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Problem description: Online discounts coupon websites are a form of promotional 

tool that help local businesses promote themselves as 
consumers try their services and products at discounted prices. 
Despite the rapid expansion, there have been concerns 
regarding whether or not these websites are attracting 
repurchasing customers for local businesses.  

 
Research question: What are the factors that influence the customer’s likelihood of 

repurchasing from the local merchant after a transaction on an 
online discount coupon website? 

 
Keywords: Online discount coupons, promotional tool, repurchasing, 

transactional customer, Groupon, discounted prices 

 
Purpose: The purpose of this thesis was to describe and analyze the 

factors that influence the likelihood of repurchase after a 
transaction on an online discount website. 

 
Methods: The methodology that was used for the collection of data was a 

quantitative empirical study with a deductive approach, by 
applying Groupon Stockholm, an online discount coupon 
provider, as a case example. 

 
Theoretical framework: The theories we based our research on is the theory of 

relational and transactional customers, the theory of reference 
price, the theory of self-perception, and lastly, the theory of 
cognitive dissonance.  

 
Empirical foundation: We conducted a survey on the customers who have redeemed a 

coupon from Groupon Stockholm.  

 
Conclusion: The empirical findings of our study demonstrate that 

consumers consider price as the main contributing factor for a 
repurchase at a local business, after having redeemed a 
discount coupon. However, our empirical data also showed 
other factors, such as quality and service, can be essential for 
repurchasing, whereas the location of a business has an 
indifferent role. 
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Chapter 1 

1. INTRODUCTION  
 
In the first chapter, the background of the chosen research subject will be presented, along with a 
discussion concerning the problem background and intuitively, the purpose of this thesis. Finally, the 
research question will be addressed followed by the delimitation of the target group of this study. 
 

1.1 Background 
 
In recent years, a variety of websites providing online discount coupons for diverse 
services and products, such as restaurant visits, hotels, massages, haircuts etc. on a daily 
basis, have been established in Sweden. Examples of such websites on the Swedish 
market are Groupon, Let’s deal, Gruppi, and SaveMyDay. These websites have been 
categorized as deal of the day-, group-buying, and social promotion websites by 
academics such as Dholakia (2011), and Edelman, Jaffe & Kominers (2011) to name a 
few. 
 
Coupons have grown to be important promotional vehicles used today. Traditionally, 
coupons have been distributed through printed offline channels, such as newspapers or 
postal mails. Along with technological advances, the Internet has emerged as a new 
method of coupon distribution. (Jung & Lee, 2010) Now consumers have the possibility 
to search for online coupons in the form of coupon codes.  

 
Local merchants benefit from them as a marketing tool to attract customers, whilst deal 
buyers (consumers) acquire products and services from these businesses and local 
merchants at significant discounts (of as much as 80 %), which enables consumers low-
risk opportunities to try out new businesses. In fact, a recent study discovered that 32,5 
% of Internet users had purchased a Groupon deal (Tuten & Ashley, 2011). In other 
words, these online social coupons have increasingly transformed into a popular 
shopping tool for consumers and are simultaneously seen as an attractive customer 
acquisition tool for local businesses. These online daily deals have expanded to a certain 
extent, to be more precise – in the American market for instance, revenue from online 
daily deals and discounts sites including Groupon and Living Social was projected to top 
$2.67 billion in 2011, representing an increase of 138% from $1.12 billion in 2010 
(Kumar & Rajan, 2011). 

 
Generally, coupon promotions and consumer price promotions are often applied to 
generate short-term sales increase, to increase customer traffic, to attract new customers 
and lastly, to encourage repeat purchase of a product or service. Various marketers in 
general view coupons as an effective promotional tool in generating short-term sales 
increase and attracting new customers. Many researchers agree that discounted prices and 
price promotions generally have an immediate positive effect on sales. However, what 
about the repeat-purchasing effects of promotions? In fact, there are others who still 
question the long-term effect of coupon promotion on repeat purchase. (Myung, Barrash 
& Feinstein, 2006). Some research has described a promotion usage effect in which 
brand repurchase rates are affected because a promotion was used to make a purchase. 
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As such, some research has also discovered that repeat purchase rates for brands are 
lower following a promotional purchase than after a non-promotional transaction. 
(Beasley & Shank, 1997) 

 
Henceforth, in this paper, we seek to address the aforementioned setbacks of social 
online coupons and daily deals with these websites. 

 

1.1.1 Online Social Discount Coupons 

 
Deal-of-the-day and social promotion websites commonly feature one online coupon, or 
more, a day for each city it operates in, offering consumers discount(s) for local 
merchants. Local merchants distribute their online coupon on these websites - and to 
price discriminate, they can predetermine the minimum online coupons to be sold. 
Subscribers of the websites are notified by e-mail daily on the various online coupon(s) 
that are offered that day and thereafter, decides on whether or not to purchase the 
coupon. 
 

 
Figure 1. How Online Discount Coupon works (own interpretation) 

Online discount coupon is a relatively new phenomena and the pioneer of this industry, 
Groupon, launched its website in late 2008 and led to an influx of countless imitators 
(Deninno, 2011; McConnachie, 2011; Ortutay & Metz, 2011). In the American market, 
there are more or less 600 online discount coupon-websites currently operating 
(McConnachie, 2011). Since Groupon's launch in Sweden 2010, a number of similar 
websites have emerged (Dunér, 2011). The Swedish market of online discount coupon is 
dominated by Groupon and Letsdeal, possessing 95 % of the market share together 
(Persson, 2011). Another big actor in the Swedish market is Gruppi, also launched in 
2010 (Jakobsson, 2011a). These kind of online discount coupon websites have brought 
attention from several advertisement channels in the newspapers and publishing 
industries. Newspaper companies like Metro, Sydsvenskan, and Göteborgs-Posten 
launched their online discount coupon sites in 2011, called SaveMyDay and Dealie 
(owned by Sydsvenskan and Göteborgs-Posten together) respectively (Schori, 2011; 
Pontvik, 2011). Eniro, which owns the Swedish equivalent of Yellow pages, also 
launched their online discount coupon site in 2011 called Eniro Deals (Nu lanserar vi 
Eniro Deals, 2011). 
 
However, despite the numerous discount coupon websites that are present in this 
industry, the most acknowledged website, with the largest market share is evidently 
Groupon, having a dominant position and withholding a market share of 74 % in the 
Swedish market (Jakobsson, 2011b). The company, Groupon, which we have chosen to 
focus on, launched in Chicago, November 2008 (Dholakia, 2011). It turned down a 6 
billion USD buyout offer from Google in December 2010 (Frommer, 2010). Groupon 
have been operating in Sweden since April 2010 (Om Groupon, 2012) by acquiring 
MyCityDeal (Kinnevik: blir delägare i fusionerat Mycitydeal/Groupon, 2010). In November 
2011, the company started to trade on the NASDAQ and priced their initial public 
offering (IPO) at 20 USD a share (Pepitone, 2011). Groupon serves more than 400 
markets and thousands of cities in the world, using collective buying to get daily deals on 



 3 

goods and services from local merchants (Groupon press kit, 2012). The daily deals are 
provided to consumers through a website (www.groupon.com), and their subscribers are 
informed by e-mail at a daily basis about what deals are featured that day. The deals 
Groupon provides are substantially discounted, usually at least 50 % and, in some cases, 
up to 90 %. Websites like Groupon benefit from this business model considering that 
consumers pay for the coupon before redeeming the coupon, and the local merchants 
that offer the coupon have to pay Groupon around 50 % of the revenue generated from 
the redeemed coupons (Kumar & Rajan, 2011). According to Barr (2011) at Reuters, the 
number of Groupon subscribers were 115+ million at the end of the second quarter in 
2011, whereof 440 000 in Sweden (Dunér, 2011). Additionally, the CEO of Groupon, 
Andrew Mason, revealed in an interview at TechCrunch that there is a high demand 
from local merchants – 35000 local merchants are waiting for their turn to run their deal 
on Groupon (Mason, 2012). 
 

