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CHAPTER 1: INTRODUCTION AND RESEARCH OUTLINE

 This chapter composes of the purpose of study, research background, problem statement,   
research question and literature review.

1.1 Introduction
 The mobile phone market has become a key area for economic growth and development of 
industrialized nations over the last recent years. This is a result of intense competition and high 
technical progress in this sector. It can be seen that mobile phones have become an integral part of 
human daily life and personal communication across the globe (Karjaluoto et al., 2005). In order to 
retain customers and attract more potentials, it is very essential for the organizations to have a better 
understanding about purchasing behavior.. There are many factors that need to be taken into 
consideration when investigating the mobile phone decision buying process with national culture 
identified as one of the most important determinants of choice when purchasing products or 
services (Ng et al, 2007).
  Mobile phone market in Thailand and Sweden are continously  increasing in number of 
penetration growth rate. The mobile phone market has become a main communication as well as the 
key area for economic growth and also development of industries to state in appendix A. For this 
reason it's become a competition in mobile phone industry with high technical progress that  mobile 
phones have become an integral part of human daily life and personal communication across the 
globe (Karjaluoto et al., 2005). Mobile phone industry aspect, the company would like to retain 
customers and increase more potential customer by understand better in their purchasing and 
consumption behavior. There are many factors that need to be taken into consideration when 
investigating the mobile phone decision buying process with national culture identified as one of 
the most important determinants of choice when purchasing products or services (Ng et al, 2007). 
 Hofvenschiold (2003) points out that the development of an individual’s value and beliefs are 
shaped by  the cultural dimension. Moreover, the formulating strategy  is important through 
organization as understanding in cultural difference which related to mobile phone business 
(Munson and McIntyre, 1979).
! At present, mobile phone becomes the important item in routine life for human and has 
shifted from ‘technological object’ to be a key  ‘social object’ (Srivastava, 2005). The 
communication with the other persons is the basic purpose of purchasing mobile phone. 
Nevertheless,  facilitating family and friends coordination and intensifying social interaction are the 
important factors to use a mobile phone (Urry, 2007). Katz and Aakhus (2002) stated that mobile 
phone is the important tool to create embedded relationship and in order to communicate with 
others.
 The purchase of mobile phone becomes a less critical reason for modes of communication 
and rather about social and psychological needs as well as show the personal self-image (Ling, 
2004). According to Castells et al., (2007, p.85), “obtaining a mobile phone is a milestone that 
indicates success, not only financially but also culturally in term of the integration within society”. 
The collective of family obtains identified through the use of mobile phone. Therefore, Marquardt 
(1999) stated that the mobile phone can affect social relationship and this is discriminate of 
communities. Likewise, Shield (1996) shows that the convenience of transfer information also 
effects on the face to face communities. The neglect of face to face communities has changed the 
way to interaction with family and friends. The less “face to face” has increased the frequency  of 
interaction between friends, family and mobile phone user. It is possible to show that mobile phone 
tend to activat the collectivism.



 Culture is the one of important factors that can influence an individual’s interaction with a 
product or service and purchasing behavior (Kotler and Armstrong, 1999). Williams et al., (1998) 
has a point of views as managerial to suggest that the eveluation and understanding of consumer 
and culture are required for sucess and revenue growth in international business. Hence, the 
comparison of across cultural of mobile phone purchasing pattern are critical for marketer in order 
to satisfy custimer needs and service expectation. Moreover, an understanding of difference culture 
can be provide an opportunity more effective to target customers. Additional, the background of 
mobile phone industry including mobile phone market share and penetration rate can be found in 
appendix A.

1.2 Problem Statement
 Accoeding to Xin (2006), “Mobile phones as a communication technology fits into culture 
rather than imposes on a culture”. Therefore, the culture are impact on the purchasing of mobile 
phones. The different culture in the world will effect to the consumer behavior in each country in 
order to purchasing a product. As described in the introduction, there is cultural dimension 
theoretical presented as national culture in the international business.
 The expansion of mobile phone industry that  can impose the problem for user, since the 
mobile phone is the global product including of function and design, however consumers have not 
the same concerned. Not many mobile phone users are using mobile phone more than 
communication device such as a fashion accessory. Marketer should be concern in the consumer 
insight because people in different culture will different usability concerned as well. 
 Regarding to our selection of two national cultures where are Sweden and Thailand, there 
are the rapidly  expansion of mobile phone industry as stated on appendix A. There are differently in 
cultural that provide an insight to the overview of East and West cultural. Moreover, there are the 
same increasing of mobile phone penetration growth rate. Thus, we are interesting in these 
countries to study  about the different culture can be impact on the consumer behavior and 
purchasing mobile phone.      

1.3 Purpose of study
 The main purpose of this study  is to explore the impact national culture has on mobile phone 
buyer behavior of Thai and Swedish consumers and more specifically, whether cultural differences 
can account for differences in consumers’ appreciation of marketing factors.
 The main reasonable to selection of Thai and Swedish are the rapidly of expansion in mobile 
phone industry and increasing in penetration growth rate in both countries. Therefore, these reasons  
are very densely competition market for mobile phone company to retain existing customers and 
acquire new customers. 

 We address this purpose by theoretically examining two research questions to develop specific 
hypothesis as following: 

•What are the key cultural attribute can be influence mobile phone purchasing between Thai 
and Swedish consumers?
•What are the most important  buying decision factors for Thai and Swedish consumer to 
purchasing mobile phone?
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1.4 Literature Reviews
 The literature review supports the thesis title and describes the overall of preliminary  paper.  
We use the keywords to search the potential journal in order to answer the problem statement about 
cultural different can be impact to the potential of purchasing mobile phone or not. The keywords 
are described from the following; the impact of culture, Mobile phone consumption and consumer 
behavior. For the literature that we found show by the following

1.4.1 Cultural Attribute 
 For related to our research questions about What are the key cultural attribute can be 
influence mobile phone purchasing between Thai and Swedish consumers?, we found that how 
cultural can impact to consumer behavior. The conceptual framework is mainly developed from the 
conceptualization presented from related researches.
 The first literature “Impact of Culture on Mobile Phone Purchasing: A Comparison between 
Thai and British Consumers” written by Collins Catherine (2009). This literature show the content 
of cultural different can be impact to the different decision on purchasing mobile phone. Moreover 
we can know that the different in culture can lead to consumers concern different in factor of 
buying decision. The theoretical that we found in this research is about Hofstede’s cultural 
dimension theory. This theory  is the best way that can compare the different behavior between 2 
countries. Another theory is Warshaw’s Purchase Intention Model theory, they point out that culture 
can be effect to consumer behavior. Therefore this literature has more valuable for us to support our 
first research question.
 The second literature, “Asta Salmi and Elmira Sharafutdinova, Topic: “Culture and design 
in emerging markets: the case of mobile phones in Russia” written by Asta Salmi and Elmira 
Sharafutdinova (2008). The study shows that the general features (high power distance, femininity, 
high uncertainty  avoidance and Individualism) characterizing culture affect preferred mobile phone 
design. Long-term values are seen, for example, in family orientation, which affects the use of 
mobile phones. Changing cultural and socio-economic features are seen in the strict division of 
consumers into distinct segments. Current aspects of society, such as high level of street crime, are 
apparent in the desired features of products. The emerging Russian markets seem to consist of very 
different consumer groups and simultaneously represent both old and new cultural features and 
norms.(Asta Salmi, Elmira Sharafutdinova,2008) Hence, in our point of view we found that this 
literature can be support our paper that show the factor of culture of power distance and 
individulism are the key attribute to compare consumer behavior in different culture.
 The third literature, "The Impact of Culture on the Adoption of High Technology Products", 
Asia Pacific Journal of Marketing and Logistics” written by Sue Slowikowski, Denise G. Jarratt 
(1996). This literature is investigate about the culture come into view the important component in 
consumer behavior which impact to the adoption of high technology product. This literature  
valuable for marketers to understanding consumer insight. This will support our statement that 
culture can be effect to adoption of high technology  product  including of mobile phone. Therefore, 
we can use this literature to show that culture is an important role in high technology products.

1.4.2 Buying Decision Factors
 There are two literatures on buying decision factors which has been used in this study. The 
first literature, “Consumer’s Decision Making” written by Verena Veneeva (2006). Verena stated 
that an individual desire and need are determined by culture which could act as the most 
fundamental factor. Culture can be understood as the group of intangible concepts (belief, attitudes, 
and behaviour pattern) and tangible item (tools, products,price,promotion.) participated by people 
of society and transmitted over generations. Moreover, In passive view suggests that consumers are 
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irrational and impulsive as they are submissive to self-centered interests of marketers and got 
influenced by marketing tools such as product, price, promotion, service, brand image and social 
acceptance (Verena, 2006). For this we can use this literature to support our secound research 
question of What are the most important buying decision factors for Thai and Swedish consumer to 
purchasing mobile phone? The secound literature, “The Role of Cultural Differences in the Product 
and Promotion Adaptation Strategy :A L’Oreal Paris Case Study” written by Lauranne Fina,Tytti 
Luc, Emillie Venezia. This literature is to investigate for adaptation strategy  different in Asia and 
Europe for product and promotion considering the influence of culture on the consumer 
behaviour.The result of study show that  culture is important part of marketing because it  influences 
the consumers’ wants and needs. In culture diversity creates the consumer behaviour diversity  as it 
can be noticed in Asia where the culture and the behaviours are very  different than in Europe. 
Moreover, this literature show about the promotion is the importance stategy that Asian and 
Europian concern in different way. Thus, the L’Oréal Paris adaptation strategy in the Asian zone is a 
mix between standardization and adaptation. In its adaptation strategy, the firm considers some 
elements of the consumer behaviour therefore of the culture. To conclude, the cultural differences 
may influence the make-up products and promotion adaptation strategy.
 After review the literature we found that all literature concentrated on the identification of 
culture and buying decision factor. Even though many of researchers have tried to test about the 
different culture can be impact to the consumer behavior.Culture is captured as the essential abstract 
in order to deal with customers from different  cultural backgrounds and its is necessary for mobile 
phone retailers to understand if they want to survive in competitive influential markets. They act as 
tools that help marketers to investigate cross cultural differences in individual behavior. Thus, 
cultural values are the fundamental factors for marketers that need to be taken into account when 
investigating the mobile phone buying decision process. Moreover, the last literature point out that 
in culture different create the consumer behavior also different, promotion is the importance 
strategy that Asian and European concern in different way. So, marketer should be do some 
adaptation of promotion in Asia market.
 As the study the we know that the Hofstede theory can be main factor for evaluate the culture 
different for sociocultural Environment and buying decision factor such as promotion, price, 
product quality can help marketer for firm’s marketing efforts in their customers.

Tabel 1.1: Summary of literature reviews on The impact of culture toward Mobile phone 
consumption and consumer behavior.

The Key Factor from 
Literature

Author/Topic Research 
design/data 

collection and 
sample frame

Sample 
size

Result of the study Source

-Hoftade theory
-Warshaw’s model 
(Culture can be effect to 
consumer behaivor)

Collins, Catherine / 
“Impact of Culture on 
Mobile Phone 
Purchasing: A 
Comparison between 
Thai and British 
Consumers”

- Online 
questionnaire 
Distribution

70 
consumers 
in Thailand 
and 70 
consumers 
in British

-An understanding of the 
different cultural dimensions on 
buyer behaviours will assist 
managers in the management of 
customer decision support 
systems.

http://
www.ecis2009.it/
papers/
ecis2009-0515.p
df
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The Key Factor from 
Literature

Author/Topic Research 
design/data 

collection and 
sample frame

Sample 
size

Result of the study Source

Power distance

Individualism

Asta Salmi, Elmira 

Sharafutdinova, / 

“Culture and design in 

emerging markets: the 

case of mobile phones 

in Russia”

-Interview - 22 
Russian 
experts

-they show the  culture affected 
by the high power distance, 
feminity, high uncertainty 
avoidance. Hence, in our point of 
view that can be use this 
literature to support our paper 
that show the factor of culture 
can be effect to consumer in the 
market.

h t t p : / /

e p . b i b . m d h . s e :

2 0 8 6 /

j o u r n a l s . h t m ?

issn=0885-8624&

volume=23&issue

=6&articleid=173

7920
Buying decision factor

-product, price, 

promotion, service, 

brand image and social 

acceptance.

