings and reviews, UC5). This indicates that 

user-friendliness is of importance for the population when user mobile search. 

 

6.2.2 Hypothesis 2: Compatibility 

H2 An increase in compatibility in mobile search has a positive affect on the intention of 

using this technology 

 

The second hypothesis was supported, meaning that if the compatibility increases it has a 

positive affect on the intention of use mobile search. The questions asked concerned if mobile 

search facilitate the everyday life and if it facilitate search on the go. The findings is strength 

by previous research saying that people are connected, mobile and on the go and therefore 

people have a demand of searching on their smartphones. Therefore, if companies do not 

adapt their websites to this new marketing channel the potential customers might not feel 

compatible with the company. Additionally, they might not even visit the website, since it 

does not seem to have attractive information visible in the search engine hit list. A 

consequence of this might be that the customers choose another result in the hit list visit 

competitors’ websites instead.  
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The fact that compatibility has a positive affect on intention of use this technology is also 

supported in previous research. Hsu et al. (2006) stated that compatibility has a significant 

impact on intention of use an innovation and this research showed that this is an important 

element in motivation users to use a certain technology. Since this hypothesis was supported 

in this study it is of importance for companies to adapt their websites for mobile search in 

order to be consistence with the users values, needs and lifestyle.  

 

6.2.3 Hypothesis 3: Relative advantage 

H3 An increase in relative advantages in mobile search has a positive affect on the intention 

of using this technology 

 

The third and last hypothesis concerned the relative advantages with mobile search and this 

hypothesis was supported. The finding is that the relative advantage has the largest impact on 

the intention of use, out of the three variables tested. The users feel that mobile search is 

satisfying the same needs as personal computer. Therefore, it is of great importance for 

companies to make sure that their websites are as well adapted to the smartphone as to the 

traditional computer. Due to the fact that the relative advantage have a positive affect on the 

intention of use it is important to remember that these two variable correlate in the same 

direction even on the other way around. Meaning that if the relative advantage with mobile 

search decrease, it has a negative affect in the intention of use.  

 

The fact that relative advantages has a positive influence of adaption and intention of use a 

new technology has support in previous research. Which, has consistently showed that 

relative advantages has a clear positive relationship the intention of use an innovation (Teo 

and Pok, 2003). Rogers (1995) means that relative advantage is one of the most important 

predictors when it comes to adopt a technology. This indicates that users are concerned about 

the functionality and usefulness of mobile search. Additionally, it important for companies to 

ensure the value for customers and also extolling the benefits of mobile search compared 

with a personal computer for instance. 

  

6.3 Implications 

This session presents the implications out of this bachelor thesis. Initially, theoretical and 

research focused implications are presented. Thereafter the practical implications generated 

by this study are discussed and summarized in a marketing strategy model.   
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6.3.1 Implications for theory  

In the following part the value gained in terms of theoretical knowledge is discussed. In this 

thesis the understanding of the new phenomena mobile search has been developed. The 

empirical investigation was based on existing theories and the main theoretical implications 

that resulted from this study are presented in this session.   

 

Initially, the results from this study have strengthened the arguments for why companies 

should adopt to mobile search as a new marketing communication tool, since it is related to 

their competitive advantages. It was found in this study that the higher compatibility and 

relative advantage the user feels when perform a mobile search, the higher the intention of 

use will become. Meaning that companies that are satisfying current and potential customers 

that are searching with their smartphones may reach competitive advantages, in terms of 

customers coming in contact with them through mobile search. This investigation also 

confirms previous research stated that mobile search facilitate the users everyday life and 

facilitates search on the go. 

 

Second, this study generated in a clear view of how companies should adopt their marketing 

strategy towards mobile search, by dig deeper into what characteristics and functions users 

desires. Consequently, new theoretical knowledge was developed. The findings were that the 

most important characteristics to focus upon from a customer point of view are quickness, 

and relevance. This is in line with previous research showing that several users gives a site 

two seconds to get the information they desire, if it take more time, the user will leave and try 

somewhere else. Further, it is important to keep in mind that user-friendliness does not have 

necessarily a universal definition and are perceived differently from one user to another. 

 

Third, the most important functions and information to be visible in the hit list on search 

engines are an appealing description text, information about products/services, opening 

hours, map/ road description, click-to-call and finally ratings and reviews. These aspects 

contribute to the body of knowledge in the field and helps marketing managers in their 

decision making of what characteristics, functions and information to focus upon when 

develop their mobile search engine marketing strategy.  