1.1.2 Problem Background   

 
Despite the positive expansion and success of these daily deals websites, and the two-way 
benefits of the common welfare, there have been opposing discussions and research 
regarding whether or not these daily deal websites are beneficial for local merchants 
using these websites as a marketing tool. Recently, this problem, from a local merchants 
perspective, and discount websites have garnered prominence in the press, discussing 
whether it is profitable for local merchants to use daily deals websites and whether such 
way of promotion is an effective marketing tool. As Groupon is a key player in the 
online coupon industry, a number of surveys have been conducted regarding this 
problem.  In a survey-based study of 150 local merchants on the American market that 
provided a deal with Groupon, Dholakia (2010) discovered that 66% experienced profit 
and 32% experienced loss of the respondents. Despite the implied hype and success 
stories of Groupon and its positive marketing effects for local merchants, many critics 
and research studies, as mentioned, has questioned the effectiveness of this marketing 
tool. Numerous cases have demonstrated unprofitability, failing to attract targeted 
customers, and most importantly, shortcomings such as low return rate of customers at 
full price or uncertain customer loyalty (Edelman et al. (2010); Dholakia (2010)). The 
lastly mentioned issue is what we are primarily interested in observing, as of the different 
factors that determines a long-term relationship with the local merchants and customers, 
after a transaction with an online discount coupon website. 
 

1.2 Research Question and Purpose 
 
Our research question for this thesis is: 
 
What are the factors that influence the customer’s likelihood of repurchasing from the local merchant after 
a transaction on an online discount coupon website? 

 
The purpose of our thesis was to describe and analyze the factors that influence the 
likelihood of repurchase after a transaction on an online discount website on Groupon 
Stockholm example. We hope that our results will be useful for future research within 
this area, local merchants considering promoting via the online discount coupon 
websites, the websites themselves, and also investors and others affiliated. 

 

http://www.groupon.com/
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1.3 Delimitations 
 
We are primarily interested in the consumers’ buying behavior. In our work we want to 
analyze and describe the factors that determine if customers are likely to repurchase at 
the local merchants’ after purchasing a deal on coupon discounted website. However, 
due to the abundant deal-of-the-day websites, we decided to narrow down our work to 
the website that has a dominant market share in this branch, namely being, Groupon. We 
are interested in customers who have actually bought and redeemed discount coupons 
from Groupon. The reason for this is that there are numerous press articles and research 
evaluating whether customers are returning after promotions and transactions on 
Groupon from the local merchants perspective, but there are few that has determined 
and described the probability of customer repurchase. We believe that the knowledge of 
the factors that determine how likely a customer is to return back to the local merchant 
and purchase at original price, are important factors to consider before running a 
discount coupon on Groupon and experience profit or loss. For convenience, our thesis 
will be focused on Groupon Stockholm’s market since it simplifies our collection of 
primary data, but also because most research have been focusing on the American 
market and we want to contribute for future research on the Swedish market in this field. 
 

1.4 Expected Contributions 
 
Our main contribution was to understand by what factors customers commit a 
repurchase at the same local merchant after using a coupon. We hope that our work will 
extend knowledge in the area of customers buying behavior in discount and “deal” 
situations which could be applicable to various deal-of-the-day websites, and not just 
Groupon. The factors that we have examined might be a vital contribution for 
companies who are using or considering using such websites as a promotional tool. 
 

1.5 Disposition   
 
In the next chapter, Chapter 2, we have presented relevant theories that helped us 
analyze our collected data. Chapter 3 consists of what methodology we used and in 
Chapter 4 we presented our data and results. Chapter 5 consists of an analysis and 
discussion of the data acquired using the theories presented in Chapter 2. Lastly, in 
Chapter 6 we have answered our research question and suggested managerial 
implications as well as further research. 
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Chapter 2 

2. THEORETICAL FRAMEWORK  
 
In the following chapter, the theoretical framework based on the subjects of online discount coupons, 
promotional effects on consumers and accordingly, their repurchase behaviors will be presented. The four 
theories that touch upon the research subject, will be introduced, and based on these, form a conceptual 
framework consisting of 4 different hypotheses in relation to the research question. 

2.1 Introduction of Theories 
 
In order for local merchants to gain maximized benefits on one’s marketing activity, 
being these online discounts, we believe that one must understand the consumer in order 
to provide for further managerial implications and action plans. Thus, to account for 
customers’ repurchase behaviors in relation to online discounts, we sought to firstly 
understand the type of existing customers there are in the common market as well as 
their characteristics and attributes. In order to proceed, we raised questions such as; Who 
are the ones purchasing through online discount coupon websites and what type of 
customers are they? We also considered the notion of how consumers generally reason in 
situations of discounted values and promotions and why they reason in respective ways.  

 
Additionally, we wanted to understand what customers perceive as valuable and worth 
(or not). Henceforth, we have selected the following theories to include in our theoretical 
framework, which provides as a foundation for our conceptual framework and the rest 
of this thesis.  

 

2.1.1 Relational and Transactional Customers 

 
Generally, there are two categories of customers; they are either relational customers or 
transactional customers. Relational customers incline to seek for long-term suppliers of 
products and services whereas transactional customers primarily care about the price and 
the terms. Vital factors for the relational customer are quality, service level, relationships, 
trust and so forth. The typical behavior that signals a relational customer is usually signals 
such as repeated purchase, increase usage, word of mouth etc. Transactional customers, 
on the other hand, are constantly scouting for the best prices and tend to treat even 
services as homogeneous commodities. It is also implied that the stronger a relationship 
with a firm is, also entails higher switching costs for the customer. Relational customers 
have the tendency to require more in-depth introduction and try out to a new service or 
product prior to making repeated purchases and visits. (Bolton & Bhattacharya, 2000)  

 
The theoretical implication suggests that firms ought to adopt a true relational intent, 
process and approach if it wants to attract relational customers. However, the 
relationship has to be mutual – in other words, the customer should also be in a 
relational mode in order for a relational customer relationship to be established. As 
Grönroos stipulates, “Some customers may be more willing to accept a relational contact 
with a firm, whereas others may want to have a transactional contact. Moreover, a person 
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may in one situation be interested in a relationship and in other situations not.” 
(Grönroos, 2004, p. 110). 
 
There are also some theoretical implications for the necessary conditions for relationship 
marketing that Bolton & Bhattacharya (2000) accounts for. They suggest that a 
relationship develops between a customer and an organization when there exists mutual 
benefits from one or more exchanges. 
 
For a profit-maximizing firm, the benefits of a relationship with end users arise from the 
economics of retention, insulation from competition etc. However, from the customer’s 
perspective, the benefits of a relationship with the organization include customization 
and decreased costs due to efficiencies in dealing with known suppliers, such as lower 
search costs and risk reduction. The discussions of the necessary conditions for an 
exchange relationship to exist are factors such as customization, customer intimacy, two-
way interactions, extended time intervals etc. They also discuss conditions for 
organizations and customers to engage in order to facilitate relationship marketing and 
behavior. Such conditions are product category heterogeneity, perceived risk of the 
consumer, switching costs and so forth. (Bolton & Bhattacharya, 2000) 
 

2.1.2 Reference Price Theory and Adaptation-Level Theory 
 
Reference price theory accounts for the belief that brand repurchase rates will be lower 
subsequent to a price promotion. A price promotion might be expected to lower the 
reference price of consumers, and when the promotion is retracted, consumers will be 
reluctant to purchase the brand because the price of the brand exceeds its reference 
price. (Winer, 1986) 

 
The basic foundation for this theory is that consumers use previous price levels and 
other context variables for a product in order to form an internal “reference price” that 
is used to judge the current actual product price level. Empirical models have 
demonstrated that deviations between the actual price and the reference price of a 
product convey utility and consequently influence consumer-purchasing behavior. 
(Putler, 1992) 
 
Initially, the fact that consumers form reference prices to judge actual product price 
levels is an application of the psychological theory of adaptation-level formation. 
Adaptation-level theory stipulates for the notion that our perceptions of value and size 
(and other measurements such as waiting time, quality etc.) changes based on past 
experiences. (Helson, 1964) 
 
The individual’s reference point for judgments and evaluations regarding classes of 
stimuli is determined by the individual’s prior exposure and recollections of previous 
judgments to the specific stimuli. In other words, the adaptation-level theory specifies 
that an individual’s evaluation of an outcome serves as a function of previously 
experienced (defined by Helson as “residual stimuli”) outcomes such that the subjective 
judgments are influenced by the prevailing norm or adaptation level. (Helson, 1964) 
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2.1.3 Self-perception Theory  