Ve r e n a Ve n e e v a , 
“Consumer’s Decision 
Making”

General 
review

 T h i s w e c a n k n o w t h a t 
consumers are irrational  and 
impulsive as they  are submissive 
to self-centered interests of 
marketers and got influenced by 
marketing tools such as product, 
price, promotion, service, brand 
image and social acceptance.

h t t p : / /

searchwarp.com/

swa74139.htm

- culture is an important 

role in high technology 

products.

Sue Slowikowski, 

Denise G. Jarratt, 

(1996) "The Impact of 

Culture on the 

Adoption of High 

Technology Products", 

Asia Pacific Journal of 

Marketing and 

Logistics,

General 
review

- This literature is about the

This literature is about the culture 

come into view the important 

componant in consumer behavior 

which is investigate the impact to 

the adoption of high technology 

product. Therefore, we can use 

this literature as to show that 

culture is an important role in 

high technology products.

h t t p : / /

e p . b i b . m d h . s e :

2 0 8 6 /

j o u r n a l s . h t m ?

issn=1355-5855&

volume=8&issue=

3&articleid=1654

751

-Adaptation of 

promotion strategy is the 

firm considers of the 

consumer behavior 

therefore of the culture.

Lauranne Fina,Tytti 
Luc, Emillie Venezia, 
The Role of Cultural 
Differences in the 
Product and Promotion 
Adaptation Strategy :A 
L’Oreal Paris Case 
Study

General 
review

The promotion is importance 

marketing tools to use adapt for 

differnt countries. Moreover, this 

literature show about the 

promotion is the importance 

strategy that Asian and European 

concern in different way.

h t t p : / /

www.essays .se /

e s s a y /

4104b349e9/

Source : Authors
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CHAPTER 2: THEORETICAL REVIEW
 This chapter describes the general overview of culture, consumer behavior 
emphasize on purchasing behavior, Hofstede’s dimensions, Schwartz’s cultural value and 
critically reviews the cultural dimension of individualism/collectivism, power distance and 
cultural values of power, achievement, hedonism and self-direction. 
 In this part includes the conceptual framework to describe the overview and 
hypothesis of the thesis paper. 

  
2.1 Warshaw’s Purchase Intention Model
 Warshaw’s Purchase Intention Model is a framework that  aims to secription and predict the 
purchase decision across variety of products. According to Abdul-Gader and Kozar (1995), 
Warshaw’s Purchase Intention Model states that the motivational and non-motivational factors can 
be influence purchase intention and can be defined motivation factors as the willingness of 
individual to complete the purchase behavior. 

Figure 2.1: Warshaw’s Purchase Intention Model
Source: Abdul-Gader and Kozar, (1995)

Referring to figure 2.1, motivational factors consists of one’s own actual need and own 
longing. Conversely, none-motivation factors consists of accessibility  and affordability as the main 
determines which are impact on the ability to purchase. 
 For marketing comunications, the buying decision factors are the main factor that marketer 
should concern. According to Donthu et al., (1998), the product and service quality expectations 
can be observed by  cultural traits. Furthermore, Roth (1995) found that the services that emphasize 
on a variety and hedonistic experiences that can generate value to an individualist society. 
Additionally, the research conducted by Vrechopoulos et al., (2002) discovered that the price of a 
mobile phone has significant affects on social interaction and an individual’s status. Strabub et al., 
1997 found that high power distance and collectivist societies would reject the communication 
media which do not support the social pressures. Referring to the research of Lee (2000), subjective 
cultures tend to influence the buying intention of consumers. Further, the research from Choi et al., 
(2005) showed that functionality design and feature images are highly positively correlated with 



cultural characteristics of the users. Similarity, Hsieh’s (2004) study on brand purchasing behaviour 
indicated that brand images are influenced by cultural characteristics. Whilst, Page (2005) stated 
that promotional appeals have played an important role for international business practice.  
 Therefore, the factors of buying intention, social acceptance, service, brand image, price, 
feature appearance/image, promotion and product quality were selected as they are relevant when 
buying a mobile phone. Furthermore, these eight variables were used ass the criterion to identify 
whether there is a difference between Thai and Swedish consumers when purchasing mobile 
phones.

2.2 Culture and Consumer Behavior
 According to Schiffman and Kanuk (1997), culture has more powerfult to influence 
consumer behavior, lifestyle, motivation and purchase decision. Winsted (1997) indicated that the 
way to use of consumer and evaluate to product or service are influenced by culture. Therefore, the 
different of consumer needs determine that lead to market to focus on influence of culture.
 Suh and Kwon (2002) stated that research of culture in consumer behavior can be impact 
and  provide the effiecnt lead to target consumer, originate new product and service, proces channel 
and advertisement. The culture is reflecting in consumers purchase a range of product and services 
(Blackwell el al., 2001).

2.3 Cultural Dimension : Greet Hofstede 
 Hofstede’s cultural dimension are famous to use by management group and also in the 
academic that about cross cultural in order to understand in different national culture. Most of 
studies such as global brand strategies, ethical decision making and advertising, there are also have 
been applied Hofstede’s frame work.
 Greet Hofstede (1980) developed a model of national culture based on a survey of IBM 
middle management over fifty countries around the world. After a research about employee’s 
preferences in term of management style and the way employees behave in the work situation, 
Hofstede (1980) identified five key cultural dimensions namely; Power Distance, Uncertainty 
Avoidance, Individualism/Collectivism, Masculinity / Femininity and Long Term/Short Term 
orientation.  
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Table 2.1: Hofstede Cultural Dimensions 
Dimensions Content

Power Distance The degree of inequality among people within a society. 

Uncertainty Avoidance 
The member of a cultural feel endangered by uncertain, 
ambiguous, risk or undefined situations 

Individualism vs. Collectivism I’ consciousness vs. ‘we’ consciousness

Masculinity  vs. Femininity The sex role characteristics or attitude or norm or perception

Long – Term Orientation 
The extent to which a society exhibits a pragmatic, future-
oriented perspective rather than a conventional historic or 
short-term perspective

Sources: Hofstede (1991)
Figure 2.2: Cultural Scores between Thailand and Sweden
Sources: Hofstede, 2011 

2.3.1 Power distance between Thailand and Sweden.
 The power distance is the extent to which the less powerful member of company and 
institutional acceptable. This will represent the inequality  of power in each countries that define 
from below not from above. In the societies, the level of inequalities is endorsed by  follower than 
leader.(Hofstede, 2011) According to Figure 2.2, Thai societies with a score of 64 implies that they 
have much larger power distance than Sweden which has a score only 28. This information will be 
show about there is a huge distance between social classes in Thailand, whilst Sweden are has a low 
level of inequality of power distance. So, we can know that relative Thai culture is more acceptable 
in different or distance in societal inequities.On the other hand Sweden also has a little for accepted 
in the societal inequalities. From the results, it is logical to suggest that there is higher impact  from 
inequalities on purchasing behavior in Thailand than in Sweden.

2.3.2 Individualism / Collectivism between Thailand and Sweden.
 The individualism is opposite side of collectivism that is about the degree to which individual 
are integrated among group. On the collectivist side, its determined about societies that people are 
integrated into strong, cohesive in-group and extend family.(Hofstede, 2011)
 Individualism refers to society  where the ties between individual are very  loose. People in this 
group concern in themselves and only family primary. In a culture that is high on individualism, 
they  would emphasize on individual initiative and achievement. Hence, an individual’s uniqueness 
and distinction from others might be dominant within society.(Hofstede, 2011)
 In Figure 2.2 suggest that Thailand emphasis is on a collectivism society, but  Sweden seem to 
have a strong belief in individuality. 

2.3.3 Masculinity / Femininity between Thailand and Sweden.
 Masculinity and Felinity refer to the distribution of role between the gender which is another 
fundamental issue for any society to which a range of solution are found.(Hofstede, 2011) Male 
socialization has a greater emphasis on self-reliance, competitiveness, assertiveness, ambition, and 
high earnings. Moreover, men are more likely to be the leader. Conversely, socialization of women 
emphasizes nurturance, responsibility helping others, putting relationships with people before 
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money, and minding the quality of life (Drogendijk and Slangen, 2006). 
 High masculine societies indicate that there is a large role differentiation between males and 
females. On the contrary, low masculinity cultures mean that the societies have low levels of 
differentiation and discrimination between genders. Both males and females are allowed to share 
their ideas as equal (Hofstede,2011). According to figure 2.2, Sweden have a low score (5) and 
Thailand (34) have relatively high than Sweden which suggest  that the role and power of Thai male 
tends to have more power than the Swedish male.

2.3.4 Uncertainty Avoidance between Thailand and Sweden.
 According to Hofstede (2011), the uncertainty avoidance deal with society's tolerance for 
uncertainly and ambiguity. This will indicate that what extent members in culture have feel either 
uncomfortable or comfortable in unstructured situation. Such unstructured situation can be 
surprises, unplanned situations, etc. Countries that have a high rank of uncertainty avoidance tend to 
have low tolerance for uncertainty  and ambiguity. Hence, people from the low scores of uncertainty 
avoidance are more likely  to take risks, while the high scores tend to be more conservative 
(Duanmu J. and Geppert M., 2007).
 The uncertainty avoidance score indicates that Thai societies tend to have low levels of 
tolerance for uncertainty  and ambiguity. Therefore, Thai consumers are more likely  to be safe from 
some risk action than Swedish consumers. For example, Thai consumers might purchase mobile 
phone for security reasons.

2.3.5 Long –Term Oriented between Thailand and Sweden.
 Long term Orientation refers to the “stands for the fostering of virtues oriented towards future 
rewards, in particular perseverance and thrift”.(Hofstede,2011) This dimension has been added after 
the other four dimensions which came from Chinese culture. Form the Hofstede’s research, the 
High Long-Term Orientation ranking implies that country subscribes to the values of long term 
commitments, acceptance of change and respect for tradition. On the other hand, the Low Long –
Term Orientation ranking indicates the country does not attend with traditional perspective.
(Hofstede,2011) According to Hofstede (2001), long –term oriented cultures are particularly found 
in East Asia but short –term orientation are found in Western culture this same as the figure 2.2 
show that Thailand has a long–term oriented culture than the Sweden.

2.4 Hofstede dimension and mobile phone purchasing
 According above information we can found that the cultural differences are seen as especially 
important toward the ways consumers evaluate products and services. In this research, the power 
distance and individualism dimensions are going to be considered. According to Hofstede (2001), 
these two cultural dimensions are identified as the interest variable. From the graph it can be seen 
that there is a strong negative relationship between power distance and individualism. Regarding 
the correlations of two dimensions, power distance and individualism have been adopted by many 
researchers. Thailand is low on the individualism and high on the power distance. On the other 
hand, the Sweden is low on the power distance side but much higher on the Individualism 
dimension.
 In terms of individualisms and collectivisms we can know that high degrees of individualism 
probably  believe in the value of independence and self-actualization. Additionally, Muk’s (2007) 
research about consumer’s adoption acceptance of SMS advertising via mobile phone and found 
that consumers in an individualist  culture are exclusively based on individual considerations. 
Meanwhile, collectivist consumer’s intentions are affected by social norms and attitudinal factors. 
 According to Hofstede’s model can be hypothesized in relation to the affect of consumer 
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behavior. So, it  is possible that we will apply model for investigating the mobile phone purchasing 
behavior. Mobile phones can be seen as the most powerful example of products that  can determine 
the difference between collectivism and individualism in term of purchasing behavior.  Therefore, 
Hofstede dimensions seem to be a useful and valuable tool for examining the purchasing behavior 
in the today’s market. 