 

Finally, the theories regarding the increase use of mobile search was strengthening by the 

sample used in this investigation, were the majority think that their use of mobile search will 
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increase in the future. Moreover, it is no longer sufficient only to use search engine marketing 

adopted to traditional searches on desktops, since it tend to be replaced by mobile search in 

the future. Consequently, it is suggested to integrate mobile search engine strategies into 

companies marketing strategies even more in the future.  

 

6.3.2 Implications for managers 

This bachelor thesis did also contribute with valuable knowledge in practice, to managers. 

The implications to managers may generate in valuable benefits of how to integrate mobile 

search engine strategies into companies marketing strategies. This thesis did also touch upon 

reasoning for why it is of importance for companies to adapt to this new marketing channel, 

for instance in order to be more competitive and successful. In the following part a marketing 

strategy plan for managers to embrace is presented.  

 

Step 1. Choose differentiation as generic strategy 

The first step for a manager to consider when developing a mobile search engine marketing 

strategy is to choose the most suitable of the three generic strategies mentioned in chapter 

two. In this case, it is most likely the differentiation or differentiation focused strategy. This 

since searching through smartphones is free, from the customers’ point of view. The 

differentiation is reached by having a unique competency in the company. This unique 

competency is usually about ensuring the quality in the service, in order to provide customers 

with benefits and values. 

 

Step 2. Identify activities to create value for customers 

Once the generic strategy is stated the next step to consider is the value creation process. 

Value creation is about retaining customers and it is crucial that the customers are satisfied, 

since a satisfied customer may buy again and they might also spread good words about the 

company. It is also these customers that potentially turn into loyal customers, which are 

usually the most profitable ones. Value chains can help the company reach competitive 

advantage, by identify the different activities within and around the organization. When 

identifying these activities managers might get help in understanding where the company 

should put more effort in order to provide more value for the customers. A provider of a 

mobile search service should put effort in all activities in the value chain and put the main 

effort into the marketing and sales activities. In order to control where the users get 

awareness of the service and where they are able to use it. Operations is also a part of the 
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value chain which concerns the final service offering, this part is also important for a mobile 

search provider to consider. A manager should also focus in the service activities, which 

improve and maintain the value of the mobile search service. 

 

Step 3. Be technologically up to date 

As a third step companies have to be flexible for changes and able to respond immediately to 

changes on the market in order to stay competitive. In the today’s society it is of great 

importance for companies making sure that their websites are quick, effective, up to date, 

easy and useful. It is also found that a website should have a fresh and attractive design, 

together with relevant and effective content. For companies satisfying these expectations 

from the customer point of view, their websites should be optimized in order to optimally 

show the users the most important information about the company. 

 

Step 4. Make use of search engine marketing 

Once a manager have analyzed previous steps and configure their websites it is time making 

sure that customers are able to find the website when searching on search engines. This since 

80% of Internet users goes through search engines when wanting to find information about 

products/services. The aim with search engine marketing is to generate more visitors and 

potential customers to the company’s website, by making the website being placed on the top 

of the hit lists.  

 

First, managers have two main options when wanting to be visible on search engines, either 

by search engine optimization or with use of paid placements. Search engine optimizations 

are the most effective way to be recognized by a large number of users and has became the 

most important and effective communication tool. Search engine optimization makes it 

possible for the company being listed above its competitors and is preferred before paid 

placements since users tend to ignore these paid links.  

 

Second, when embrace search engine optimization it is important that the website of the 

company have appropriate keywords on their website and that a modification of the website 

code have been successfully performed. This should be done by for instance modify the title 

tag, meta tag, heading tag, links and other areas of the webpage. This can ensure the desired 

placement and lead to increased visibility, traffic and visitors to the webpage.  
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Step 5. Increase compatibility in mobile search 

After identified and embraced previous steps the compatibility of the mobile service is the 

next area to be analyzed in order to create value for the users. Compatibility is a key aspect in 

marketing and is about if a product/service is consistent with a users lifestyle, for instance 

their needs, value and earlier experience. It is even in this step important to satisfy the 

customers and create values for them. Mobile search has the ability to offer customized 

search results and it is therefore important for companies to adapt their sites for location-

based search. Meaning that companies should utilize this ability by optimizing the GPS 

function on their website.   