 
The self-perception theory states that as individuals purchases promoted products and 
services on deals, they are unable to evaluate whether to attribute their purchase behavior 
to a liking of the brand and products (this denoted as an “internal cause”) or to the 
presence and advantage of the promotion and discount, merely as a desire to take 
advantage and benefit of the incentive (in this case, a promotion or deal, this denoted as 
“external cause”). After the promotion and discounted price is withdrawn, and prices 
return to their original state, there is a reduced probability that consumers who 
purchased the product or service on “deal” will commit a repurchase. By retracting an 
incentive (cause) reduces the likelihood of repurchase since an important reason and 
motivation for the previous behavior (purchase of the product/service) has diminished 
and is no longer present. (Dodson, Tybout & Sternthal, 1978) 
 

2.1.4 Cognitive Dissonance  
 
Utilizing the dissonance theory, Doob, Carlsmith, Freedman, Lan-dauer, and Soleng 
(1969) hypothesized and discovered that a product or service introduced at a special 
discounted price (at promotion) led to lower repeat purchase rates and sales in the long 
run than the same product introduced at a higher price. The authors based their 
speculations on the fundamental theory of cognitive dissonance, specifying that the more 
effort a person needs to exert to attain a goal, the more dissonance is awakened if the 
goal is less valuable than expected. In other words, the greater the effort of attaining 
something (harder to get), the more an individual is interested in it. Hence, the theory 
posits that a lower price (when introduced) increases the amount of dissonance that 
consumers must resolve and consequently, leads to a more thorough and vigilant 
evaluation of the product. (Doob et al., 1969) 
 

2.2 Conceptual Framework  
 
Since we were interested in observing the determinants of consumers’ repeat purchase 
behavior, we felt the necessity to take a look at the types of consumers in general and the 
general theory of consumer behavior. 

 
Firstly, by incorporating the theory of relational and transactional customers, we sought to 
understand whether if subscribers of these deal-of-the-day websites are merely one-time 
buyers or if they are willing to repurchase with the company from which they have 
bought a coupon from. Thus, relating the theory to this case study – online discount 
websites could be a way for the consumer to be introduced to a new service and not 
merely for the benefits of deep discounts – being the relationship customer. Conversely, 
is it comprised mainly of transactional customers, who only transact with these firms 
merely for the deep discounts? Henceforth, based on this assumption, we have 
developed the first hypothesis as follows: 

 

 
→ H1: The customer base of online discount coupons is mainly transactional customers and thus 
primarily treats price as a main factor. 
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Secondly, applying the Reference Price Theory and Adaptation-Level Theory, we were able to see 
if customers are referring to the discounted price as a starting (basic) price. The results 
may show that customers are not willing to make a repurchase because they might 
assume that the original (regular) price for the product/service is overestimated 
comparing to the price of product/service that was acquired with the discounted 
coupon. Based on this theory, we aimed to compare and understand how a consumer’s 
judgment is influenced by his or her prior exposures to related stimuli (in this case, past 
purchases with the Groupon promotion at a discounted price) in order to describe their 
future judgments and evaluations of repeated purchase at full regular price (post 
discount). 

 
→ H2: The customers are not likely to repurchase because the regular price is perceived as high in 
relation to the reference price. 

 
Along with the self-perception theory, we aimed to examine whether consumers purchase 
promoted products/services because they generally like the brand (internal cause) or 
because of the benefit they receive from a discount price (external cause). In other 
words, whether or not the discounted price acts as the primary incentive for purchase 
and consequently, a revisit/repurchase. This enabled us to understand the relationship 
between consumers’ buying and repeated purchase behavior of online discounted 
products. Thus, our third hypothesis goes as follows:  

 
→ H3: Customers are more likely to repurchase at the local merchant if they receive another discount. 

 
Lastly, since Cognitive Dissonance accounts for the perception of different discounted 
values, such that a bigger gap between the original price and discounted price results 
towards a lower likeliness of repurchasing. Hence, we concluded our last hypothesis as 
follows: 

 
→ H4: The likeliness of repurchase at the local merchant is higher if the discounted price is closer to the 
regular price. 

 
 
 

 
 
 
 
 

  



 9 

Chapter 3 

3. METHODS 
 
In this chapter, the methodology of this thesis will be covered. Certain choices regarding the research will 
be accounted for; such as the choice of the research topic, the selected theories and finally the practical 
methods of conducting the intended study. Additionally, the choice of research approach and practical 
approach are motivated for and a profound discussion regarding critical aspects of the chosen methods is 
also covered. 

3.1 Choice of Topic  
 
To begin with, why have we specifically chosen online discount coupons and not the 
traditional and classical “normal” tangible coupons (how it differs from normal 
promotional coupon activities)? As we mentioned before, online discount websites’ 
customer base has grown in recent years, and together with the internet phenomena (the 
growth of virtual world) and these Daily Deal Websites’ recent growth boom, the 
existing field of work still remains limited in the sense that it is yet a relatively unexplored 
area. Therefore, the fact that this topic is relatively new and recent and remains 
unexplored made this an interesting topic for us to study. 

 
We also believe that as our generation has become a lot more virtual, so has means of 
consuming and purchasing evolved towards the virtual and electronic world. Therefore, 
we wanted to explore this recently developed approach of marketing and advertising tool 
(phenomena). We believe that following current developments and means of strategies, 
especially within advertising and marketing, is important in order to support and sustain 
a business to a proper state. 
 

3.2 Choice of Theory  

 
The aforementioned theories, which functioned as a base for our conceptual framework, 
was carefully chosen through reviewing different social science theories that best 
explained the relationships between the promotional effects of organizations and the 
consumer behavior regarding retention and repurchase behaviors.   

 
With the help of various databases, primarily Google Scholar offered at Mälardalen 
University and University of Stockholm, we were able to access different scientific 
journals that covered and researched the subjects of online discount coupons, 
promotional effects and repurchase behaviors. Having reviewed these scientific research 
articles, we discovered a number of relevant theories that were related to our case and 
subject of study. We sought to understand the characteristics of the consumer that arises 
in cases of promotional and discount situations and thus came to the verdict of selecting 
the theory of relational and transactional customers, the reference price theory and self-
perception theory, as these covers the concept of a consumer’s post purchase behavior. 
Furthermore, the cognitive dissonance theory was selected as we attempted to 
understand the concept of consumer reasoning on different values and evaluation of 
purchases. 
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3.3 Research Approach  
 

3.3.1 Research Design  

 
Commonly, a research design aims and allows the researcher to draw inferences 
concerning the causal relations among the variables that one has under investigation 
(Frankfort-Nachmias and Nachmias, 1996). In order for us to describe and analyze our 
hypotheses, a research design guided us with the process of collecting, analyzing and 
interpreting our observations and study. 

 
Generally, a descriptive survey enables the researcher to summarize and organize data in 
an effective and meaningful way. They provide tools for describing collections of 
statistical observations and reducing information to an understandable form. (Frankfort-
Nachmias & Nachmias, 1996) This was applicable in our case, as we sought to describe 
and analyze the characteristics of the customer in relation to an online discount coupon 
and it’s repurchasing behavior. 

 
By implementing the following research design, we were able to define the domain of 
generalizability in the final step, and to conclude and summarize whether the obtained 
interpretations can be generalized to the larger population, in our case known as the 
online discount coupon users in Stockholm, Sweden. 
 

 
Figure 2. Our Research Design 

 

3.3.2 Deductive Approach 

 
Since we sought to describe and analyze the promotional effects on customer retention, 
we considered a deductive approach as the most representative method of ensuing our 
study, where the theoretical framework (which formulated our conceptual framework 
and hence our hypotheses) directed our intended study and survey regarding the 
promotional effects of online discount coupons on consumers.  
 
Additionally, with the help of the theories mentioned in the theoretical framework that 
accounted for reasons that could (or not) influence the customer’s repurchase, we were 
able to form our conceptual framework and hypotheses. Subsequently, we created an 
online survey in order to address our hypotheses.  
 