2.5 Conceptual Frameworks

 

Figure 2.3: Conceptual Frameworks
Source: Authors

 According to Fisher (2004, p.102), conceptual framework is “formed of patterns of concepts 
and their interconnections”. The difference between literatures reviews and theoretical reviews were 
explained in the previous section. This section will explain the conceptual framework which could 
answer the following:
· Does the key cultural attribute by Hofstede’s theory  can be influence mobile phone 

purchasing between Thai and Swedish consumers?
· What are the most important buying decision factors for Thai and Swedish consumer to 

purchasing mobile phone? 
 As in Figure 2.3 displays two possible parts which can effect mobile phone purchasing decision. First part 
shows the purchasing decision factor toward mobile phone that  has various factors to influence 
consumer decision. The second part has shows the Hofstede’s Cultural Dimension which are the 
key cultural attribute. The first and second parts are related and will be influence toward purchasing 
decision of mobile phone but in different culture will be get the result in the differentiate. 
 As the above which are the key cultural attribute and buying decision factors, we would like 
to determine both in Thailand and Sweden. The hypothesis examined on the study of the Hofstede’s 
dimensions and buying decision factors. The hypothesis can be stated as following:
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Hypothesis 1: “There is a significant difference between Thai and Swedish consumers when 
purchasing a mobile phone.”
 This hypothesis is detemining and evaluating the differences in national culture impact on the 
consumer buyer behavior when purchasing a mobile phone. 

Hypothesis 2: “There is a significant difference between Thai and Swedish consumers in term of 
Hofstede’s cultural dimension (Individualism/Collectivism and power distance)” 
 The second hypothesis are related to the first research question in order to 
determine and compare the key cultural attribute that influence mobile phone buying 

Hypothesis 3: “There is a significant relationship between culture element (Hofstede’s cultural 
dimension) and mobile phone buying decision factor.”
 The Third hypothesis are related to the second research question in order to determine and 
compare key cultural attributes and develop a framework that will assist  a marketing when 
addressing culture sensitive market.
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CHAPTER 3: METHODOLOGY

 In this chapter, we will discuss the research methodology that is used for the 
purpose and hypothesis formulating. It consists of the research process, sampling method, 
reliability of the research, data collection method and detailed of questionnaire design.

3.1 Method of data collection
 Data collection has two main sources in order to gather information which are 
primary data and secondary data. First, primary  data is collected for a specific research 
purpose (Wright and Crimp, 2000). Next, secondary  data is obtained via the relevant 
literature and information which have been collected from electronic journal, textbooks, 
academic journal and website. The secondary data can be save more cost and time. In this 
part, we will describe the source and the method that we will use for this research.

3.1.1 Literature Review
 In this research use literatures that retrieved from the electronic databases such as 
Emerald and Google Scholar. The keywords for the search are cultural, consumer behavior, 
mobile phone consumption, national culture,  across culture, multi national, impact of culture, the 
effect of different cultural, impact of mobile phone usage, mobile phone. Furthermore, we have to 
use the library at  Mälardalen  University  as one of the sources in order to check out the books to 
search and reach the relevant theories to support the research.

3.1.2. Empirical Data
! There are several ways to collect empirical data such as interview, group  interview and 
questionnaires. For this research, we use questionnaire as the method in order to obtain the 
primary data. The questionnaire design in order to investigate the consumer behavior of 
mobile phone buyer both in Thailand and Sweden. We decide to use questionnaire because 
we cannot emphasize on only  the specific group or personal, then we use the questionnaire 
to collect the data to avoid the bias in some group. 

Primary Data
! As the distance problem to collect the data from the Thai consumer such as location 
and time zone. So, we will deliver our questionnaire by e-mail and the respondents will 
send it back to our e-mail. We also use e-mail as a tools to deliver and collect the data 
from Swedish respondents as well. 
 After we get the answer e-mail from respondents, we will analyze based on our 
literature review and theoretical.

Secondary Data
 The main source of secondary  data are document, online materials, online journals 
and useful website. We also searching to document such as the report of mobile phone 
company both in Thailand and Sweden, press release and search engine in order to update 
and search the useful information to be support our research.
 
3.2 Questionnaire Design
 The questionnaire is the one method and important instrument in order to collecting 
the primary data. It is a very  helpful and proven appliance for researcher. The design of 
questionnaire have an effect on the reliability and validity  of response rate (Cresswell, 



1998). This research will create a questionnaire that  consists of eleven questions and can 
be divided into four parts. 

1. Demographics and Screening Section (Question 1-8)
 The first part  is about the demographic and screening section which is to gather the 
demographic data such as nationality, age, gender and the mobile phone purchasing 
experience of respondent. It  aims to screen the samples to identify whether the 
respondents are Thai or Swedish who own a mobile phone or not. This part can be save 
time and resources on analysis on invalid samples.

2. Hofstede’s Dimension of Individualism and Collectivism and Power Distance (Question 
9-10)

 This part focus on individualism/collectivism and power distance dimensions. There 
aims to identify whether significant different in culture effect on the purchasing mobile 
phone between Thai and Swedish consumers. Furthermore, there adopts in order to analyze 
to which extent values of individualism/collectivism (Question 9.1-9.6) and power 
distance (Question 10.1-10.6) that influence Thai and Swedish consumers when 
purchasing a mobile phone.
 This part use the five-point Likert type of scale to measured on this part. The five-
point Likert scale are Strongly Agree=5, Agree=4, Neutral=3, Disagree=2, and Strongly 
Disagree=1.
 For the individualism/collectivism measurement, score of less than 3 can be signify  
that respondent can be a high individualist. On the other hand, score more than 3 can be 
signify that respondent can be high collectivist and score at 3 can be neutrality. For the 
power distance measurement, score of less than 3 may indicate a high power distance 
association. Nevertheless, score more than 3 can indicate low power distance society and 
score at 3 present as neutrality.

3. Mobile phone buying decision factor (Question 11)
 This part is about mobile phone buying decision factor. The five Likert of scale is 
used which ranged from Strongly Agree to Strongly Disagree. The index was used in this 
part indicate the important quality for select  the mobile phone This research choose  a 
total of eight choices that is more appropriate to be use as evident.

3.2.1 Measurement of Questionnaire
 The five-point Likert type scale ranged from ‘Strongly agree to Strongly disagree’ 
and this method of measurement will be use in question 9 to 11. The respondents are 
asking to respond on a five-point Likert scale in order to comparison of the difference in 
Hofstede dimension and mobile phone buying decision factor. 
 According to Richardson and Smith’s research (2007), a five-point Likert scale was 
create based on study from the cross culture choice behavior of two nationalities. 
Therefore, it can be argue this method may appropriate for this study.  

3.3 Reliability
 According to Ghauri et al., (1995), reliability  is the degree to which measure are the 
free from error. The reliability  of research measures using the Crobach alpha coefficient 
which shows the level of inters-item consistency. Pallant (2007) stated that the scale can 
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be consider reliable when the Cronbach Alpha’s value is above 0.7. 
 Therefore, the consistency alphas meet the acceptance reliable at 0.790 which is 
this scales can be implied to use for this research as reliable that shows in Figure 3.1. The 
full of test reliability statistic for this research can be found in appendix C.    

Reliability StatisticsReliability Statistics

Cronbach's Alpha N of Items

.701 20

Scale StatisticsScale StatisticsScale StatisticsScale Statistics

Mean Variance Std. Deviation N of Items

70.56 46.119 6.791 20

Figure 3.1: The reliability Statistics for the research
Source:Authors

3.4 Validity
 According to Saunders et al., (2003), validity can be investigate from a number of 
different perspectives including construct validity, content validity, face validity and 
criteria related. Sullivan et al., (2001) stated that proposed the validity  will be occurred 
when the measurement is reliable. Therefore, the reliability and validity shod be a positive 
relationship in order to indicate perfect validity and reliability.

3.5 Sample Size
 Chrisnall (2001) stated that sample size is an essential to create the representation 
of sample for generalization will provide the usefulness for the researcher to meet the 
objectives. In this research, due to the limit of time we select the sample size at 140 
respondents from launch 300 questionnaires by divide in 150 Thai and 150 Swedish and 
select only valid respondents at 70 Thais and 70 Swedish respondents.

3.6 Sampling Design

 Sampling design is one of the most crucial part of conducting research. Nargundkar 
(2006) stated that the sampling method have two mains which are the probability and non-
propability. Further, Saunders et al., (2003) stated that the non-probability sampling might 
not be measured againt variability and bias. 
 Non-probability sampling method by using quota sampling can be conduct in this 
research. This research will be deliver the questionnaire to the target sample of 140 
respondents. The set of questionnaire is designed for 70 Thai respondents and 70 Swedish 
respondents. 
 The sampling units are both male and femal who have mobile phone. In this 
research will be emphasize on student because they are the group who use mobile phone 
and easy to find. 
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CHAPTER 4 : ANALYSIS

 In this chapter, we presents the analysis each hypothesis to be test through the 
SPSS program. This indicates interpretation of hyphothesis to get the result in order to use 
in the next chapter as discussion part. 

4.1 Descriptive Analysis
 As mentioned in the methodology  part, the response rate of this study should be at least 140 
respondents in order for the study  to be reliable. The questionnaire was distributed to 140 
respondents which consisted of 70 Thai and 70 Swedish, Most of them are students from Maradalen 
University  Tabel 5.1 shows the response rate percent which was 100 % (50 % Thai, 50% Swedish). 
The main respondents are students female, age between 26-35 years old, educationlevel on both 
bachelor and Master degree.
Table 4.1: Demographics of respondents

Demographics N=140N=140 Demographics N=140N=140
 Frequency      % Frequency      %
Nationality Education Level
Swedish 70 50.0 High School or Lower 1 0.7
Thai 70 50.0 Certificate/Diploma 11 7.9

Bachelor’s Degree 58 41.4
Gender Master’s Degree or Higher 70 50.0
Male 67 47.9
Female 73 52.1 Occupation

Student 93 66.4
Age Private Business Employee 32 22.9
16 – 25 years old 50 35.7 Own Business/ Entrepreneur 10 7.1
26 - 35 years old 86 61.4 Government office 4 2.9
36- 45 years old 3 2.1 Unemployed 1 0.7
above 45 years old 1 0.7

Table 4.2: Brand of Mobile Phone usage of  Respondents

Which brand of mobile phone your 
currently use?

 

N=140N=140Which brand of mobile phone your 
currently use?

 Frequency      %
Nokia 51 36.4
Apple iPhone 39 27.9
Blackberry 29 20.7
Sony Ericsson 7 5.0
Samsung 7 5.0
HTC 4 2.9
Motorola 1 0.7
LG 1 0.7
Other 1 0.7



 Table 4.2 indicates the mobile phone brand preference for Thai and Swedish respondents, 
That Nokia is the most used mobile phone by both Thai and Swedish by 36.4%. Subsequently, the 
respondents of another 2 main brand usage were iPhone (27.9%), BlackBerry (20.7%). Hence, it 
can be seen that Nokia is the dominant brand of mobile phone between Thai and Swedish 
respondents in this study.

4.2 Independent Sample T-test
 These hypotheses are tests using the independent sample t-test. The independent 
sample t-test is conduct in order to detemines and evaluates whether there is a significant 
difference between the mean scores of the two groups. The result indicates there is 
significant different when the p value in the sig. 2-tailed.
 Pallant (2007) states that the t-test is based on assumption that the first line of t-
tested is selected “Equal variances assumed” when Sig. value (Levene’s test) is greater 
than 0.05. Conversely, the second line of t-tested is selected “Equal variances not 
assumed” when Sig. value (Levene’s test) is equal or less than 0.05. The Sig. value (2-
tailed) is used in order to identify whether there is a significant difference between two 
groups. If the p-values (significant 2-tailed) is equal or less than 0.05 that means there is a 
different between two groups. Conversly, if the p-values (significant 2-tailed) is greater 
than 0.05 that means there is no difference between the two groups. Therefore, authors 
will use these to determine and evaluate the Hypothesis 1 and Hypothesis 2.
 !  !
Hypothesis 1 
Ho (null) : There is no difference between Thai and Swedish consumers when purchasing a mobile 
phone.”
H1 (alternative): “There is a difference between Thai and Swedish consumers when purchasing a 
mobile phone 

 This hypothesis is related to the second research question in order to determine and compare 
between Thai and Swedish consumers about which mobile phone decision factors that can be 
influence to purchasing mobile phone. 