 

Moreover, companies who have females as their target group should be aware of the fact that 

females do not want to download a huge volume of data. On the other hand, males do not 

perceive this as important as females. If wanting to target males it is important for companies 

that relevant websites are listed on the first page of hit lists. Both females and males perceive 

the product/service information as the most important function to be clearly visible in the 

search engine hit list and quickness as the most important characteristic. Therefore this 

should be of high priority when designing the mobile site.   

 

Step 6. Improve relative advantages in mobile search  

After analyzed the compatibility in mobile search the next step is to analyze the relative 

advantage with this technology in order to create value for the users. This is one of the most 

important factors to make users using mobile search. A customer turns satisfied if an 

experience of a product/service is equal or exceeds the customers’ expectations. Some users 

think that mobile search is satisfying the same needs as computer searches. Since users are 

concerned about the functionality and usefulness of mobile search it is important for 

companies to ensure extolling the benefits of mobile search. Given that, it is crucial that the 

users perceives that mobile search has advantages so that they want to embrace and use the 

technology.  

 

When comparing search performed with computers with mobile search the findings about the 

users is that a user are more likely to use shorter entries because of the limitations in input 

within mobile search. Managers should evaluate their keywords on their websites out of this 

fact. They should also adapt the design of the website to the limits screen on the smartphone, 

since users are also less likely to scroll past the first results in hit lists, willing to click on 
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search results, less likely to carry out multiple queries per session and willing to spend more 

amount of time going through the search results before choosing a link. Therefore the 

information visible in the search engine hit list is also of great importance to be appealing to 

the users. The findings in this study is that the relative advantage was the variable with the 

largest effect on the intention of use mobile search and should therefore be in focus when 

designing mobile websites.  

 

Step 7. Improve user-friendliness in mobile search 

Managers should consider the user-friendliness aspect within mobile search when 

incorporating mobile search into the their websites. A manager cannot change the small size 

of a smartphone, but it can be mastered by adapt their websites information, structure etc. 

Having useful information about the website in the description text on search engines is the 

most important fact when wanting users to visit the company’s website. Additionally, 

managers have to make sure that information about products/services and prices is clearly 

visible in the search engine list. Other information is opening hours, map/ road description 

and a click-to-call function. Further, users dislike scrolling and download huge volume of 

data to their smartphones and ratings and reviews is of least importance being presented. 

Therefore managers should make sure that these functions are used and correctly prioritized. 

 

In figure 6.3 below the most important information the users desires to be visible in the 

search engine on smartphones are ranked and presented.  

 
Number Function 

1 Description text  

2 Product and service information 

3 Opening hours 

4 Map/ road description 

5 Click-to-call function 

6 Ratings /reviews 

Figure 6.3: Most important functions in mobile search 
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Figure 6.4 below summarizes the marketing strategy in seven steps for managers to embrace.  

 

 
 

 

Figure 6.4: Mobile search engine marketing strategy 

 

Mobile search engine  
marketing strategy 

Choose the differentiation strategy: 
*  Broad target scope 
* Narrow target scope 

Identify value activities 

Be technologically up to date 

Make use of search engine marketing 

Increase compatibility in 
 mobile search 

Improve relative advantages  
in mobile search 

Improve user-friendliness 
 in mobile search 
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6.4 Limitations of the study 

During the whole project the authors have strive trying to fulfill the aspect that was aimed to 

be investigated and tried to minimize errors of non investigation. No study is perfect or 

faultless, and by that saying not even this one. Therefore the next coming session present the 

limitations occurred during the study.   

 

Although the questionnaire was sent to 13 594 potential respondents, only 397 participated in 

the survey, resulting in a low response rate. A possible reason for this low response rate 

might be the fact that many other questionnaires were sent to the students’ e-mails during the 

same time. Another reason might be that it was found that the e-mail list was not updated and 

some students has already been graduated from school and therefore their e-mails had been 

excluded out of the system. However, 397 respondents were close to our aim of 450 

respondents and therefore the data collected was judged as satisfying.   

 

Even thought the questionnaire was based on a strong theoretical base and the hypothesis was 

based on the research model in chapter three, some errors encountered. When start analyzing 

the collected data some problems occurred, problems that prevented us to fulfill some steps in 

the statistical analysis. The questions regarding usefulness were stated with a very wide 

spread, resulting in an impossibility to perform reliability test, correlation test or regression 

test. Therefore this item asked regarding usefulness was fairly used further in the research 

procedure.   