Through a deductive approach, we narrowed it down even further as we collected our 
observations in order to address the hypotheses. Ultimately, this enabled us to analyze 
the hypotheses with the collected data, where we were able to conclude a support for the 
hypotheses and the factors that explained and contributed to repurchase intentions and 
the customer’s perception after using discount coupons. (Holme & Solvang, 2010) 
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Figure 3. Deductive Approach 1 

 
Figure 4. Deductive Approach 2 

 

3.3.3 A Quantitative Study 

 
Conferring to Holme & Solvang (2010), the typical characteristics of a quantitative study 
includes attributes such as; a variety of separated variables, targeting for common 
(representative and average) traits of a certain population and a maximal mirroring of the 
quantitative variation. Evidently, this represents our case, and we considered this suitable 
to the process of achieving our purpose and research question. 
 
Due to the fact that we are interested in the promotional effects and the factors that are 
in relation to the influence of customer repeat purchases (an implication of a descriptive 
research approach), entailed us to examine the various traits of the online discount 
coupon users in Stockholm, Sweden, which in this case was the population (target group) 
of our study. Thus, a quantitative study enabled us “breadth” for our collected data, 
which subsequently facilitated the support of the theories to be representative for the 
whole population and the statistical generalization of the online discount coupon 
consumer. (Holme & Solvang, 2010) 

 
In order to account for our research question and purpose, and to address our 
hypotheses, of which has been based from our theoretical framework, we discovered that 
constructing a survey was an appropriate method. In this way, our sample, a subset of 
the population, (being the online discount coupon users in Stockholm, Sweden) enabled 
the results and implicitly, the support (or not) of the theories to be representative for the 
population. 
 
Additionally, since we sought to ensure a maximized target of external validity, which 
according to Frankfort-Nachmias & Nachmias (1996), is the “extent to which research 
findings can be generalized to larger populations and applied to different social or 
political settings”, it is stressed that the characteristic of the subjects must reflect the 
characteristics of the population that we are investigating. Thus, we chose to study the 
sample (Groupon’s online discount coupon users) as they reflected the characteristics of 
the online discount coupon user (the population) in general. 
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Henceforth, with this in mind, we considered having a survey and questionnaire the best 
suitable procedure to carry out our research and to achieve our purpose and research 
question.  
 

3.4 Choice of Practical Methods 

3.4.1 Survey Distribution  

 
We conducted a survey in order to collect all necessary quantitative data. The survey was 
created through Google Docs and we ran it for two weeks, 10th April until 24th April 
2012. During this period we gathered 165 responses by reaching the respondents 
through Facebook. Through this channel we were able to achieve a number of people, 
since “Groupon Stockholm” on Facebook has over 15000 subscribers. 130 of all 
respondents had actually purchased a deal (or few) on Groupon Stockholm and therefore, 
we eliminated 35 (of the 165) for our final material. In order to attract as many 
respondents as possible we had a lottery where 6 respondents from our survey won a gift 
card for SF Bio. According to Frankfort-Nachmias & Nachmias (1996), researchers who 
use mail surveys must appeal to the respondents and persuade them that they should 
participate by filling out the questionnaires and mailing them back. Thus, in order to 
enhance the inducements to respond, we assumed that this type of incentive motivated 
more people to participate in our survey.  

 
Our survey focused on users of online coupons via Groupon, who were selected through 
media channels. However, to make our work more credible and with narrower focus, we 
selected targets who had redeemed their coupons in Stockholm. This is due to the 
different control criterions that may occur; such as the extrinsic (biases resulting from the 
differential recruitment of research participants to the experimental and control groups) 
and intrinsic factors among different cities, for instance budget, variety of merchants, 
different lifestyles and so forth (Frankfort-Nachmias & Nachmias, 1996). As mentioned 
before, we only intended to focus on a target group who had ever redeemed online 
coupons in Stockholm, although the respondents of our survey did not necessarily reside 
in the Stockholm area. These people might work or study in Stockholm or merely visit 
whilst residing elsewhere. Our main point is that the respondents belong to Groupon 
Stockholm area and thus redeem their coupons in Stockholm City.  
 

3.4.2 Survey Design  

 
We chose to narrow our research and survey design further down to 4 factors; price, 
service, quality and location, that could influence the likeliness of repurchasing after 
redeeming an online discount coupon. We mainly chose to focus on the first three; price, 
service and quality, due to them being highly stressed in the relational and transactional 
theory (see 2.1.1). Furthermore, these 4 seem to be the most involved and frequent 
factors concerning the case of online discount coupons. Lastly, by narrowing down many 
possible factors into 4 main ones and hence out of convenience, we were able to gather a 
more converged data for our analysis - rather than having many dispersed opinions with 
numerous and different types of variables, which might have led the results to be 
relatively uncertain. 
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The questions in our survey were structured as closed questions which limited our 
respondents to a list of answer choices, mainly answers such as “Yes”, “No”, and 
“Uncertain”. We also had closed questions which limited our respondents to answer on a 
Likert-scale of a 1 – 5 scale. We considered closed questions to be of the best suitable 
type of question for this quantitative study to utilize since it enabled our statistical 
calculations more convenient to execute. 
 
Our survey was conducted in two languages  - Swedish and English, since the survey 
took place in Sweden, it was considered more convenient for participants to complete 
the questionnaire in their mother tongue language. An English version was also used for 
targets who are temporarily living in Sweden (exchange students, tourists, internship, 
temporarily working), and therefore do not speak the Swedish language.  
 

3.4.3 Data Evaluation 

 
The results gathered from our survey were carefully processed to access relevant parts 
for the analysis. We utilized the IBM SPSS 20.0.0 (The Statistical Package for the Social 
Sciences) to prepare and execute our computerized data analysis. This simplified the 
calculation of our data analysis and consequently, enabled us to create supporting 
arguments (or not) of the theories.  

 
We calculated the mean and standard deviation for the questions with a scale (1 – 5) and 
frequencies for the questions with “Yes” and “No” answers. For the scale questions, we 
assumed that the respondent is indifferent at the midpoint 3. Thus, we chose to 
aggregate everything above 3,5 as “Worth”, “Likely, and “Important” depending on the 
question type. The computations we made for the “Yes”/”No”-questions were 
frequencies calculations. Thus, we assumed that a figure of over 50 % would represent 
the majority. 
 

 

3.5 Critique of Studies 
 

3.5.1 Reliability 

 
“Reliability is concerned with the question of whether the results of a study are repeatable.” 
- Bryman, 2004 

 
Reliability is the measure of how strong and reliable of measured values in researches are 
(Realibitet, 2012). Due to the scope and time frame of our thesis, we decided to use 
internal reliability to ensure a high level of reliability – meaning that our measure is based 
on correlations between different variables on the survey. 

 
Moreover, since we tried to motivate people to participate in our survey by giving them a 
chance to win SF Cinema gift cards, we could have attracted some people who only 
completed the survey to win the gift cards and therefore, we may have received some 
“false” answers. Thus, to minimize the risks of “false” answers, we had one control 
question paired with a similar question in our survey. With the help of these two 
questions we had hoped for a more reliable and accurate data by excluding the 
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respondents that “failed” the control question. Through the answers from the paired 
questions, we calculated the correlation between the answers by running them through a 
reliability analysis in IBM SPSS 20.0.0. A satisfactory value of correlation is >0,70 
(Bryman, 2004) and the correlation between the answers we got was 0,721, which 
evidently shows that we have an acceptable level of internal reliability in our study. 

 
The control question helped us exclude the respondents who “failed” and gave “false” 
answers on the questions from the data sample. Altogether, we excluded 11 respondents 
that did not “pass” the control question, which increased the quality of the final sample.  
 

3.5.2 Validity  

 
“Validity refers to the issue of whether an indicator (or set of indicators) that is devised to gauge a concept 
really measures that concept.” 
- Bryman, 2004 
 
To demonstrate the validity of this quantitative study, we were to show that the 
relationships of the different measurements do in fact hold (Frankfort-Nachmias & 
Nachmias, 1996). Therefore we aimed to achieve this through our survey and thereby the 
data analysis to observe the relationship between various factors and indicators (of the 
local merchants’ promotion) and the online discount coupon consumer repurchase 
behavior. 