Table 4.3 Independent  Sample t-test of Hypothesis 1

Mobile Phone Buying Decision Factors Mean (Swedish) Mean (Thai) Sig. 2-tailed

Intention to buy 4.6 4.0 1.589
Social acceptance 3.5 3.3 0.155
Services 3.5 4.1 5.867
Brand image 3.1 3.9 8.704
Price 3.5 4.1 1.130
Feature 3.5 4.3 9.483
Promotion 3.5 3.8 0.014*
Product Quality 4.7 4.6 0.303
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 The result of table 4.3 is “There is a difference between Thai and Swedish consumers when 
purchasing a mobile phone”. Promotion is the only one factor that indicates different between Thai 
and Swedish consumers which the Sig. 2-taled is less than 0.05. The full result of Independent  
Sample t-test of Hypothesis 1 states in appendix D.1.

 Therefore, Thai consumers can be influence to make a decision to purchase mobile phone by 
promotion while Swedish consumers will not concerned in promotion same as Thai consumers.

Hypothesis 2
Ho (null) : “There is no difference between Thai and Swedish consumers in term of Hofstede’s 
cultural dimension (Individualism/Collectivism and power  distance)”
H1 (alternative): “There is a difference between Thai and Swedish consumers in term of Hofstede’s 
cultural dimension (Individualism/Collectivism and power distance)”

 This hypothesis is related to the first research question in order to determine and compare 
the key cultural attribute in term of Hofstede’s cultural dimension that influence mobile phone 
buying. This hypothesis is focusing on the Collectivism/Individualism and Power Distance. 

Table 4.4 Independent  Sample t-test of Hypothesis 2
Mean 

(Swedish) Mean (Thai) Sig. 2-tailed

Hofstede 
Cultural 

Dimension

Collectivism / Individualism

Hofstede 
Cultural 

Dimension

Team Work 3.0 4.0 4.077

Hofstede 
Cultural 

Dimension

Being Accepted 3.2 3.1 0.822

Hofstede 
Cultural 

Dimension

Reference Group Influence 3.1 3.0 0.466

Hofstede 
Cultural 

Dimension

Group Opinion 2.8 3.3 0.002*

Hofstede 
Cultural 

Dimension

Family / Friend Discuss 4.0 3.4 0.000*
Hofstede 
Cultural 

Dimension

Increase Interaction 4.0 4.0 0.915Hofstede 
Cultural 

Dimension Power Distance

Hofstede 
Cultural 

Dimension
Prestige 2.4 3.5 1.714

Hofstede 
Cultural 

Dimension

Impress Other People 2.3 3.2 1.648

Hofstede 
Cultural 

Dimension

Successful 2.4 3.2 1.015

Hofstede 
Cultural 

Dimension

Present Argument 2.9 3.4 0.000*

Hofstede 
Cultural 

Dimension

Express Disagreement 4.0 4.0 0.737

Hofstede 
Cultural 

Dimension

Status 3.6 3.6 0.919

 This hypothesis indicates that there is a significant different between Thai and Swedish 
consumers in term of Collectivism/Individualism and Power distance. Collectivism perspective, 
Thai consumer’s aspect  found that Group opinion is the important factor to influence purchasing 
mobile phone. While, Swedish consumers can be influence to make decision to purchase mobile 
phone by Family/Friend discuss. Authors present the full SPSS output of table 4.4 in appendix D.
2.  
 Power distance perspective, the result shows the only  Present argument is found as the 
important variable for Thai consumers. Thai consumers will be purchasing follow their wants and 
they have power to make argument to support their need.

22



4.3 Correlation Analysis
 According to Sekaran (2003), Pearson Correlation is the degree of correlation (r) that is the 
way to assess how to levels of independent variable are associated with the dependent variable. 
Pallant (2007) stated that to interpret the degree of correlation (r) is determined as indicates in table 
4.5. Moreover, the positive and negative sign in front of the r value to determines the direction of 
the relationship between the two variables. Authors use table 4.5 as guidelines to interpret and 
evaluate the Hypothesis 3.  

Table 4.5: Guidelines for correlations by Cohen (1988)
r =  0.10 to 0.29 / r = -0.10 to -0.29 Weak

r =  0.30 to 0.49 / r = -0.30 to -0.49 Moderate

r =  0.50 to 1.0 / r = -0.50 to 1.0 Strong

Hypothesis 3
Ho (null): There is no relationship between culture element (Hofstede’s cultural dimension) and 
mobile phone buying decision factor. 
H1 (alternative): There is a relationship between culture element (Hofstede’s cultural dimension) 
and mobile phone buying decision factor.
 
 The third hypothesis is used Pearson correlation to calculate the relationship between the 
significant variable of Mobile Phone Buying Decision Factors which is “Promotion” and the 
significant variable of Hofstede’s cultural dimension which are “ Group opinion. Family/Friend 
discuss and Present argument”. Authors present the correlation in each significant different variable 
that get the result from the previous hypothesis in order to present in each national as indicates in 
table 4.6 and table 4.7. Moreover, the full table of peason correlation for Swedish and Thai 
respondents can be found in appendix E.1 and appendix E.2.   
 According to the result of Hypothesis 2, ‘Promotion’ is only one factor that indicates 
significant different between Thai and Swedish consumers. Therefore, table 4.6 indicates the 
correlation the significant different variable between culture element (Hofstede’s cultural 
dimension) and mobile phone buying decision factor for Swedish respondents.

Pearson Correlation - Swedish Respondents

Table 4.6: Pearson Correlation for Swedish Respondents

CorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelations

Promoti
on Prestige

Impress 
Other 
People

Success
ful

Present 
Argume

nts

Express 
Disagre
ement

Status Team 
Work

Being 
Accepte

d

Referen
ce 

Group 
Influenc

e

Group 
Opinion

Family 
/ Friend 
Discuss

Increase 
Interacti

on

Promotio
n

Pearson 

Correlatio

n

1 -.363** -.323** -.080 .008 -.112 -.026 .122 .011 -.125 -.065 .172 -.139

Promotio
n Sig. (2-

tailed)
.002 .006 .508 .949 .358 .829 .315 .930 .302 .595 .155 .253

Promotio
n

N 70 70 70 70 70 70 70 70 70 70 70 70 70
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**. Correlation is significant at the 0.01 level (2-tailed).

*. Correlation is significant at the 0.05 level (2-tailed).

 
 The result of table 4.6 indicates ‘Promotion’  and the culture element of Power distance 
‘Present Argument’ have a positive correlation with the low level by score at 0.008. In term of 
correlation between ‘Promotion’ and ‘Group opinion’ indicate negative relationship at the low score 
at -0.065. The last variable, ‘Promotion’ and ‘Family/Friend discuss’ have a positive relation in the 
weak level of relationship however it is the highest in these group. 
 In order to study from Swedish respondents to find out the result of which one can be 
influence Swedish consumers to purchasing mobile phone between ‘Group opinion’ and ‘Family/
Friend discuss’, we found that ‘Family/Friend discuss’ can be influence to Swedish consumers as 
well. We can presumption from the result that the marketer can be create ‘Promotion’ that can be 
appropriate and influence the Swedish consumers recommend to their family or friend to  make a 
purchasing. In term of Power distance, Swedish consumers have their own ability to make a 
decision to purchase. They  can be influence by ‘Promotion’ but it  will not enough when comparing 
with the ‘Family/Friend discuss’ to influence them.    
 On the other hand,  we found the interesting figure after we get the result from SPSS output 
which are ‘Prestige’ and ‘Impress other people’  (in the green circle). ‘Promotion’ also have a 
negative correlation with the culture element of Power distance ‘Prestige’ and ‘Impress other 
people’ at moderate level by score at -0.363 and -0.323. We can presumption from these result that 
Swedish consumer have negative perspective with the promotion when the marketer create the 
promotion to make them feel have more power when they buy this mobile phone or/and they  should 
to buy this mobile phone if they want other impress them.
Pearson Correlation - Thai Respondents

Table 4.7: Pearson Correlation for Thai Respondents

CorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelations

Promoti
on Prestige

Impress 
Other 
People

Success
ful

Present 
Argume

nts

Express 
Disagre
ement

Status Team 
Work

Being 
Accept

ed

Referen
ce 

Group 
Influen

ce

Group 
Opinio

n

Family 
/ Friend 
Discuss

Increase 
Interacti

on

Promotio
n

Pearson 

Correlatio

n

1 .090 .075 -.014 .040 -.178 -.024 -.053 .091 -.009 .026 .168 .021

Promotio
n Sig. (2-

tailed)
.460 .539 .906 .743 .140 .844 .660 .455 .943 .834 .163 .866

Promotio
n

N 70 70 70 70 70 70 70 70 70 70 70 70 70

**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).

*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).

 The result table 4.7 indicates all of the significant variable have a positive correlation 
between culture element (Hofstede’s cultural dimension) and mobile phone buying decision factor 
in term of Thai respondents. While the score in each variables are low level, thus ‘Group opinion’ at 
0.026, ‘Family/Friend Discuss’ at 0.168 and ‘Present Argument’ at 0.040. 
 It can be implied that cultural dimensions both in Individualism/Collectivism and Power 
distance affect to Thai consumers when purchasing a mobile phone at not high level. As the study 
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result can be assum that ‘Promotion’ can be influence toward to ‘Group  opinion’ and ‘Family/
Friend Discuss’, thus they can be influence to Thai consumers who willing to purchase a mobile 
phone. Power distance aspect, Thai consumers have their own ability to make a decision to 
purchase while the other relevant variable can be additional factor to drive Thai consumers persuade 
to think the same. 
 On the other hand, the correlation between ‘Promotion’ and the culture element of 
Individualism/Collectivism have some interesting relationship (in the green circle). The cultural 
element of Individualism/Collectivism ‘Team work’ and ‘Reference group influence’ indicates the 
negative relationship with ‘Promotion’ at the weak level while other elements have the positive 
relationship. Therefore, we can be presumption that Thai consumers will not use mobile phone to 
keep  contact with friend or colleagues as main purpose however some of consumer will use it to 
keep  in touch with their friend. Thai consumers cannot influence to purchase a mobile phone by 
family, friend or colleague while some of them can be influence by these group of reference.
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CHAPTER 5 : CONCLUSION AND RECOMMENDATION

 This chapter contains discussion and summarizes the findings that have been obtained from 
the SPSS test. The discussion of the results will be based on the field work and literature reviews. 
Referring to chapter 2 and 3, the results have been indicated that there is a significant  difference 
between Thai and Swedish consumers. The limitations of these findings will also be identified in 
this section.

5.1 Discussion Finding
 According to the our purpose of study is interesting in the different culture that can be 
impact on the consumer behavior and purchasing decision of mobile phone in the different or same. 
The results of the study have indicated that there is significant difference between Thai and Swedish 
consumers in both culture and it can be effect to buying decision factor also. Further, the promotion 
are the one factor that different, Thai consumers will concern this factor more than Swedish 
consumers. Moreover from the result we can know about the key  cultural attribute can be influence 
mobile phone purchasing between Thai and Swedish consumers are Group opinion, Family  / Friend 
discuss and Present argument.