 

Another limitation of the study encountered when the Cronbach alpha value in the reliability 

test was calculated. The finding was that two variables did have a poor value. The reason for 

this to happened was presumably that some questions was composed for this specific 

investigation, and had not been included in previous research. There was also too few items 

asked for every variable. The variables were still used in the study. 
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6.5 Further research 

In this section some suggestions for further research are presented, since this study could be a 

base for further investigations in this area.  

 

First, the findings in this investigation are collected with a quantitative research approach 

with the aim of estimate why and how companies should adopt to the mobile search engine 

market. A recommendation for further investigations is to dig deeper into the users 

preferences with use of a qualitative research approach, to gain this deeper understanding of 

the users preferences.  

 

Second, a recommendation for further research is to investigate other characteristics and 

functions in mobile search that was not tested in this study. This by letting the users shares 

their own interests and ideas in a qualitative research. 

 

Third, it is recommended for further research to take the next step in this area and investigate 

in how the users desire the website to be. In this study only the information about the website 

visible in the search engine list was investigated, not very much about how the actual website 

should look like. It would be interesting to gain an deeper understanding of what the 

customer want after they past the search engine and clicked in on the webpage and also get an 

understanding of why they chose to visit the website. This may be performed with the same 

variable that was used in this study. 

 

Fourth, it is also suggested that in further researches use questions that has already been 

proven, in order to avoid getting poor values when analyzing the collected data. In addition, it 

would be of interest for further research to try to use other items in the variable of user-

friendliness in order to see if this variable could be supported. 

 

6.6 Concluding Remarks 

Even though mobile search is a new phenomenon this study generated in an advantageous 

insight of why and how companies should adapt their marketing strategy to the mobile search 

engine market. This study did also gain new theoretical knowledge in this subject by 

investigate in what characteristics and functions users desire when performing these mobile 

searches. Further, this study provided guidelines for managers to succeed in this new mobile 

market. 
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Appendix A: Questionnaire (Swedish) 

 
Ditt mobila sök beteende 

Ringa in det alternativ som stämmer bäst in på dig. 
 
 
1. Använder du dig av en smartphone? 
 
O Ja 
O Nej 
 
2. Använder du dig av Internet dagligen? 
 
O Ja 
O Nej 
 
3. Använder du dig av sök via mobilen (exempelvis genom Google, Eniro osv.)? 
 
O Ja 
O Nej 
 
 
Nedan finner du ett exempel på ett mobilt sök, tillsammans med en träfflista. Detta för att du lättare ska förstå de 

termer och funktioner som berörs i enkäten. I bilden till höger finner du exempel på klick funktioner i träfflistan, 

t ex ”ring”, ”karta” och ”mer info”.  
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Läs igenom påståendena noggrant och gör en cirkel runt de 
alternativ som stämmer bäst in på dig. Alternativen är rankade 
från 1-5 (1= Tar helt och hållet avstånd, 2= Tar delvis avstånd, 
3= Vet inte/har ingen åsikt, 4= Håller delvis med, 5= Håller helt 
och hållet med) 
 

 
Tar helt och                    Håller helt och 
hållet avstånd                hållet med 

4. Det är viktigt för mig att ett sök via mobilen går snabbt. 
(PUF1) 
 

1          2            3            4            5 

5. Jag upplever att den information jag söker är enkel att hitta via 
mobila sök. (PUF2) 
 

1          2            3            4            5 

6. Jag tycker att det är viktigt att all information är synlig på 
mobilens skärm (utan att skrolla). (PUFF1) 

1          2            3            4            5 

7. För mig är det viktigt att resultatet på sökmotorerna 
presenterar närliggande platser (butiker, restauranger m.m.). 
(PUFF2) 
 

1          2            3            4            5 

8. För mig är det viktigt att resultatet på sökmotorerna 
presenterar en klicka-för-att-ringa (click-to-call) funktion i 
träfflistan.  PUFF3) 
 