 
External validity 
External validity tests if the results of a study can be addressed and generalized to other 
people and situations. To achieve strong external validity, the sample generated should 
be as representative as possible for the selected population of investigation – hence, a 
randomly selected sample is preferable. Randomly selected sample, also known as 
probability sampling, involves a lot of preparation, time and cost, therefore it is 
commonly avoided because of the difficulties involved. (Bryman, 2004) 
 
We found our sample mainly via an open event on Facebook by inviting people. We also 
contacted random people who have “liked” Groupon Stockholm and people who have 
written on its wall, therefore our sample consisted of a convenience sample, even though 
a probability sampling is to prefer. Convenience sampling is easily achievable to the 
researcher (Bryman, 2004). However, due to the difficulties involved in probability 
sampling mentioned above, a convenience sample was perceived as the optimal way for 
us to achieve a sample. In our case, social media channels, such as Facebook, was the 
most convenient method of allocating respondents. It was also the most suitable way to 
find respondents considering the time frame and budget for our thesis. It may not 
necessarily represent the customer base and population of online coupon websites, 
however, it can be an explanatory example to demonstrate the typical effects of online 
discount coupons in general and raise a discussion about the phenomena. 
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3.5.3 Method’s Critique 

 
Before we proceed, with reference to the findings and the analysis, we would like to 
emphasize on the following aspects that could have affected our study.  
 
We have noticed that in the Self-perception theory we had emphasized greatly on price 
and did not take into consideration the consumers’ brand liking. As the theory explains, 
customers may be incapable to evaluate whether they attribute their purchase behavior to 
a liking of a brand or to the presence of a discount. Our survey question 13 (“The 
probability of returning to the same business would increase if you received the same 
deal on your next visit”) was referring to the Self-perception theory but we accounted for 
one factor, namely being price. After calculating the results for question 10 (How 
important are the following factors for your future repurchase/visit at the same business 
after using a Groupon deal?), we discovered that quality is the most important for the 
customers. This led us to assume that brand loyalty might be a key factor in a customer’s 
repurchase. Unfortunately, we were not able to figure this out since we provided our 
respondents with merely one choice and therefore we can not draw any conclusions of 
whether or not price is the most valuable remaining factor in consumers’ repeat purchase 
behavior. 
 
As we only had one criteria for participating in the survey (and thus included as our 
empirical findings), being “having redeemed a Groupon coupon in Stockholm”, the 
characteristics of the temporary residents (such as international students, tourists, expats 
etc.) have been secluded from our analysis. In other words, they might have only been 
seeking one-time transactions and discounts as they only live in Stockholm for a 
temporary period of time and thus might not “care” about service or quality or any other 
factors other than a “beneficial price”. Therefore, we reason that this might have 
possibly inflicted an error in the survey’s responses and thus affected the findings. 

 
Another critique that should be emphasized is the choice of theoretical frameworks that 
we chose to include. Initially, since this thesis mainly concerns discounts, we focused 
principally on price oriented theories. Gradually, we noticed that this might have been 
due to our perception on the case of online discount coupons, as we started off with the 
impression that price was more or less one of the most contributing factor for a 
customer’s repurchase. This degree of selective perception has evidently affected our 
choice of frameworks, analysis and conclusion, resulting in a relatively preconceived 
aspect throughout the thesis. Consequently, this also affected our choice of variables that 
we chose to study and enquire our respondents for (as mentioned in 3.4.2). As we have 
excluded many other possible factors that could have also played a major role in the case 
of customer retention, we are merely informed about these 4 specific factors in relation 
to online discount coupons and customer repurchase.  
 
Therefore, we believe that, other theories which could have been selected are theories 
such as; brand equity, price discriminations and customer satisfaction. Simultaneously, 
we could have chosen to include other factors to describe and analyze such as; brand 
perception, brand value, reputation, trust, convenience and so forth. In both cases, these 
might have inflicted other results and consequently changed the perspective of this thesis 
and provided a different view of customer repurchasing in an online discount coupon 
case.  
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Chapter 4  

4. EMPIRICAL FINDINGS 
 
In this chapter the empirical findings from a questionnaire study administered to a sample of online 
discount coupons users in the Stockholm region will be presented. These findings will lay the foundation 
for the analysis chapter and the correspondence of the hypotheses, and further enable to draw conclusions. 

4.1 Data Description 
 
We ran the survey for 2 weeks and during that time we were able to gather 165 responses 
by contacting Groupon members via Facebook. 130 of all respondents had purchased a 
deal (or few) on Groupon Stockholm.  Through a careful observation we found out that 
11 people had failed our control question in the survey and thus, we had to exclude them 
from the data calculations, thereby resulting in a data sample containing 119 respondents. 
 
The first questions in the survey were formulated with the aim of characterizing and 
describing the demographics (description) of our sample. 29 (25%) of our total sample 
were male, the remaining – 90 respondents - were females. As shown in Figure 5, none 
of our respondents were under 18 years of age. The age group 26-35 represented the 
highest percentage – 38%, while the two remaining categories (18-25 and >35) were 
equal (31% each). The results concerning occupation of our respondents are shown in 
Figure 6. The majority of the respondents were employed – 55%, followed by students – 
33%. The numbers of unemployed and retired people were relatively low, though still 
present. 
 

 
Figure 5. Age of Respondents from Survey 

<18: 0 (0 %) 
18-25: 38 (31 %) 
26 – 35: 43 (38 %) 
>35: 38 (31 %) 
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Figure 6. Occupation of Respondents from Survey 

We divided the merchandises and services that are sold on Groupon into 4 main 
categories: Restaurant & Café, Beauty & Healthcare, Products and Travel. On this survey 
question, the respondents had an opportunity to choose from each category that they 
had ever purchased from and hence, also had the possibility to choose from more than 
one category, thereby reaching a total of 254 responses for this question as demonstrated 
in Figure 7. The Beauty & Healthcare category represented the highest purchase rate 
among the respondents, followed by the Restaurant & Café category, Products and lastly, 
Travel.  
 

 
Figure 7. Industry Popularity of Respondents from Survey 

 

4.2  Support of Hypotheses 

4.2.1 H1 – Relational and Transactional Customer 

 
To examine H1, which states that “The customer base of online discount coupons are mainly 
transactional customers and thus treats price as a main factor”, we had a question in our survey 
with the four factors; service, quality, price and location, where we asked the respondents 
how important these factors are for their future repurchase at the same business after 
using a Groupon deal on a scale of 1-5, with 1 being “Not important” and 5 being “Very 
important”. 

Student: 39 (33 %) 
Employed: 66 (55 %) 
Unemployed: 10 (8 %) 
Retired: 4 (4 %) 

Restaurant & Café: 32% 
Beauty & Healthcare: 37 % 
Products: 22 % 
Travel: 9 % 
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The data we received from the 119 respondents are as follows: 

 

Descriptive Statistics 
     

 

N Minimum Maximum Mean Std. Deviation 

Service 119 3,00 5,00 4,3529 ,74320 

Quality 119 2,00 5,00 4,6303 ,60877 

Price 119 2,00 5,00 4,5294 ,71097 

Location 119 ,00 5,00 3,4874 1,13396 

Valid N (listwise) 119 
    

Table 1. Service, Quality, Price and Location 

 
We calculated the mean and standard deviation of the four variables to respond to H1. 
As Table 1 shows, the variable location has the lowest mean (3,4874) and quality has the 
highest (4,6303). The standard deviation column shows that location has the highest 
standard deviation (1,13396) and quality has the lowest (0,60877). This demonstrates that 
quality is the most important factor that the respondents account for when considering 
repurchase or not, and the standard deviation shows that the difference between the 
respondents´ answers are relatively small. The theory about relational and transactional 
customers states that the transactional customer mainly cares about price, and the data 
from our respondents shows that quality is the most important factor. Hence, H1 is not 
supported by our survey. 

 
H1 →  The customer base of online discount coupons are mainly transactional 
customers and thus treats price as a main factor: Not supported by our empirical 
findings 
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4.2.2 H2 – Reference Price Theory 

 
In order to examine H2, which postulates that “The customers are not likely to repurchase 
because the regular price is perceived as high in relation to the reference price”, a survey question was 
formulated to account for the consumer’s perception of whether or not it is worth to 
repurchase at full price after experiencing a discounted price. Furthermore, the question 
was divided into different industries as the consumer’s preferences may differ between 
the different industries. Similar to H1, they were asked to respond on a scale from 1 - 5, 
with 1 being that they perceived it as “Not worth” and 5 as “Worth”. 