5.1.1 Hofstede’s cultural dimensions of Individualism/Collectivism and Power Distance 
between two nationalities
 From the results it is logical to conclude that there is a significant difference between Thai 
and Swedish consumers in terms of Individualism/Collectivism and Power Distance dimensions. 
Moreover Hofstede (2001) identified these two dimensions as the interesting variables because of 
the correlations between the two dimensions. In hypotheses 2 The Independent Sample T-test 
results also showed that there is a significant difference between the Thai and Swedish where these 
dimension were concerned.
 As the result of Hypothesis 2 indicates there is difference between Thai and Swedish 
consumers in Hofstede’s cultural dimension. The important factors that can be influence Thai 
consumers make decision to buy mobile phone is Group opinion while Swedish consumers is 
Family/Friend discuss as in term of Collectivism/Individualism.  Power distance aspect found that 
the important variable for Thai consumers is Present argument. As mention in the theoretical part, 
the collectivism will be influence by the social values and reference group. In term of marketer can 
be using Group opinion to lead Thai consumers interest in the product and will be purchase 
following the group opinion. For Swedish consumers, marketer will be served their consumer to 
create word of mouth in existing consumer to recommend to their friend or family to use the same 
mobile phone.
 The result of Pearson’s correlation test indicates the relationship between cultural attribute 
of Individualism/Collectivism, Power distance and mobile phone buying decision factors is 
important for mobile phone marketing managers to recognize. Thai and Swedish consumers are 
different in some variable of cultural attribute and mobile phone buying decision factor. In our 
opinion, different variable can be affect to consumers in different culture perceive and make a 
decision to purchase in different way. Moreover, cultural attribute and mobile phone decision factor 
are influence to each other to consumer make a decision purchasing a mobile phone. Additional, 
there are not strong correlation to influence in each other too much as show in the result  of 
Hypothesis 3. 
 According to previous study, the different in culture can lead to consumers concern different 
in factor of buying decisions and culture can be effect to consumer behavior (Catherine, 2009). 
Authors agree with this statement because our study can be found in the same result however its not 



strong relationship. In the different culture indicates the result in the different cultural attribute and 
mobile phone buying decision factor. Salmi and Sharafutdinova (2008) state that the characterizing 
culture can be affect the use of mobile phone which are the factor of culture of Power distance and 
Individualism/Collectivism are the key attribute to compare consumer behavior in the different 
culture. Authors also agree with this statement because we also get the result in the different culture 
can be affect in the different key cultural attribute such as Swedish consumers can be affect by 
‘Family/Friend discuss’ while Thai consumers can be affect by ‘Group opinion’. 
 
5.1.2 Mobile phone buying decision factors
 The results of this section will be very useful to the marketing managers of mobile phone 
companies and can help them to understand the factors that  play an important role when both Thai 
and Swedish consumers make decisions when buying mobile phones. Additionally, it is very  helpful 
in order to identify  which factors lead to different types of purchasing behavior for mobile phones 
in Thailand and in the Sweden.
 The most important factor for Thai and Swedish consumers are Product quality that the 
consumers will be concerned as the prioritize. The next factors of Thai and Swedish consumers are 
concerned in the different factors. Thai consumers point  of view found that Feature, Service and 
Price  are the second factors that can be impact to their make decision to buy a mobile phone.  The 
percentage of mean value of Thai consumer that give in each factors are pretty high rate. Swedish 
aspect found that the first and second rank of factors are Product quality and Intention to buy which 
get the high rate while other factors got pretty low rate. Therefore, Thai and Swedish consumers are 
different in rating of factors that seem like Thai consumers can be influence them by factors easier 
than Swedish consumers. Thus, we found the only one factor that important variable for Thai 
consumers is Promotion that indicates in the result of hypothesis 1. Therefore, the marketer can be 
create the interesting promotion to influence Thai consumers to purchase mobile phone that can 
satify their need and increasing sale volume. 
 
5.2 Managerial Implication
 In order to retain customers as well as attract potential ones, it  is advised that mobile phone 
marketing managers should give attention to Hofstede’s dimensions. In this research, a better 
understanding of the cultural difference between the Thai and Swedish markets has been 
determined. Furthermore, an insight into the overall East and West cultural divide has been 
provided as a result of understanding the cultural differences between the Thai and Swedish mobile 
phone markets. In addition, implications of the findings are valuable for marketing managers to get 
more innovative ideas of how to design and develop products and services to meet customers needs 
and expectations. Moreover, to understanding of the different buying behavior will provide 
managers with more innovative ideas which will assist them in adjusting their existing and future 
marketing strategies to sustain market  share, increase growth and profitability of mobile phone 
sales. The promotion factors is only one factor that Thai and Swedish consumer concern in 
differently, thus marketers should be adapting in some elements of its promotion. As mentioned in 
the beginning of paper that mobile phone is the global product, they should to keep the main 
promotion and products aspects are standardized. Thus, promotion adaptation strategy  in the 
Thailand is a mix between standardization and adaptation. In its adaptation strategy, the firm 
considers some elements of the consumer behavior therefore of the culture. To conclude, the 
cultural differences may  influence the mobile phone products and promotion adaptation strategy. 
(Verena, 2006)
 Thailand aspect, referring to our finding it can be implied that Thai consumers can be 
influence by their group opinion however they make decision by themselves as the same time.  
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Swedish aspect can be implied that they can be influence by  their family or friend discuss to suggest 
them to purchasing a mobile phone and they also consider to this decision by themselves at the 
same time.  
 Triandis (2004) states that the concern of interpersonal relationship  tends to be in collectivist 
societies rather than in individualist  ones. Therefore, it is advisable that marketing manager of Thai 
market should be offer special promotion to group opinion while Swedish will give special 
promotion to friend or family. Furthermore, promotion strategies can be developed through the 
concept as being offered specially to group opinion, family  or friend. Moreover, manager of mobile 
phone companies are recommended to use strategies to encourage  promote close relationship  with 
consumers.
 The framework (Figure 2.3) is developed to assist marketing manager in the market to 
mobile phone in Thailand and Sweden. Referring to the result  of Hypothesis 3 indicates the 
relationship  between each significant variable, the cultural dimension can be affect  to the consumer 
behavior in different variable of Thai and Swedish. The marketer study their culture target 
consumers and develop  strategies encourage in buying decision factor to gain more benefit and 
keep relationship with consumers as much as they can.  

5.3 Conclusion
 The primary purpose of this research was to determine and evaluate whether differences in 
national culture impact on the buyer behavior of Thai and Swedish consumers when purchasing a 
mobile phone. The results of the study have indicated that there is significant difference between 
Thai and Swedish consumers when they select and purchase a mobile phone. Moreover, the 
findings show that differences in national cultural do matter when it comes to consumers’ 
purchasing decisions where mobile phones are concerned.There is an evidence from this study that 
Hofstede’s framework to influence consumer’s evaluation of mobile phones. Culture plays a 
fundamental role in consumer behavior. It  is extremely important for mobile phone companies, 
especially the companies that would like to succeed international market, to take this into account 
and that standardized strategies may not suit all cultures and nationalities. Managers should adjust 
and adapting in their marketing strategies so that they are more aware of consumer’s cultural 
characteristics. In this study, the importance of mobile phone buying decision factors have been 
identified in order to understand better different nationalities and their different buying beahviour. 
The results from the study would enable marketing managers to capitalize on these factors when 
entering to these two markets or ones of similar culture markets. The findings of the research show 
that Thai consumers are more involved in the “promotion”,“product quality” and “Feature” 
factors. On the other hand, Swedish consumers are more concerned through the variables of 
“Intention to buy”. In addition, taking into account the mobile phone buying decision factors with 
the key cultural attributes a framework can be developed to assist the mobile phone marketing 
manager when addressing a cultural sensitive market. The findings of the research shows that Thai 
consumers are mainly  concerned on “Group opinion” and “Present argument” when they 
purchasing a mobile phone and they have a high degree influence of “collectivism” cultural 
attribute. The influences of group orientation and peer group have greater degree of influence on 
Thai consumers than Swedish consumers. Swedish consumers are more influence by their cultural 
values of “individualism”, “Family and Friend” factors. Importantly, “promotions” is an important 
factor for Thai and Swedish consumers are different concern. Hence, good promotions for mobile 
phones may attract theses particular segments of consumers. This will also enable companies to 
create competitive advantages by using adaptation to over their mobile phone competitor.
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5.4 Limitation
 In this research, there are some limitations that could not be avoided. Firstly, there were 
issues with limited sampling and data issues that can lead to limited reliability, validity and 
accuracy. The lack of time and budget was also a barrier to produce more in-depth information for 
this study. It is considered that selecting the choice of respondents to perfectly compare across 
countries was not feasible. Furthermore limitations were that the research sample size was small, 
therefore the result were not to enough to give a representative sample of the Thai and Swedish 
consumers as a whole. Additionally, a convenience sample was used which collected data over a 
short period and the main target respondents were students from the Mälardalen University. Thus, 
the lower accuracy levels and reliability occurred which can lead to the represented findings being 
restricted (Marilyn et al .,2004)
  As a result, all of Hofstede’s dimensions offer an over simplified view of national cultures. 
Therefore, it is obvious that an organization of mobile phone should be concerned about this model, 
which may not practical and useful in order to expand internationally.

5.5 Recommendation For Further Research
 In order to understand more the relationship between purchasing behavior and cultural 
factors, further research is required. This research was concern only  Thais and Swedish culture 
would be useful to include other nationalities in a study in the future. Moreover for increasing of the 
reliability  should be additional factor that may  influence consumer behavior both are social personal 
and psychological ones. Furthermore, the future research has been recommended to add the other 
theories such as Maslow’s “Hierarchy of Needs” or Rokeach Value Survey (RVS), which they can 
help to explain and to provide better understanding of the attitude, motivation, and buying behavior.
 Consumer behavior has been changing over time, so conducting further research to test the 
variables is required and to investigate whether the results are valid for further use. Moreover, 
qualitative methods such as in-depth interviews should be utilized as this type of in-depth 
information can provide more accurate results. Further, it is imperative that in order to expand in a 
similar topic of further research issues that need to be addressed are sample size and target 
respondents, which will be critical to provide a more representative result.
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APPENDIX A: MOBILE PHONE INDUSTRY

Background of Mobile Phone Industry

 According to the chapter 1 in the introduction section, the mobile phone is the key main of 

communication market which is economic growth and development industries. The company in 

mobile phone market would like to keep existing customers and expand their target to new 

customers.   

Figure A.1: Worldwide Sales of Mobile Phone to end users (2010)

Source: Teleca, August 2010

 Figure A.1 illustrates the number of mobile phones that were sold in 2010 to worldwide 

customers. The figure shows that Nokia is the dominant manufacturer in the world telecom industry,  

It is evident that Nokia were sold more than the number of Samsung mobile phones. The lowest 

selling mobile phone provider was HTC and ZTE.

Figure A.2: Mobile Market Penetration Rate in Thailand 

Source: Business Monitor International (2009)



 According to Figure A.2 illustrates the mobile phone market penetration in Thailand between 

2005 and 2007, with prediction of increasing rate from 2008 to 2010. In 2005, the penetration rate 

reached at 46.9 % and  increased to 61.8 % in year 2006, then gradually rose to 71.8% in year 2007. 

The market predicted to be 77.8% in 2008, and it is estimated that this will rise to 80.6 in 2009, and 

perhaps continue to increase in the last forecasted year at 81.7 in 2010. Hence, it appears that 

mobile phone penetration rate will increase on a yearly basis in Thailand. 

FigureA.3: Mobile Phone Market Share by subscribers in Thailand

Source: Asia Pacific Telecom Research

 Figure A.3 illustrates the market share amongst four mobile phone providers in Thailand in 

the year end 2008. AIS, DTAC and True Move are the three major operators. Asia Pacific Telecom 

Research reported that AIS is the market leader of the network operator in Thailand and accounted 

by 48% of the market share. This will show that AIS can gain the market share more than True 

Move, DTAC and Hutchison have a market share in 31% and 2%, respectively.

Mobile Phone Market Shares in Thailand 
 According to Yozzo (2010) point out  that the top five selling mobile phone brand in Thailand 

are Nokia, BlackBerry, Samsung, iPhone and HTC. Thais consumer prefer to buy Nokia brand since 

its share at the highest rank among others, the second is BlackBerry can selling more than iPhone 

due to their more distribution channels and agreements. Samsung will continue to improve their 

product and Thais consumer give their in gain positive feedback more than iPhone because of price 

concern, even for unlocked version on the grey market, HTC as a lowest rank respectively.(Yozzo,

2010)
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Mobile Market Penetration Rate in the Sweden

 As Sweden's high mobile penetration rate that burgeoning with 3G sector, that can stimulated 

in turn by excellent infrastructure. In 2007 the analogue network was shut down cause greater 

consumer take up for mobile data service as competition that forced down consumer price. In 

mid-2010 has a new digital use ti provide a national mobile broadband service and Sweden also has 

a forefront of  3G system developments.(Paul Budde, 2010)

Figure A.4: Mobile Phone Market Share by subscribers in the Sweden (Scandinavian) 2008

Source: Telenor, 2010

 Figure A.4 illustrates the market share amongst four mobile phone providers Scandinavia and 

sweden is the one country in this area. In the year end 2008 TeliaSonera and Telenor are the big 

major operator account by 33% and 28% of the market share. Tele2 and TDC have a market share 

in 17% and 12% respectively.