1          2            3            4            5 

9. För mig är det viktigt att resultatet på sökmotorerna 
presenterar öppettider i träfflistan. (PUFF4) 
 

1          2            3            4            5 

10. För mig är det viktigt att resultatet på sökmotorerna 
presenterar omdömen i träfflistan. (PUFF5) 

1          2            3            4            5 

11. För mig är det viktigt att resultatet på sökmotorerna 
presenterar vägbeskrivning/ karta i träfflistan. (PUFF6) 
 

1          2            3            4            5 

12. För mig är det viktigt att resultatet på sökmotorerna 
presenterar produkter/ tjänster i träfflistan.  (PUFF7) 
 

1          2            3            4            5 

13. Beskrivningen/informationen som finns under varje resultat i 
träfflistan påverkar vilken webbsida jag klickar in på. (PUFF8) 
 

1          2            3            4            5 

14. Jag besöker endast de webbsidor som syns på sökmotorernas 
förstasida. (PUFF9) 
 

1          2            3            4            5 

15. Jag upplever att mobila sök underlättar min vardag. (CO1) 
 

1          2            3            4            5 

16. Jag uppskattar att mobila sök gör det enklare för mig att hitta 
information vart jag än befinner mig. (CO2) 
 

1          2            3            4            5 

17. Jag upplever att mobila sök tillfredsställer samma behov som 
sök via dator. (RA1) 
 

1          2            3            4            5 

18. Jag föredrar att söka via mobilen trots att jag har tillgång till 
dator.  (RA2) 

1          2            3            4            5 

19. Jag använder mig av mobila sök som ett förstahandsval vid 
sök av information. (IOU1) 
 

1          2            3            4            5 

20. Jag tror att mitt användande av mobila sök kommer att öka i 
framtiden. (IOU2) 
 

1          2            3            4            5 
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21. Den viktigaste informationen jag önskar ska synas tydligt vid ett mobilt sök är: (PUFF10) 
 
O Klicka för att ringa (click-to-call) funktion 
O Vägbeskrivning/ karta 
O Produkt/ tjänsteinformation  
O Öppettider 
O Omdömen 
 
22. De egenskaper jag anser vara viktigast vid sök via mobilen: (PUFF11) 
 
O Snabbhet 
O Relevanta webbsidor på sökmotorns förstasida 
O Designen (anpassad till mobilens skärm mm.)  
O Inte behöva ladda ner data 
O Enkelheten att skriva passande sökord (t.ex. genom förslag på relaterade sökord som kommer upp 
automatiskt). 

 
23. Jag har använt mobila sök för att hitta platser och sedan besökt platsen i verkligheten t.ex. 
restaurang, bio, butik eller hotell. (PU1) 
 
O Ja 
O Nej 
24. Jag har använt mobila sök som ett verktyg för att hitta en produkt/tjänst och sedan köpt den/det i en 
verklig butik. (PU2) 
 
O Ja 
O Nej 
25. Jag har handlat en produkt/tjänst direkt i mobilen genom ett mobilt sök. (PU3) 
 
O Ja 
O Nej 
26. Kön 
 
O Kvinna 
O Man 
27. Hur gammal är du? 
 
O 15-19 
O 20-24 
O 25-29  
O 30-äldre 
28. Nationalitet 
 
O Svensk 
O Annan nationalitet 
29. I vilken typ av storlek på samhälle/ort/stad är du uppväxt? (alternativen visar antal invånare) 
 
O > 5000 
O < 5001 
O < 10000  
O < 25000 
O < 50000 
O < 100000 
O < 500000 
O < 1000000 
 
 
Stort tack för din medverkan! 
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Appendix B: Questionnaire (English) 
 

Your mobile search behavior 

Put a circle around the alternative that suits you the most.  

 
1. Do you use a smartphone?  
 
O Yes 
O No 
 
2. Do you use the Internet daily?  
 
O Yes 
O No 
 
3. Do you use to search on the Internet through a smartphone (for example on Google, Eniro etc.)? 

O Yes 
O No 
 
Down below an example of a mobile search is shown together with a search engine list. The picture is shown to 

get a better understanding of the different terms and functions that is mentioned in the survey. The picture 

illustrates an example of a “click-to-call” function, a “map” and “more information”.  
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 Read the instructions carefully and make a circle around 

the option that best applies on you. The alternatives are 
ranked from 1-5 (1= Strongly disagree, 3=neutral, 
5=strongly agree) 
 

 
 