 

 
 
The data we received from the 119 respondents are as follows: 

 

Descriptive Statistics 
     

 

N Minimum Maximum Mean Std. Deviation 

Restaurant & Café 119 ,00 5,00 3,3445 1,20336 

Beauty & Healthcare 119 ,00 5,00 3,1849 1,16420 

Products 119 ,00 5,00 2,9580 1,30446 

Travel 118 ,00 5,00 2,6610 1,40342 

Valid N (list wise) 118 
    

Table 2. Preferences between Sectors 

 
We calculated the mean and standard deviation of the four industries in order to respond 
to H2. As 3 is in the midpoint of the scale of 1 - 5, we assume that the respondent is 
indifferent at that point. Thus, we chose to aggregate everything above 3,5 (since 3,5 is 
rounded up to 4, and all under 3,5 is closer to 3) as “Worth” in order for the response to 
be considered as “likely to repurchase”. Conversely, everything under 3,5 was chosen to 
be an aggregate of “Not worth” and thus “not likely to repurchase”.  

 
As the table demonstrates, each industry’s mean figure resulted below the decision point 
of 3,5. Therefore, we conclude that the majority perceive it as not worth to repurchase at 
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full price and hence are less likely to repurchase after having experienced a relatively 
lower price. As mentioned in the theoretical framework which formulated our H2, the 
reference price theory postulates that repurchase rates will be lower subsequent to a price 
promotion. Since price promotions lowers the reference price of consumers - consumers 
are thus reluctant to purchase since the full regular price exceeds the consumer’s 
reference price. The data from our respondents is aligned with this theory and similarly 
our hypothesis, demonstrating that the consumers do not consider it worth to 
repurchase and thus are reluctant (not likely) to repurchase. Hence, we support the 
hypothesis from our survey.  

 
H2 →  The customers are not likely to repurchase because the regular price is perceived 
as high in relation to the reference price: Supported by our empirical findings.  
 

4.2.3 H3 – Self-perception Theory 

 
In order to examine H3, “Customers are more likely to repurchase at the local merchant if they 
receive another discount”, we formed a question that accounted for the likeliness and 
probability of the consumer repurchasing given that they were to receive the same or 
“better” deal. The respondents were asked to reply “Yes”, “No” or “Uncertain” to an 
increase in probability for repurchasing if they received the same deal on future visits.  

 

 
 
The data we received from the 119 respondents are as follows: 

 

Descriptive 
Statistics 

     

  

Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Yes 110 92,4 92,4 92,4 

 

No 3 2,5 2,5 95,0 

 

Uncertain 6 5,0 5,0 100,0 

 

Total 119 100,0 100,0 
 

Table 3. Probability of repurchasing if given the same deal 
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In this case, a regular frequency calculation was conducted to account for the likeliness 
of repurchase on a repeated discount. We assumed that a figure of over 50% would 
represent the majority and consequently describe whether or not customers are likely to 
repurchase when given similar discounts. The self-perception theory recognizes that after 
a promotion and discounted price is withdrawn, and prices return to their original state, 
there is a reduced probability that consumers who purchased the product or service on 
“deal” will commit a repurchase, as the incentive (excuse) of “special price” is foregone.  

 
Our data found that 92,4% out of a total sample of 119 people responded “Yes”, 
meaning that the customers are likely to repurchase if they were to receive another 
discount at the local merchant, validating the discount price as a cause for repurchasing. 
Hence, the hypothesis is supported by our survey. 

 
→ H3: Customers are more likely to repurchase at the local merchant if they receive another discount:  

Supported by our empirical findings.  
 

4.2.4 H4 – Cognitive Dissonance 

 
To account for H4 which states “The likeliness of repurchase at the local merchant is higher if the 
discounted price is closer to the regular price”, we provided our respondents with 2 scenario 
questions, where they were given the possibility to choose in which cases they would be 
more likely to return to the local business and pay the full price for the product or 
service. In Scenario A the discount was 50% while in Scenario B the discount reached 
90%. Based on these two scenarios we were able to understand a customer’s perception 
towards different discount values. The respondent were asked to value the likeliness of 
returning with a likeliness scale of 1 - 5 where 1 was corresponded as “Unlikely” and 5 
was valued as “Likely”.  
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The data we received from the 119 respondents are as follows: 

 

Descriptive Statistics 
     

 

N Minimum Maximum Mean Std. Deviation 

Scenario 50% (a) 119 1,00 5,00 3,5630 ,93554 

Scenario 90 %(b) 119 ,00 5,00 2,8067 1,32305 

Valid N (listwise) 119 
    

Table 4. Two discount scenarios 

 
In this question our intention was to check if the consumers were willing to go back to 
the local business and pay the full price for a product/service depending on the amount 
of discount (%) they have experienced when buying a deal on Groupon. In Scenario A 
the discounted price is closer to the original price (50% of full price) while in Scenario B, 
the discounted price is much further from the original one (10% of full price). 

 
Similarly, the mean and standard deviation was calculated for each scenario in order to 
examine H4. As the data shows, scenario A had a higher mean of 3,5630 whereas 
scenario B resulted in a lower mean of 2,8067. Furthermore, scenario A had a lower 
standard deviation (0,93554) whilst scenario B had a higher deviation (1,32305). 
Comparing the two means congruently with the two different discount rates, the data 
evidently validates that scenario A (along with the lower discount rate) proved that the 
consumer was more likely to repurchase if the discounted price were to be closer to the 
regular price. Additionally, the standard deviation supports the resulting data (mean) as 
the difference between the respondents´ answers are relatively small (when in 
comparison with scenario B’s).  

 
In general, the theory of cognitive dissonance states that the greater the effort of 
attaining something (harder to get), the more an individual is interested in it. Coherently, 
the theory posits that a lower price (when introduced) leads to lower repeat purchase 
rates and sales in the long run than the same product introduced at a higher price. 
Similarly, our results show likewise and thus, the hypothesis is supported by our survey. 

 
H4 → The likeliness of repurchase at the local merchant is higher if the discounted price is closer to the 
regular price: Supported by our empirical findings.  
 
There were some additional questions in our survey that helped us to examine the 
customers’ attitude towards online discount coupons (questions 7, 8, 9, and 12). The 
results from these questions will be shortly discussed together with other aforementioned 
results and figures in the next chapter (5) under our analysis.  
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Chapter 5 

5. ANALYSIS  
 
In this chapter an analysis and discussion around the findings will be performed. The data from chapter 
four will be interpreted and put into relation with the theoretical framework in order to address the results 
of the hypotheses. The discussion will circulate around the resulting factors that influenced the likeliness of 
repurchasing; such as price, quality, service and location. Furthermore, there will be a vague discussion 
concerning the different statistical factors, characteristics and errors (deviations) that might have impacted 
results and thereby, the support of the hypotheses. 

5.1 Local Merchants Are Predominantly Attracting Transactional 
Customers 

 
The data we received from question 10 from our survey demonstrated that quality is the 
most important factor (a mean of 4,6303), but the variables price and service received a 
relatively high figure as well, 4,5294 and 4,3529 respectively. Meanwhile, location has the 
least important role when it comes to repurchase at the local merchant (a mean of 
3,4874). However, we want to argue that the customers do treat price as an important 
factor and to some extent are in fact transactional customers. Since online discount 
websites’ business model is to provide significantly low prices from local merchants to 
consumers, customers who purchase their online coupons have most likely been 
attracted by the prices firstly and not quality and service, especially due to the results 
from our survey (question 7 - “Do you consider Groupon as a positive way to discover 
new businesses?” and 8 “Are the deals that you have purchased from Groupon for 
businesses that you have never been to/heard of before?”, Appendix 1). This can be 
supported with the results of the survey that showed that customers consider online 
discount websites a positive approach to discover local businesses (96 %) and mostly 
purchase online coupons for local merchants that they have never heard of or been to 
before (87 %). 
 
Therefore, we consider that it is important for local merchants to acknowledge the 
notion that customers attracted through the online discount websites, such as Groupon, 
seem to not have any relational intentions towards the local merchants explicitly. As 
Grönroos (2004) argues for the theory of relational customers - a customer ought to be 
in a relational mode and have relational intentions with the local merchant in order to 
establish a relational customer relationship, and in our case - customer repurchase. Thus, 
local merchants should not expect the customer base retrieved through this form of 
marketing intermediary - online discount websites - to be of the relational nature and 
type.  
 