Mobile Phone Market Shares in Sweden

 According to Daily mobile website (2010) we can point out that Nordic has a big 3 brand, 

first, Nokia has taken a black seat in the Nordic smart phone market especially  Nokia N8 there are 

sold very well right after launch in Sweden. Second is about Apple who are produce iPhone there 

are had 14% of Swedish mobile phone market 2010. Last is Samsung who a third brand that 

Swedish people want to buy.
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APPENDIX B: QUESTIONNAIRE

Questionnaires

We are postgraduates students at the Mälardalen University, and this questionnaire forms part of us 

thesis research for our Master Thesis in International Marketing Management. We are conducting a 

research about the “Impact of Culture on Mobile Phone Purchasing: A Comparison between Thai 

and Swedish Consumers”

Your contribution in completing this questionnaire is vital to the success of the study. This exercise 

is purely for academic purpose and all information will be kept strictly confidential. 

Thank you very much for participating in this study. 

Yours Faithfully, 

Siraporn Wongdatengam

Panjaporn Kruapanichwong

MSc Student (International Marketing Management) 

Mälardalen University 

Section A

Please answer the questions contained in this questionnaire by putting a tick in the appropriate box.

1. Nationality
 [  ] Swedish    [  ] Thai

2. Gender
 [  ] Male    [  ] Female 

3. Age
 [  ] 16 – 25 years old   [  ] 26 - 35 years old
 [  ] 36- 45 years old   [  ] above 45 years old

4. Education Level



 [  ] High School or Lower  [  ] Certificate/Diploma
 [  ] Bachelor’s Degree   [  ] Master’s Degree or Higher

5. Occupation
 [  ] Student    [  ] Government office
 [  ] Own Business/ Entrepreneur [  ] Private Business Employee

[  ] Other (please identify)………

6. Do you have a mobile phone? 
            [ ] Yes (Go to No.8)  [  ] No ( Go to No.7)

7.Do you have intention to purchasing mobile phone?
 [ ] Yes (Go to No.9)  [  ] No ( End of question)

8. Which brand of mobile phone your currently use?  
[  ] Nokia     [  ] Motorola        [  ] Sony Ericsson    

[  ]Samsung   [  ] LG       [  ] Apple Iphone  

[  ] Others (Please Specify)………………..

          

Question 9

For each of the following statement below, please indicate the extent  of your agreement or 

disagreement by  placing a tick in the appropriate column where (Strongly  disagree= 1, Strongly 

agree= 5)

To what extended do you agree with the following statements?

Statements
Strongly 
Disagree

Disagree Neutral Agree
Strongly 

Agree 

9.1 The main purpose of 
using mobile phone is to 
keep in touch with friends 
and colleagues.

1 2 3 4 5

9.2 I will not buy a model or 
brand of mobile phone that 
my family, friends, and 
colleagues don’t accepted.

1 2 3 4 5
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9.3 I always influenced by 
either family, friends, or 
colleagues when I decide to 
purchase mobile phone.

1 2 3 4 5

9.4 I always listen to others 
even though they have 
different opinion to me 
toward mobile phone. 

1 2 3 4 5

9.5 I always find information 
of mobile phone from my 
family and friends before 
buying it.

1 2 3 4 5

9.6 Mobile phone enable me 
to interact with family and 
friends more frequency.

1 2 3 4 5

         
Question 10

Do you agree with the following statement?

Statements
Strongly 
Disagree

Disagree Neutral Agree
Strongly 

Agree 

10.1 People will have power 
when they have mobile 
phone on their own.

1 2 3 4 5

10.2 I will buy a model or 
brand of mobile phone that 
can make other impress me.

1 2 3 4 5

10.3 The model or brand of 
mobile phone that I use can 
reflect how wealthy I am.

1 2 3 4 5

10.4 Whether or not others 
do not agree with my 
decision in buying mobile 
phone, I still do.

1 2 3 4 5

10.5 In a work place, lower 
level employees can use 
same mobile phone as their 
supervisor.

1 2 3 4 5
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10.6 The choice of using 
mobile phone can reflect 
person’s social status.

1 2 3 4 5

Question 11

The following statement are relevant when buying a mobile phone. please indicate the extent of 
your agreement or disagreement by placing a tick in the appropriate column where (Strongly 
disagree= 1, Strongly agree= 5)

Statement
Strongly 
Disagree

Disagree Neutral Agree
Strongly 

Agree 

11.1 Intention is the 
main factor that I 
consider when 
deciding to buy a 
mobile phone.

1 2 3 4 5

11.2 Social accepted 
is the main factor 
that I consider when 
deciding to buy a 
mobile phone.

1 2 3 4 5

11.3 Service is the 
main factor that I 
consider when 
deciding to buy a 
mobile phone.

1 2 3 4 5

11.4 Brand image is 
the main factor that I 
consider when 
deciding to buy a 
mobile phone.

1 2 3 4 5

11.5 Price is the main 
factor that I consider 
when deciding to buy  
a mobile phone.

1 2 3 4 5
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11.6 Feature as well 
as appearance /image 
of mobile phone is 
the main factor that I 
consider when 
deciding to buy a 
mobile phone. 

1 2 3 4 5

11.7 Promotion is the 
main factor that I 
consider when 
deciding to buy a 
mobile phone.

1 2 3 4 5

11.8 Product Quality 
is the main factor 
that I consider when 
deciding to buy a 
mobile phone. 

1 2 3 4 5

Thank you very much for your assistance 
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APPENDIX C: SPSS OUTPUT - RELIABILITY TEST

Reliability StatisticsReliability StatisticsReliability Statistics

Cronbach's Alpha

Cronbach's Alpha 

Based on 

Standardized 

Items N of Items
.701 .700 20

Item StatisticsItem StatisticsItem StatisticsItem Statistics

Mean Std. Deviation N

Team work 3.51 .963 140

Being Accepted 3.15 1.125 140

Reference Group Influence 3.01 .809 140

Group Opinion 3.04 .944 140

Family/Friend Discuss 3.70 1.078 140

Increase interact 4.02 .791 140

Prestige 2.96 .897 140

Impress other people 2.77 1.034 140

Successful 2.78 .945 140

Present argument 3.17 .856 140

Express disagreement 3.98 .754 140

Status 3.56 .833 140

Buying intention 4.27 .767 140

Social acceptance 3.36 .832 140

Service 3.80 .770 140

Brand image 3.49 .852 140

Price 3.81 .813 140

Feature/Appearance image 3.89 .837 140

Promotion 3.64 .867 140

Product Quality 4.66 .654 140

Summary Item StatisticsSummary Item StatisticsSummary Item StatisticsSummary Item StatisticsSummary Item StatisticsSummary Item StatisticsSummary Item StatisticsSummary Item Statistics

Mean Minimum Maximum Range

Maximum / 

Minimum Variance N of Items
Item Means 3.528 2.771 4.657 1.886 1.680 .256 20
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Item-Total StatisticsItem-Total StatisticsItem-Total StatisticsItem-Total StatisticsItem-Total StatisticsItem-Total Statistics

Scale Mean if Item 

Deleted

Scale 

Variance if 

Item Deleted

Corrected Item-

Total Correlation

Squared 

Multiple 

Correlation

Cronbach's 

Alpha if Item 

Deleted

Team work 67.05 40.321 .398 .490 .676

Being accepted 67.41 42.387 .168 .280 .703

Reference group influence 67.55 44.105 .126 .344 .702

Group opinion 67.51 41.518 .305 .427 .686

Family/Friend discuss 66.86 43.246 .121 .469 .707

Increase interaction 66.54 42.610 .279 .412 .689

Prestige 67.60 40.645 .409 .485 .676

Impress other people 67.79 39.839 .399 .560 .675

Successful 67.78 40.246 .415 .596 .674

Present argument 67.39 44.757 .055 .317 .709

Express disagreement 66.58 45.095 .045 .208 .708

Status 66.99 43.302 .194 .274 .696

Buying intention 66.29 45.889 -.034 .437 .714

Social accepted 67.20 43.816 .146 .529 .701

Service 66.76 41.552 .400 .446 .679

Brand image 67.07 39.678 .532 .587 .665

Price 66.75 40.189 .511 .532 .668

Feature/Appearance image 66.66 40.282 .483 .611 .670

Promotion 66.92 41.972 .302 .447 .687

Product quality 65.90 44.119 .181 .522 .697

Scale StatisticsScale StatisticsScale StatisticsScale Statistics

Mean Variance Std. Deviation N of Items
70.56 46.119 6.791 20
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APPENDIX D: SPSS OUTPUT - INDEPENDENT SAMPLE T-TEST

Appendix D.1 : Hypothesis 1 (Buying decision factors )

Table D.1: Group Statistic Test of mobile phone buying decision factors

 Nationality N Mean Std. Deviation
Std. Error 

Mean

Buying Intention
Swedish 70 4.57 0.67182 0.08030

Buying Intention
Thai 70 3.97 0.74155 0.08863

Social Acceptance
Swedish 70 3.46 0.73594 0.08796

Social Acceptance
Thai 70 3.26 0.91185 0.10899

Service
Swedish 70 3.51 0.55802 0.06670

Service
Thai 70 4.09 0.84687 0.10122

Brand Image
Swedish 70 3.11 0.57843 0.06914

Brand Image
Thai 70 3.86 0.92134 0.11012

Price
Swedish 70 3.51 0.65370 0.07813

Price
Thai 70 4.10 0.85381 0.10205

Feature / 
Appearance Image

Swedish 70 3.49 0.71714 0.08571Feature / 
Appearance Image Thai 70 4.30 0.74891 0.08951

Promotion
Swedish 70 3.46 0.75538 0.09029

Promotion
Thai 70 3.81 0.93705 0.11200

Product Quality
Swedish 70 4.71 0.70491 0.08425

Product Quality
Thai 70 4.60 0.59952 0.07166

Table D.2 : Independent Sample Test of mobile phone buying decision factors

  
Levene's Test 
for Equality of 

Variances

Levene's Test 
for Equality of 

Variances
t-test for Equality of Meanst-test for Equality of Meanst-test for Equality of Meanst-test for Equality of Meanst-test for Equality of Meanst-test for Equality of Meanst-test for Equality of Means

F Sig. t df Sig. (2-
tailed)

Mean 
Differe

nce

Std. 
Error 

Differe
nce

95% Confidence 
Interval of the 

Difference

95% Confidence 
Interval of the 

DifferenceF Sig. t df Sig. (2-
tailed)

Mean 
Differe

nce

Std. 
Error 

Differe
nce Lower Upper

Buying 
Intention

Equal 
variances 
assumed

0.218 0.642 5.017 138 0.0000015
89

0.6 0.11960 0.36352 0.83648

Buying 
Intention

Equal 
variances 

not 
assumed

5.017
136.67

6
0.0000016

05 0.6 0.11960 0.36350 0.83650

Social 
Acceptanc

e

Equal 
variances 
assumed

0.418 0.519 1.428 138 0.1555490
48

0.2 0.14006 -0.0769
3

0.47693



  
Levene's Test 
for Equality of 

Variances

Levene's Test 
for Equality of 

Variances
t-test for Equality of Meanst-test for Equality of Meanst-test for Equality of Meanst-test for Equality of Meanst-test for Equality of Meanst-test for Equality of Meanst-test for Equality of Means