 
Strongly disagree              Strongly agree  

4. It is important for me that a search on a smartphone is 
quick. (PUF1) 
 

1          2            3            4            5 

5.   I perceive that the information I search for in a 
smartphone is easy to find. (PUF2)  
 

1          2            3            4            5 

6. I think it is important that all information is visible on 
the mobile screen (without scrolling). (PUFF1) 
 

1          2            3            4            5 

7. It is important for me that the results on the search 
engine list present nearby places (stores, restaurants etc.). 
(PUFF2) 
 

1          2            3            4            5 

8. It is important for me that the results on the search 
engine list present a “click-to-call” function. (PUFF3) 
 

1          2            3            4            5 

9. It is important for me that the result on the search 
engine list present opening hours. (PUFF4) 
 

1          2            3            4            5 

10. It is important for me that the result on the search 
engine list present ratings/reviews. (PUFF5) 
 

1          2            3            4            5 

11. It is important for me that the result on the search 
engine list present map/street view. (PUFF6) 

1          2            3            4            5 

12. It is important for me that the result on the search 
engine list present product/service. (PUFF7) 
 

1          2            3            4            5 

13.  The content under each of the result in the hit list 
determinate which website I visit. (PUFF8) 

1          2            3            4            5 

14. In accordance to my experience I only visit the 
websites on the first result page. (PUFF9) 
 

1          2            3            4            5 

15. I perceive that mobile search facilitate my everyday 
life. (CO1) 
 

1          2            3            4            5 

16. I estimate that mobile search makes it easier for me to 
find information wherever I am. (CO2) 
 

1          2            3            4            5 

17. I perceive that mobile search is satisfying the same 
needs as searching with a computer. (RA1) 
 

1          2            3            4            5 

18. I prefer mobile search even if I have access to a 
computer. (RA2) 
 

1          2            3            4            5 

19 I use mobile search as my primary option when 
searching for information. (IOU1) 
 

1          2            3            4            5 

20. I think that my use of mobile search will increase in 
the future. (IOU2) 
 

1          2            3            4            5 
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21. The most important information that I think should be visible with a mobile search is  
(rank from 1-6, 1= the most important information): (PUFF10) 
 
O Click-to-call function 
O Map 
O Product/ service information 
O Opening hours 
O Ratings/ reviews 
 
22. The characteristics that I think is the most important when searching with smartphones is  
(rank from 1-5, 1= the most important information): (PUFF11) 
 
O Quickness  
O Relevant webpages on the search engines first pages.  
O Design (adopted to the limited screen of the smartphone)  
O No download of data 
O Easiness to write suitable keywords (E.g. to get suggestions of related keywords) 
 
23. I have used mobile search to find places and after visit the places in real life for example a 
restaurant, cinema, store or hotel. (PU1) 
O Yes 
O No 
 
24. I have used mobile search as a tool to find a product/service and later on bought this item in a 
physical store. (PU2) 
O Yes 
O No 
 
25. I have bought a product/service directly with the smartphone through a mobile search. (PU3) 
O Yes 
O No 
 
26. Gender 
O Female 
O Male 
 
27. How old are you? 
O 15-19 
O 20-24 
O 25-29  
O 30-older 
 
28. Nationality 
O Swedish 
O Other nationality 
 
29. In what size of community/town/city were you growing up? (the alternatives show the number of 
inhabitants) 
O > 5000 
O < 5001 
O < 10000  
O < 25000 
O < 50000 
O < 100000 
O < 500000 
O < 1000000 
 
 
Thank you for your participation! 
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Appendix C: Cover letter (Swedish version) 
 
 
 
Hej käre deltagare, 

 

Mobilen används allt mer som ett verktyg för att hitta information av olika slag, framförallt när man vill hitta 

något snabbt. Därför är det extra viktigt att webbsidor är lätta att hitta och att den enkelt ger dig den 

information du behöver. 

 

Vi är tre marknadsföringsstudenter från Linnéuniversitetet som skriver vår kandidatuppsats om vad du som 

användare efterfrågar när du söker via sökmotorer (såsom Google, Eniro, Yahoo m.m.) i mobilen.  Dina åsikter 

är viktiga för oss och för att få företag att anpassa sina webbsidor så att de uppfyller dina önskemål. Företag som 

säljer mobilanpassade tjänster kommer att ta del av resultatet av denna studie. Enkäten innehåller omkring 25 

frågor och tar cirka fem minuter att fylla i. Du kommer självklart att vara anonym.  

 

Du startar enkäten genom att klicka på länken nedan. 

http://www.keysurvey.com/survey/425019/6df0/ 

 

Stort tack för din hjälp! 