As mentioned in our theoretical framework that corresponds and supports these 
assumptions, “The theoretical implication suggests that firms ought to adopt a true 
relational intent, process and approach if it wants to attract relational customers. 
However, the relationship has to be mutual – in other words, the customer should also 
be in a relational mode in order for a relational customer relationship to be established. 
As Grönroos stipulates, “Some customers may be more willing to accept a relational 
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contact with a firm, whereas others may want to have a transactional contact. Moreover, 
a person may in one situation be interested in a relationship and in other situations 
not.””. 

 
Furthermore, we have also made these assumptions based on the data observed from 
survey question 5 and 9 (see below), where we have tailored the questions with the 
intention of distinguishing whether the customer took any interest in the local businesses 
at all or whether it was merely Groupon they were loyal to. Henceforth, taken from our 
survey, we have observed from question 5 and 9, that the customers were in fact loyal to 
Groupon, which subsequently leads us to believe that the customers care more about 
prices (and less for the local business) since Groupon is in fact, a company who provides 
discounted prices from local merchants. 

 
The following survey questions that accounted for the aforementioned assumptions 
determine the probability of customers’ likeliness to purchase future deals on Groupon 
on a scale of 1 - 5, with 1 being “Unlikely” and 5 being “Likely”. 

 

 
 

The data showed a mean of 4,4790, which we interpret as “Likely” since it is close to 5. 
Thus, we believe that the customers are merely loyal to these websites. Another question 
we asked in the survey was if they subscribe to Groupon Stockholm’s newsletter, “Yes” 
or “No”, and it turned out that out of total respondents 86,6 % said “Yes”. 

 

 
 

This is a high percentage which allows us to once again assume that the customers are 
loyal to Groupon itself and not to the local businesses that are presented on the online 
discount coupon websites. Groupon provides, on a daily basis, deals from local 
businesses and the results of question 8 from our survey show that 87 % of our 
respondents have bought coupons for businesses that they have never been to or heard 
about before. Such results may only strengthen our assumption towards customers being 
relational to these discount websites.  
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Thus, taking into account the local merchant’s interests and aspect, we want to stress that 
companies who apply or intend to apply these online discount coupon websites as a 
marketing tool, should be aware of the fact that the majority of these websites’ customer 
base are mainly interested in the benefits from discounts and promotions and thereby, is 
more likely to conduct a single transaction with the local merchant.  
 

5.2 Less likely to Repurchase after Discounted Prices  
 
Furthermore, as our second hypothesis endorsed, that online coupon users were not 
likely to repurchase mainly due to price, was explained and validated by the reference 
price theory. Having experienced a “heavy” discounted price, the consumer had created 
another price point that they referred to as “worth”. The fact that the consumer no 
longer perceive repurchasing (at full price) as “worthy”, enables us to support our 
aforementioned argument (regarding price as an important factor) and additionally draw 
the assumption that the customers do in fact care about the price. Implicatively, we 
perceive them as relational and loyal customers to the discount websites and conversely 
have less intention towards the local businesses actually presented on the websites. 

 

5.3 Less likely to Repurchase at Frequently Appeared Promotions 
 
Additionally, something that might have affected the results regarding H2, may be the 
high regularity of promotions. Since similar price and Groupon promotions occur quite 
often within industries and the fact that many local businesses has applied repeatedly 
online discount promotions, consumers might have gotten used to these patterns and 
regularities of promotions (that occur so often) and thereby do not see any need to go 
back at “regular prices”. In other words, the consumers do not perceive it as “worthy” to 
return at “full price” because they expect and are aware that within a certain amount of 
time period, there will be another similar discount within the same industry (restaurants, 
beauty, products etc.) or even from the same business.   
 
For instance, there has occurred numerous sushi “deals” on Groupon on several 
occasions during the past years. Individuals then might reason: “Why pay full price when one 
is almost certain that similar sushi discounts are likely to appear again?” We believe that this type 
of consumer behavior perspective and attitude is highly correlated with the reference 
price theory, as the consumer refers to and expects the discounted price after having 
experienced such benefits. In other words, we believe that the more regular a consumer 
is exposed to promotions and discounts, the more expectations and references to 
discounts will arise. Hence, we could observe this from our H2, as we were able to 
support the statement.  
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5.4  High Discounts Lead to Lower Repurchase Intentions 
 
Cognitive Dissonance theory relates to the effects of discounted price on consumers’ 
repeat purchase. We have concluded from our results that the higher the discount on a 
service or product is, the less is the likelihood that the customer is willing to pay full 
price for merchandise. The theory states that an introduced lower price leads to a more 
vigilant evaluation of a product from the consumer. This leads us to believe that when 
the customers receive an extremely high discount, in our case 90 % (as opposed to the 50 
% case), he or she is less willing to come back to a local business again and repurchase 
product or service. This may be due to the fact that, after the consumer has experienced 
a discounted price, he or she is more careful in evaluating the product, and the customer 
might assume that the product does not deserve to be bought for a full price, which 
seems to be perceived as much higher after a 90 % discount.  

 
On the other hand, referring to Scenario A where the discount is 50 %, the consumer 
was more likely to repurchase the product (mean 3,5630). This shows that the consumer 
treats and perceives this discounted product or service more valuable, and the consumer 
is required to put more effort (money) in order to attain this specific product. This shows 
that the customer is more interested in this product even if the discount is equal to or 
less than 50%. Since it cost the consumer more to obtain this discounted product, he or 
she might consider to repurchase it, given that the consumer was satisfied with what was 
bought.  

 
To summarize the results for both scenarios we believe that a relatively high discount do 
attract customers but only for single purchases. The main reason is that the consumer is 
required to put less effort in retrieving a product or service and therefore might believe 
that the full original price is too high. Our results demonstrate that the dissonance theory 
is applicable in this case and that high discounts lead to lower repeat purchase rates.  

 
Moreover, this statement goes along with the Self-perception theory, which stresses that 
a consumer is willing to take an advantage of existing discounts and thus purchases a 
product/service. After a discount is withdrawn, no matter how high it was, the 
customer’s interest in the product reduces. It is considered to be that the main incentive 
and motivation (the discounted price) is no longer present and therefore the consumer is 
not as keen on purchasing the product or service anymore. 
 
However, it still remains unknown whether the key factor was price, quality, service or 
location. We can still assume that the customer was not only attracted by the offered 
price but by the quality that the product suggests. This enables us to assume that the 
probability of future repurchase may increase even for the full price if the quality, service 
and location are essential.  
 
If local businesses desire to attract new customers through discount websites, they 
should be cautious when setting the discount level which they suggest through these 
websites. In order to make a product or service more appealing to a customer, local 
businesses should introduce a relatively moderate discount level, since this makes a 
consumer believe that the product is more valuable as more effort is required to attaining 
it. Subsequently, consumers who buy a product or service for a relatively high discount 
are mainly transactional customers and are not willing to repurchase at full price, as they 
are merely attracted to great discounts. 
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5.5 Location, Price, Quality or Service – What is Important for the 
Customer? 

 
As we have argued hitherto, discount websites’ customer base does seem to care more 
about the price and these websites thus attract transactional customers to the local 
merchant. However, we believe that there is a possibility for customers to become 
relational customers at the local merchant given that the service and quality were to be 
satisfactory. We believe this since the results from question 10 (as we have discussed in 
5.1.1) indicated a fairly high mean for the service and quality, along with price. Furthermore, 
with reference to the rest of our arguments from our analysis and findings, we can yet 
again assume that coupon users seem to care more about prices, rather than other 
aspects of the local merchant, for a repurchase to occur. But we do want to mention that 
in some industries, some products and services are more substitutable than others and 
thus, repurchasing intentions can differ for different types of local businesses.  
 