Social 
Acceptanc

e
Equal 

variances 
not 

assumed

1.428
132.11

3
0.1556495

44 0.2 0.14006
-0.0770

4 0.47704

Service

Equal 
variances 
assumed

1.969 0.163 -4.714 138 0.0000058
68

-0.5714
3

0.12122 -0.8111
1

-0.3317
4

Service Equal 
variances 

not 
assumed

-4.714
119.41

3
0.0000066

34
-0.5714

3 0.12122
-0.8114

4
-0.3314

1

Brand 
Image

Equal 
variances 
assumed

11.512 0.001 -5.713 138 0.0000000
65

-0.7428
6

0.13002 -0.9999
5

-0.4857
6

Brand 
Image

Equal 
variances 

not 
assumed

-5.713
116.07

8
0.0000000

87
-0.7428

6 0.13002
-1.0003

8
-0.4853

3

Price

Equal 
variances 
assumed

1.389 0.241 -4.557 138 0.0000113
06

-0.5857
1

0.12853 -0.8398
5

-0.3315
8

Price Equal 
variances 

not 
assumed

-4.557
129.20

7
0.0000118

63
-0.5857

14 0.12853
-0.8400

0
-0.3314

3

Feature / 
Appearanc

e Image

Equal 
variances 
assumed

0.046 0.830 -6.570 138 0.0000000
01

-0.8142
9

0.12393 -1.0593
4

-0.5692
3Feature / 

Appearanc
e Image

Equal 
variances 

not 
assumed

-6.570
137.74

1
0.0000000

01
-0.8142

9 0.12393
-1.0593

4
-0.5692

3

Promotion

Equal 
variances 
assumed

3.997 0.048 -2.483 138 0.0142414
84

-0.3571
4

0.14386 -0.6415
9

-0.0726
9

Promotion Equal 
variances 

not 
assumed

-2.483
132.05

2
0.0142964

09
-0.3571

4 0.14386
-0.6417

1
-0.0725

8

Product 
Quality

Equal 
variances 
assumed

0.904 0.343 1.033 138 0.3032733
57

0.11429 0.11060 -0.1044
1

0.33298

Product 
Quality

Equal 
variances 

not 
assumed

1.033
134.53

3 0.303 0.11429 0.11060
-0.1044

6 0.33303

47



Appendix D.2 :  Hypothesis 2 (Hofstede’s cultural dimension : Individualism/Collectivism and 
power distance)

Table D.3 : Group Statistic Test of Hofstede’s cultural dimension in term of Individualism / 
Collectivism

 Nationality N Mean Std. Deviation
Std. Error 

Mean

Team Work
Swedish 70 2.99 0.85961 0.10274

Team Work
Thai 70 4.03 0.76084 0.09094

Being Accepted
Swedish 70 3.17 0.91638 0.10953

Being Accepted
Thai 70 3.13 1.30685 0.15620

Reference Group 
Influence

Swedish 70 3.06 0.58695 0.07015Reference Group 
Influence Thai 70 2.96 0.98445 0.11766

Group Opinion
Swedish 70 2.80 0.77272 0.09236

Group Opinion
Thai 70 3.29 1.03760 0.12402

Family / Friend 
Discuss

Swedish 70 4.01 0.84258 0.10071Family / Friend 
Discuss Thai 70 3.39 1.19532 0.14287

Increase 
Interaction

Swedish 70 4.03 0.68040 0.08132Increase 
Interaction Thai 70 4.01 0.89269 0.10670

Table D.4 : Independent Sample Test of Hofstede’s cultural dimension in term of Individualism / 
Collectivism

  
Levene's Test 
for Equality of 

Variances

Levene's Test 
for Equality of 

Variances
t-test for Equality of Meanst-test for Equality of Meanst-test for Equality of Meanst-test for Equality of Meanst-test for Equality of Meanst-test for Equality of Meanst-test for Equality of Means

F Sig. t df Sig. (2-
tailed)

Mean 
Differe

nce

Std. 
Error 

Differe
nce

95% Confidence 
Interval of the 

Difference

95% Confidence 
Interval of the 

DifferenceF Sig. t df Sig. (2-
tailed)

Mean 
Differe

nce

Std. 
Error 

Differe
nce Lower Upper

Team 
Work

Equal 
variances 
assumed 0.038 0.846 -7.601 138

0.0000000
000040776
512324168

3
-1.0428

6 0.13721
-1.3141

6
-0.7715

6Team 
Work Equal 

variances 
not 

assumed -7.601
135.99

4

0.0000000
000043191
701554057

8
-1.0428

6 0.13721
-1.3141

9
-0.7715

2

Being 
Accepted

Equal 
variances 
assumed 9.539 0.002 0.225 138

0.8225844
31 0.042860.19077

-0.3343
6 0.42007
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Levene's Test 
for Equality of 

Variances

Levene's Test 
for Equality of 

Variances
t-test for Equality of Meanst-test for Equality of Meanst-test for Equality of Meanst-test for Equality of Meanst-test for Equality of Meanst-test for Equality of Meanst-test for Equality of Means

Being 
Accepted

Equal 
variances 

not 
assumed 0.225

123.64
3

0.8226229
74 0.042860.19077

-0.3347
5 0.42046

Reference 
Group 

Influence

Equal 
variances 
assumed 15.712

0.0001
2 0.730 138

0.4666440
37 0.1 0.13699

-0.1708
7 0.37087Reference 

Group 
Influence

Equal 
variances 

not 
assumed 0.730

112.55
3

0.4669232
96 0.1 0.13699

-0.1714
2 0.37142

Group 
Opinion

Equal 
variances 
assumed 3.397 0.07 -3.141 138

0.0020593
69

-0.4857
1 0.15463

-0.7914
6

-0.1799
7

Group 
Opinion

Equal 
variances 

not 
assumed -3.141

127.53
2

0.0020921
68

-0.4857
1 0.15463

-0.7916
8

-0.1797
4

Family / 
Friend 

Discuss

Equal 
variances 
assumed 13.634

0.0003
2 3.596 138

0.0004489
08 0.628570.174790.28295 0.97419Family / 

Friend 
Discuss

Equal 
variances 

not 
assumed 3.596

123.99
3

0.0004648
30 0.628570.174790.28260 0.97454

Increase 
Interaction

Equal 
variances 
assumed 7.110

0.0085
8 0.106 138

0.9153510
67 0.014290.13416

-0.2509
8 0.27955

Increase 
Interaction

Equal 
variances 

not 
assumed 0.106

128.94
0

0.9153619
22 0.014290.13416

-0.2511
4 0.27972

Table D.5 : Group Statistic Test of Hofstede’s cultural dimension in term of Power distance

 Nationality N Mean Std. Deviation
Std. Error 

Mean

Prestige
Swedish 70 2.41 0.64814 0.07747Prestige

Thai 70 3.50 0.77553 0.09270
Impress Other 

People
Swedish 70 2.30 0.74891 0.08951Impress Other 

People Thai 70 3.24 1.06914 0.12779

Successful
Swedish 70 2.40 0.66811 0.07985
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Successful
Thai 70 3.16 1.03049 0.12317

Present Arguments
Swedish 70 2.99 0.70857 0.08469Present Arguments

Thai 70 3.41 0.92459 0.11051
Express 

Disagreement
Swedish 70 3.96 0.62405 0.07459Express 

Disagreement Thai 70 4.00 0.86811 0.10376

Status
Swedish 70 3.56 0.60519 0.07233Status

Thai 70 3.58 1.01541 0.12136

Table D.6 : Independent Sample Test of Hofstede’s cultural dimension in term of Power distance

  
Levene's Test 
for Equality of 

Variances

Levene's Test 
for Equality of 

Variances
t-test for Equality of Meanst-test for Equality of Meanst-test for Equality of Meanst-test for Equality of Meanst-test for Equality of Meanst-test for Equality of Meanst-test for Equality of Means

F Sig. t df Sig. (2-
tailed)

Mean 
Differe

nce

Std. 
Error 

Differe
nce

95% Confidence 
Interval of the 

Difference

95% Confidence 
Interval of the 

DifferenceF Sig. t df Sig. (2-
tailed)

Mean 
Differe

nce

Std. 
Error 

Differe
nce Lower Upper

Prestige

Equal 
variances 
assumed 3.707 0.056 -8.987 138

0.0000000
000000017
148916234

4589
-1.0857

1 0.12080
-1.3245

8
-0.8468

5
Prestige Equal 

variances 
not 

assumed -8.987
133.78

3

0.0000000
000000021
015353795

0788
-1.0857

1 0.12080
-1.3246

4
-0.8467

8

Impress 
Other 
People

Equal 
variances 
assumed 11.760

0.0008
0 -6.043 138

0.0000000
13

-0.9428
6 0.15602

-1.2513
5

-0.6343
6Impress 

Other 
People

Equal 
variances 

not 
assumed -6.043

123.57
4

0.0000000
16

-0.9428
6 0.15602

-1.2516
7

-0.6340
4

Successful

Equal 
variances 
assumed 8.742

0.0036
6 -5.158 138

0.0000008
49

-0.7571
4 0.14679

-1.0473
9

-0.4669
0

Successful Equal 
variances 

not 
assumed -5.158

118.29
8

0.0000010
15

-0.7571
4 0.14679

-1.0478
2

-0.4664
7

Present 
Arguments

Equal 
variances 
assumed 14.237

0.0002
4 -3.489 138

0.0006519
92

-0.4857
1 0.13923

-0.7610
1

-0.2104
2

Present 
Arguments

Equal 
variances 

not 
assumed -3.489

129.26
2

0.0006643
64

-0.4857
1 0.13923

-0.7611
8

-0.2102
5
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Levene's Test 
for Equality of 

Variances

Levene's Test 
for Equality of 

Variances
t-test for Equality of Meanst-test for Equality of Meanst-test for Equality of Meanst-test for Equality of Meanst-test for Equality of Meanst-test for Equality of Meanst-test for Equality of Means

Express 
Disagreem

ent

Equal 
variances 
assumed 6.330 0.013 -0.335 138

0.7378478
87

-0.0428
6 0.12779

-0.2955
3 0.20982Express 

Disagreem
ent

Equal 
variances 

not 
assumed -0.335

125.28
3

0.7378995
27

-0.0428
6 0.12779

-0.2957
6 0.21004

Status

Equal 
variances 
assumed 9.248

0.0028
2 -0.101 138

0.9196079
17

-0.0142
9 0.14129

-0.2936
5 0.26508

Status Equal 
variances 

not 
assumed -0.101

112.52
8

0.9196411
00

-0.0142
9 0.14129

-0.2942
1 0.26564
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APPENDIX E: SPSS OUTPUT - PEARSON CORRELATION

Appendix E.1 :  Hypothesis 3 (Hofstede’s cultural dimension and mobile phone buying decision 
factor) - Swedish respondents

Table E.1 : Correlation Test Hypothesis 3 - Swedish respondents 

CorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelations

Promoti
on Prestige

Impress 
Other 
People

Success
ful

Present 
Argume

nts

Express 
Disagre
ement

Status Team 
Work

Being 
Accepte

d

Referen
ce 

Group 
Influen

ce

Group 
Opinion

Family 
/ Friend 
Discuss

Increase 
Interacti

on

Promotion

Pearson 

Correlati

on

1 -.363** -.323** -.080 .008 -.112 -.026 .122 .011 -.125 -.065 .172 -.139

Promotion
Sig. (2-

tailed)
.002 .006 .508 .949 .358 .829 .315 .930 .302 .595 .155 .253

Promotion

N 70 70 70 70 70 70 70 70 70 70 70 70 70

Prestige

Pearson 

Correlati

on

-.363** 1 .606** .649** .476** .224 .438** .271* -.268* .165 .457** -.329** .038

Prestige
Sig. (2-

tailed)
.002 .000 .000 .000 .063 .000 .023 .025 .171 .000 .005 .752

Prestige

N 70 70 70 70 70 70 70 70 70 70 70 70 70

Impress 
Other 
People

Pearson 

Correlati

on

-.323** .606** 1 .626** .150 .214 .393** .007 .072 .290* .280* -.053 -.216
Impress 
Other 
People Sig. (2-