 

Vid eventuella frågor eller funderingar är du varmt välkommen att kontakta oss. 

Ellinor Hansen: ehaql09@lnu.se, 0735 348895 

Linnea Johansson: ljoxa09@lnu.se, 0768 010278 

Louise Bäcke: lbacl09@lnu.se, 0704 040631 

 

Ekonomihögskolan vid Linnéuniversitet i Växjö, VT- 2012 

Examinator: Dr. Pejvak Oghazi 

Handledare: Dr. Hooshang Beheshti 
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Appendix D: Cover letter (English version) 
 

Dear participant, 

 

The mobile phone is more often used as a tool to find different kinds of information, in particular when you want 

to find the information quick. Therefore, it is of big importance that it is easy to find the websites that you 

desire.  

 

We are three marketing students from the Linnaeus University that are writing our bachelor thesis about what 

you, as a consumer, demand when you are searching on a search engine (e.g. Google, Eniro, Yahoo etc.) in the 

mobile phone.  Your opinions are important for us, since your opinions could make it possible for companies to 

adapt their websites so it fits your desire. Companies that are selling mobile adapted services are going to take 

advantages from this investigation. The survey containing 25 questions and it takes approximately 5 minutes to 

fill in. You will of course be anonymous.  

 

Thank you for all your help! 

 

Click on the link below to start the questionnaire: 

http://www.keysurvey.com/survey/425019/6df0/ 

 

 

If you have any questions please contact us:  

Ellinor Hansen: ehaql09@lnu.se, 0735 348895 

Linnea Johansson: ljoxa09@lnu.se, 0768 010278 

Louise Bäcke: lbacl09@lnu.se, 0704 040631 

 

The school of economic, Linnaeus University in Växjö, spring -2012 

Examiner: Dr. Pejvak Oghazi 

Supervisor: Dr. Hooshang Beheshti 
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Appendix E: Definition of abbreviations 
 
PUF= perceives user-friendliness  
PUFF= perceived user-friendliness factors 
CO= compatibility  
RA= relative advantage  
PU= perceived usefulness  
IOU= intention of use  
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Appendix F: Perceived user-friendliness factors 
 
 

 
          PUFF11 

 
          PUFF10 
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Appendix G: Differences and relationships 
 
 
 

The most important 
characteristic in mobile search 

Female Male Age between 20-24  Age between 25-29 

Quickness 87 61 116 32 
Relevant websites on the first page 54 55 76 33 
Design (adopted to the size of the 
small size) 

22 14 29 7 

Not to download a huge volume of 
data 

24 3 23 4 

Get suggestions of keywords 
automatically 

13 6 13 6 

Total amount of respondents 200 139 257 82 
The most important function of 
mobile search 

Female Male  Age between 20-24  Age between 25-29 

Click-to-call 25 17 32 10 
Map/ road description 29 23 31 21 
Product/ service information 78 57 107 28 
Opening hours 64 36 80 20 
Ratings/ reviews 4 6 7 3 
Total amount of respondents 200 139 257 82 

Differences and relationships concerning which characteristic and function the genders and different ages 
perceive as the most important (PUF3, UC10) 
 

The most important 
characteristic in 
mobile search 

Swedish 
nationality 

Non Swedish 
nationality 

Grown up in a small 
city (more than 25 
000) 

Growing up in a huge 
city (more than 26 
000) 

Quickness 141 7 82 68 
Relevant websites on 
the first page 

107 2 55 72 

Design (adopted to the 
size of the small size) 

35 1 29 16 

Not to download a 
huge volume of data 

24 3 13 14 

Get suggestions of 
keywords 
automatically 

18 1 14 5 

Total amount of 
respondents 

325 14 184 155 

The most important 
function of mobile 
search 

Swedish 
nationality 

Non Swedish 
nationality 

Grown up in a small 
city (more than 25 
000) 

Growing up in a huge 
city (more than 26 
000) 

Click-to-call 41 1 16 26 
Map/ road description 50 2 24 28 
Product/ service 
information 

128 7 73 76 

Opening hours 96 4 50 36 
Ratings/ reviews 10 0 7 3 
Total amount of 
respondents 

325 14 184 155 

Differences and relationships concerning which characteristic and function the different nationalities and size 
of growing up city perceive as the most important (PUF3, UC10) 
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