On the other hand, if we take into account the mean and standard deviation for survey 
question 10 and correlate the measures to one another, we discover that our sample and 
respondents have relatively more dispersed opinions regarding the price, service and location 
than towards quality; due to the fact that they all had larger standard deviations compared 
to the standard deviation that the variable quality had (with the lowest figure of standard 
deviation). This may imply that the measure for price might in fact not be as certain in 
relation to quality which supports our earlier argument of transactional customers. One 
aspect could be that, if we would have had for instance a larger sample (N), the mean for 
price or service might have been higher than quality since the standard deviation indicates a 
higher rate in differences of opinion and thus, we cannot ascertain the mean for price as 
we can for quality. This leads us to reason that if there were to be a larger sample, 
perhaps the mean for the factors price, service and location respectively might have resulted 
higher than the figure quality received. Implicatively, quality is not the utmost 
decisive/important factor for the consumer and consequently, price (having the second 
largest mean) could to some extent be as important as quality.  
 

5.6 Sample Characteristics 
 
One aspect that should be taken into consideration is the demographics of our sample. 
Our sample was dominated by females (75 %), which is a very high percentage since the 
statistics from SCB, 2011 shows that the percentage of females in Stockholm municipal 
is 50 %. But the figure we calculated is aligned with the customer base of Groupon 
where the percentage of females covers 77 % (Lee, 2011). This shows that females 
account for three forth of Groupon’s customer base which lets us assume that firstly, 
more online coupons are for females and secondly, women spend more time searching 
for deals. Consequently, local businesses that focus on males (car services, test driving, 
etc.) may experience lower sales than businesses that focus mainly on females (beauty 
products, SPAs, hair salons, etc.). 

 
The age group that had the highest percentage (38 %) was 26-35 and the majority of the 
respondents (55 %) were employed, which gives us reasons to believe that perhaps these 
respondents can afford to care about both the service and the quality, and not mainly the 
price. Since their stable income allows them to spend extra money in order to get the 
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desired service or product and hence price is not the main factor. However, these people 
are still acquiring deals via online discount websites, which shows that they are still 
interested in “money saving” deals. But if the service or quality of a product were not 
outstanding, the customers are less likely to repurchase at the local business, because 
these are the main factors that determine their repurchase at a local store. 
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Chapter 6 

6. CONCLUSION  
 
In this chapter, answering the research question based on the analysis from chapter 5 is put into focus. 
Furthermore, potential managerial implications and considerations that businesses may take into account 
regarding promotions via online discount coupon websites will be indicated. Conclusively, prospective areas 
that are considered to be appropriate as potential future studies will be mentioned.  

 

6.1 Conclusion 

 
Conclusively, having analyzed all our empirical findings from our online survey, we were 
able to support all our hypotheses except for one. Being unable to support the first 
hypothesis indicated that there exists a portion of relational customers in the context of 
online discount coupons whom considers factors such as quality, price and service (for a 
potential repurchase). As seen, the survey implemented in the chosen sample did not 
support H1, however, the other findings demonstrated that this might have occurred as 
an unsystematic result. Thus, the remaining results in accordance with the other three 
hypotheses indicated that price and other forms of promotions and discounts were more 
likely to influence a customer’s likelihood of repurchasing.  
 
Therefore, we concluded that discount websites’ customer base do in fact care about the 
price (as we argue above) and thus attract transactional customers to the local merchant, 
but there is a possibility for customers to become relational customers at the local 
merchant’s given that the service and quality were to be satisfactory. Therefore, we have 
examined that price levels remain as the main indicator and factor that would increase 
the likelihood of customers repurchasing but factors such as quality and service play a 
major and important role for the experience, impression and the overall consideration 
(willingness) of repurchasing. Nevertheless, we could exclude location as an 
influential/important factor from the data of our results. 

 
By observing our survey results and having analyzed the empirical findings together with 
our theoretical and conceptual framework, we have concluded that online discount 
coupon users are more or less specifically loyal to Groupon and discount websites in 
general rather than local businesses. 

 
Henceforth, we have concluded implications for local businesses as follows: marketing 
through online discount coupon websites might be beneficial and efficient in the short 
term (increase short term sales and so forth), but overall, one shouldn’t rely on utilizing 
this form of marketing tool as a long term customer relationship building as it is evident 
that the local merchant’s target groups and customer base are merely transactional 
towards local businesses and only seek to benefit from one-time deep discounts for 
products or services. 
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6.2 Managerial Implications  
 
We would like to add some final contributions with some managerial implications for 
local businesses as they plan their promotion through online discount websites. It is clear 
that advertising via these websites will attract numerous customers and significantly 
increase sales simply for a short-term prospect. Thus, local businesses should be aware of 
the fact that consumers are more or less relational towards these discount websites and 
contrastingly, transactional towards local businesses when acquiring products or services 
through the websites. However, local merchants should take advantage of knowing the 
fact that customers consider online discount websites as a positive way to discover local 
merchants and simultaneously, takes into account prices, quality and service. Knowing 
that most customers attracted from online coupons are “first-time customers” and as our 
survey showed - merely employed consumers, local merchants should create a positive 
first impression by delivering service and quality better than the expectations of the 
customers in order to give them an incentive to repurchase. Furthermore, since the 
customers also treat price as an important factor, local merchants can, for instance, offer 
loyalty programs such as discounts on repurchase or other special offers. This mainly due 
to shifting the price closer to the customers reference price but still generating certain 
amounts of profit margins for the local merchant. 

 
As it was concluded from our survey question 14 (Two scenarios), consumers are more 
likely to repurchase at a local store if the discount were to be closer to the original price. 
A solution for businesses that utilize online discount websites is to decrease the original 
product’s/service’s price after the customer has experienced a coupon discount. 
Alternatively, they could apply lower discount rates through the discount coupon 
websites, so that the products’ or services’ discounted price is closer to the original 
price.   
 
Furthermore, local businesses can take into consideration other recent marketing 
developments, such as “Mobile Apps Discount Coupons”. One example of such 
developments is Rabble, a location based discount coupon provider. Comparably, these 
forms of mobile apps are of similar kind to the online discount coupon websites but 
appear to have a lower amount of average discount rates when being compared to the 
discount websites. For instance, the average discount rate for Rabble seems to be around 
35 % (R. Frischer, personal communication, May 10, 2012) whereas Groupon’s average 
discount rate is found at 56 % (Spoon, 2011). On that account (with reference to the 
cognitive dissonance theory and survey question 14), we can only assume that the 
likeliness of a repeat purchase at a local merchant can increase with lower rates of 
discounts similar to the amounts that the mobile apps apply. 
 

6.3 Further Studies 
 
Due to a limited timeframe of our thesis, we did not have the possibility to fully cover 
our topic, and therefore believe that there is more potential to conduct further research. 
For example, Rabble appears to be an innovation that many of our respondents are not 
aware of (or used) - 62 % to be more precise. Meanwhile the results for the remaining 45 
respondents who have ever used this application were equally opinionated (44% each) 
between “Yes” or “No” in question 17 (If “yes”, do you find it easier and more 
convenient to use these Mobile- and -Apps discount coupons than Online coupons (as 
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Groupon)?). Since Mobile- and -Apps discount coupons are a new phenomena, we 
believe that it might be a prospective topic to study in the future.  
 
Additionally, as it was discussed earlier, we merely stressed (at fault) one factor - price - 
for the respondents in our survey, in relation to the Self-perception theory. Other 
factors, such as brand liking for instance, still remains uncovered and we believe that 
future studies can be carried on to observe other factors that are possibly involved in 
repurchasing behaviors of online coupon customers.  
 

6.4 A Final Comment 
 
Finally, we still believe that online discount websites are an optimistic approach to attract 
customers for newly started local merchants that are still relatively unknown. As 
mentioned in the introduction, online discount websites’ customer base are relatively 
vast, and thus, local merchants are able to, to some extent, make themselves known to 
consumers and at the same time obtain revenues (if their coupons are being sold). The 
local merchants should not consider providing online discount coupons merely for the 
purpose of gaining profits; they should instead treat it as a marketing expense, as if it 
were to be any other marketing tool alternatives. We also believe that it would be 
beneficial for the newly started local merchant to make a simple market research to 
enhance their awareness of what the customers actually think of their product or service. 
It may not necessarily generate the same customer to repurchase, but the results from the 
market research can provide useful information and guidance on how to improve the 
product or service and, hopefully, in the future gain the ability to attract repurchasing 
customers.  
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Appendix 3 - The Survey Results  (Swedish) 
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Appendix 4 – The Survey Results (English)
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