tailed)
.006 .000 .000 .215 .075 .001 .956 .555 .015 .019 .664 .072

Impress 
Other 
People

N 70 70 70 70 70 70 70 70 70 70 70 70 70

Successful

Pearson 

Correlati

on

-.080 .649** .626** 1 .398** .424** .552** .414** -.090 .089 .269* -.216 .038

Successful
Sig. (2-

tailed)
.508 .000 .000 .001 .000 .000 .000 .459 .465 .024 .072 .753

Successful

N 70 70 70 70 70 70 70 70 70 70 70 70 70

Present 
Arguments

Pearson 

Correlati

on

.008 .476** .150 .398** 1 .026 .297* .355** -.249* -.199 .291* -.290* -.206

Present 
ArgumentsSig. (2-

tailed)
.949 .000 .215 .001 .832 .013 .003 .038 .098 .014 .015 .087

Present 
Arguments

N 70 70 70 70 70 70 70 70 70 70 70 70 70

Express 
Disagreem

ent

Pearson 

Correlati

on

-.112 .224 .214 .424** .026 1 .333** .188 -.012 .086 .012 .029 .242*

Express 
Disagreem

ent Sig. (2-

tailed)
.358 .063 .075 .000 .832 .005 .119 .919 .479 .921 .813 .044

Express 
Disagreem

ent

N 70 70 70 70 70 70 70 70 70 70 70 70 70



CorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelations

Promoti
on Prestige

Impress 
Other 
People

Success
ful

Present 
Argume

nts

Express 
Disagre
ement

Status Team 
Work

Being 
Accepte

d

Referen
ce 

Group 
Influen

ce

Group 
Opinion

Family 
/ Friend 
Discuss

Increase 
Interacti

on

Promotion

Pearson 

Correlati

on

1 -.363** -.323** -.080 .008 -.112 -.026 .122 .011 -.125 -.065 .172 -.139

Promotion
Sig. (2-

tailed)
.002 .006 .508 .949 .358 .829 .315 .930 .302 .595 .155 .253

Promotion

N 70 70 70 70 70 70 70 70 70 70 70 70 70

Status

Pearson 

Correlati

on

-.026 .438** .393** .552** .297* .333** 1 .183 -.044 .072 .366** -.215 -.039

Status
Sig. (2-

tailed)
.829 .000 .001 .000 .013 .005 .130 .717 .552 .002 .074 .747

Status

N 70 70 70 70 70 70 70 70 70 70 70 70 70

Team 
Work

Pearson 

Correlati

on

.122 .271* .007 .414** .355** .188 .183 1 -.052 .030 .083 -.140 .249*

Team 
Work Sig. (2-

tailed)
.315 .023 .956 .000 .003 .119 .130 .669 .803 .495 .248 .038

Team 
Work

N 70 70 70 70 70 70 70 70 70 70 70 70 70

Being 
Accepted

Pearson 

Correlati

on

.011 -.268* .072 -.090 -.249* -.012 -.044 -.052 1 .089 -.401** .335** .178

Being 
Accepted Sig. (2-

tailed)
.930 .025 .555 .459 .038 .919 .717 .669 .462 .001 .005 .140

Being 
Accepted

N 70 70 70 70 70 70 70 70 70 70 70 70 70

Reference 
Group 

Influence

Pearson 

Correlati

on

-.125 .165 .290* .089 -.199 .086 .072 .030 .089 1 .345** -.060 -.077
Reference 

Group 
Influence Sig. (2-

tailed)
.302 .171 .015 .465 .098 .479 .552 .803 .462 .003 .620 .528

Reference 
Group 

Influence

N 70 70 70 70 70 70 70 70 70 70 70 70 70

Group 
Opinion

Pearson 

Correlati

on

-.065 .457** .280* .269* .291* .012 .366** .083 -.401** .345** 1 -.374** -.209

Group 
Opinion Sig. (2-

tailed)
.595 .000 .019 .024 .014 .921 .002 .495 .001 .003 .001 .082

Group 
Opinion

N 70 70 70 70 70 70 70 70 70 70 70 70 70

Family / 
Friend 

Discuss

Pearson 

Correlati

on

.172 -.329** -.053 -.216 -.290* .029 -.215 -.140 .335** -.060 -.374** 1 .378**

Family / 
Friend 

Discuss Sig. (2-

tailed)
.155 .005 .664 .072 .015 .813 .074 .248 .005 .620 .001 .001

Family / 
Friend 

Discuss

N 70 70 70 70 70 70 70 70 70 70 70 70 70

Increase 
Interaction

Pearson 

Correlati

on

-.139 .038 -.216 .038 -.206 .242* -.039 .249* .178 -.077 -.209 .378** 1
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CorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelations

Promoti
on Prestige

Impress 
Other 
People

Success
ful

Present 
Argume

nts

Express 
Disagre
ement

Status Team 
Work

Being 
Accepte

d

Referen
ce 

Group 
Influen

ce

Group 
Opinion

Family 
/ Friend 
Discuss

Increase 
Interacti

on

Promotion

Pearson 

Correlati

on

1 -.363** -.323** -.080 .008 -.112 -.026 .122 .011 -.125 -.065 .172 -.139

Promotion
Sig. (2-

tailed)
.002 .006 .508 .949 .358 .829 .315 .930 .302 .595 .155 .253

Promotion

N 70 70 70 70 70 70 70 70 70 70 70 70 70Increase 
InteractionSig. (2-

tailed)
.253 .752 .072 .753 .087 .044 .747 .038 .140 .528 .082 .001

Increase 
Interaction

N 70 70 70 70 70 70 70 70 70 70 70 70 70

**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).
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Appendix E.2 :  Hypothesis 3 (Hofstede’s cultural dimension and mobile phone buying decision 
factor) - Thai respondents

Table E.2 : Correlation Test Hypothesis 3 - Thai respondents 

CorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelations

Promoti
on Prestige

Impress 
Other 
People

Success
ful

Present 
Argume

nts

Express 
Disagre
ement

Status Team 
Work

Being 
Accepte

d

Referen
ce 

Group 
Influenc

e

Group 
Opinion

Family / 
Friend 

Discuss

Increase 
Interacti

on

Promoti
on

Pearso

n 

Correla

tion

1 .090 .075 -.014 .040 -.178 -.024 -.053 .091 -.009 .026 .168 .021

Promoti
on

Sig. (2-

tailed)
.460 .539 .906 .743 .140 .844 .660 .455 .943 .834 .163 .866

Promoti
on

N 70 70 70 70 70 70 70 70 70 70 70 70 70

Prestige

Pearso

n 

Correla

tion

.090 1 .044 .136 .071 .000 -.037 -.147 .336** .066 .198 .258* .220

Prestige
Sig. (2-

tailed)
.460 .719 .262 .561 1.000 .762 .223 .004 .585 .100 .031 .067

Prestige

N 70 70 70 70 70 70 70 70 70 70 70 70 70

Impress 
Other 
People

Pearso

n 

Correla

tion

.075 .044 1 .531** -.265* -.125 .204 .187 .060 .217 .263* .152 .133

Impress 
Other 
People Sig. (2-

tailed)
.539 .719 .000 .027 .303 .090 .120 .620 .072 .028 .208 .272

Impress 
Other 
People

N 70 70 70 70 70 70 70 70 70 70 70 70 70

Success
ful

Pearso

n 

Correla

tion

-.014 .136 .531** 1 -.039 -.130 .315** .050 -.048 .050 .215 .068 .092

Success
ful

Sig. (2-

tailed)
.906 .262 .000 .749 .285 .008 .683 .696 .683 .074 .577 .449

Success
ful

N 70 70 70 70 70 70 70 70 70 70 70 70 70

Present 
Argume

nts

Pearso

n 

Correla

tion

.040 .071 -.265* -.039 1 .289* -.024 -.099 -.045 -.187 -.201 -.225 -.130

Present 
Argume

nts Sig. (2-

tailed)
.743 .561 .027 .749 .015 .842 .413 .713 .121 .096 .061 .283

Present 
Argume

nts

N 70 70 70 70 70 70 70 70 70 70 70 70 70



CorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelations

Promoti
on Prestige

Impress 
Other 
People

Success
ful

Present 
Argume

nts

Express 
Disagre
ement

Status Team 
Work

Being 
Accepte

d

Referen
ce 

Group 
Influenc

e

Group 
Opinion

Family / 
Friend 

Discuss

Increase 
Interacti

on

Promoti
on

Pearso

n 

Correla

tion

1 .090 .075 -.014 .040 -.178 -.024 -.053 .091 -.009 .026 .168 .021

Promoti
on

Sig. (2-

tailed)
.460 .539 .906 .743 .140 .844 .660 .455 .943 .834 .163 .866

Promoti
on

N 70 70 70 70 70 70 70 70 70 70 70 70 70

Express 
Disagre
ement

Pearso

n 

Correla

tion

-.178 .000 -.125 -.130 .289* 1 -.181 .022 .038 -.051 -.032 -.126 -.019

Express 
Disagre
ement Sig. (2-

tailed)
.140 1.000 .303 .285 .015 .134 .857 .753 .676 .791 .300 .878

Express 
Disagre
ement

N 70 70 70 70 70 70 70 70 70 70 70 70 70

Status

Pearso

n 

Correla

tion

-.024 -.037 .204 .315** -.024 -.181 1 .241* -.067 -.091 .145 .031 .119

Status
Sig. (2-

tailed)
.844 .762 .090 .008 .842 .134 .044 .581 .453 .230 .801 .327

Status

N 70 70 70 70 70 70 70 70 70 70 70 70 70

Team 
Work

Pearso

n 

Correla

tion

-.053 -.147 .187 .050 -.099 .022 .241* 1 .113 .137 .063 .004 .234

Team 
Work

Sig. (2-

tailed)
.660 .223 .120 .683 .413 .857 .044 .352 .258 .605 .976 .051

Team 
Work

N 70 70 70 70 70 70 70 70 70 70 70 70 70

Being 
Accepte

d

Pearso

n 

Correla

tion

.091 .336** .060 -.048 -.045 .038 -.067 .113 1 .331** .037 .228 .197

Being 
Accepte

d Sig. (2-

tailed)
.455 .004 .620 .696 .713 .753 .581 .352 .005 .763 .058 .102

Being 
Accepte

d

N 70 70 70 70 70 70 70 70 70 70 70 70 70

Referen
ce 

Group 
Influenc

e

Pearso

n 

Correla

tion

-.009 .066 .217 .050 -.187 -.051 -.091 .137 .331** 1 .211 .445** .265*

56



CorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelationsCorrelations

Promoti
on Prestige

Impress 
Other 
People

Success
ful

Present 
Argume

nts

Express 
Disagre
ement

Status Team 
Work

Being 
Accepte

d

Referen
ce 

Group 
Influenc

e

Group 
Opinion

Family / 
Friend 

Discuss

Increase 
Interacti

on

Promoti
on

Pearso

n 

Correla

tion

1 .090 .075 -.014 .040 -.178 -.024 -.053 .091 -.009 .026 .168 .021

Promoti
on

Sig. (2-

tailed)
.460 .539 .906 .743 .140 .844 .660 .455 .943 .834 .163 .866

Promoti
on

N 70 70 70 70 70 70 70 70 70 70 70 70 70
Referen

ce 
Group 

Influenc
e Sig. (2-

tailed)
.943 .585 .072 .683 .121 .676 .453 .258 .005 .080 .000 .027

Referen
ce 

Group 
Influenc

e

N 70 70 70 70 70 70 70 70 70 70 70 70 70

Group 
Opinion

Pearso

n 

Correla

tion

.026 .198 .263* .215 -.201 -.032 .145 .063 .037 .211 1 .401** .355**

Group 
Opinion

Sig. (2-

tailed)
.834 .100 .028 .074 .096 .791 .230 .605 .763 .080 .001 .003

Group 
Opinion

N 70 70 70 70 70 70 70 70 70 70 70 70 70

Family / 
Friend 

Discuss

Pearso

n 

Correla

tion

.168 .258* .152 .068 -.225 -.126 .031 .004 .228 .445** .401** 1 .552**

Family / 
Friend 

Discuss Sig. (2-

tailed)
.163 .031 .208 .577 .061 .300 .801 .976 .058 .000 .001 .000

Family / 
Friend 

Discuss

N 70 70 70 70 70 70 70 70 70 70 70 70 70

Increase 
Interacti

on

Pearso

n 

Correla

tion

.021 .220 .133 .092 -.130 -.019 .119 .234 .197 .265* .355** .552** 1

Increase 
Interacti

on Sig. (2-

tailed)
.866 .067 .272 .449 .283 .878 .327 .051 .102 .027 .003 .000

Increase 
Interacti

on

N 70 70 70 70 70 70 70 70 70 70 70 70 70

**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).**. Correlation is significant at the 0.01 level (2-tailed).

*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).*. Correlation is significant at the 0.05 level (2-tailed).
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