
 

 

 

 

 

 

 

 

 

 

 

 

Books, Brands & Buzz 

 

The influence of the author’s brand and 

recommendations and reviews when generation 

Y, in Sweden, selects a book 

 

 
 

 

 

BACHELOR THESIS WITHIN Business Administration 
NUMBER OF CREDITS  15 
PROGRAMME OF STUDY Marketing Management 
AUTHORS Lisa Ekman, Ebba Endoff, Elisabeth Samuelsson 
TUTOR Johan Larsson 
JÖNKÖPING May 2017 
 
 



 

 

 

Bachelor in Business Administration  
 
Title    Books, Brands and Buzz 

 The influence of the author’s brand, recommendations and reviews when 

 generation Y in Sweden selects books 

 

Authors  Lisa Ekman 

Ebba Endoff 

Elisabeth Samuelsson 

 

Tutor  Johan Larsson 

 

Date    2017-05-22 

 

Key terms  Generation Y, Branding, Book industry, Recommendations and  

Reviews, AISAS model, Author’s brand, Human brand 

 
Abstract 
Background 

Previous research has established the importance of understanding how consumers act 

during a decision-making process and multiple models and frameworks have been 

created to illustrate how consumers act in a selection process. However, the literature 

lacks information of how specific target markets act in specific industries with preset 

circumstances, for example a well-known brand.  The book industry has gone through 

major shifts recently due to the digitalization, making it an interesting industry to 

investigate. Generation Y has shown to be a difficult segment for marketers to target, 

yet provides extreme opportunities due to their large size and high purchasing power. 

Therefore, it is interesting to investigate how this segment, in Sweden, acts when 

selecting new books.  

 

 



 

 

Purpose 

The purpose of this thesis is to explore the influence of (1) an author’s brand and (2) 

recommendations and reviews for generation Y, in Sweden, when selecting a book. An 

analysis of the existing literature on the different topics, combined with the empirical 

data, will investigate the chosen purpose. The Swedish market is targeted due to both 

resource limitation as well as past neglect from the academic body. 

 

Method and Approach 

The empirical data for this research paper is collected through case study focus groups 

using the Vignette technique. Participants have been Swedish students, mainly from 

Jönköping University. The chosen research method is thus, qualitative with an 

abductive approach. 

 

Findings 

Previous literature proved that a human brand and recommendation/reviews are 

especially important to generation Y when selecting a book. The authors of this thesis 

have found patterns which indicates that an author’s brand contains both a personality 

brand and literary brand, which have different influences on generation Y in Sweden 

and their loyalty. Two models were created, that are based on the AISAS-model, to 

show how each of the factors influence the decision making process differently. 

Furthermore, it is suggested from the empirical findings that personal recommendations 

have a higher sway than anonymous ratings. 
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1.    Introduction 
_____________________________________________________________________________ 
In this section, the background to the paper regarding the book industry, generation Y, the 

author’s brand and recommendations and reviews are covered. Furthermore, the purpose is 

presented as well as the definitions. 

______________________________________________________________________ 

1.1           Background 
The digitalization of the world and the transformation it has caused across all industries, 

can now feel trite. Nevertheless, it is an important factor as to why so many industries 

have gone through a revolution. The book industry is one of the industries that has gone 

through a large change in the consumer’s consumption behavior. The way books are 

consumed has changed over the last fifteen years due to the digitalization process 

(Dovey, 2014). As of today, books can be streamed, listened to via smart phones, read 

on tablets and of course read in the traditional way. The last eight years however, the 

consumption has changed more drastically and quicker than before (Danet, 2014). For 

example, in 2010, hardly anyone in the US population owned an e-reader tablet and just 

four years later, that number had surged to almost 50% (ibid). In Sweden in 2014, books 

were sold for approximately 6,35 billion SEK excluding VAT, where non-technical 

books accounted for 66% (Bonnierförlagen, 2015).    

 

1.2  Problem Discussion 
This paper has narrowed the scope of generation Y when collecting and analyzing 

empirical data, down to people in the correct age, but born and raised in Sweden. 

However, all academic literature that has been used refers to generation Y from the 

Western hemisphere. Generation Y is known for being blunt, skeptical and disloyal in 

the context of traditional advertising and brands (Shamhuyenhanzva, 2016). Generation 

Y has a resistance towards marketing efforts, arguably due to the fact that they were 

raised with information transparency and technologies that offer instant gratification 

(Bolton, et al., 2013; Wolburg & Pokrywczynski, 2001). However, as suggested by 

Branigan and Mitsis (2014), this group has a major purchasing power, and due to this, it 

is worth investigating how to best reach them.  



2 

 

 
Scholars have earlier investigated the influence of online recommendations/reviews and 

the cognitive effectiveness of different types of reviews (Zhang, K., Zhao, S., Cheung, 

C. & Lee, M. 2014). Moreover, research regarding human brands’ effect on a purchase 

has also been investigated. McCormick (2016) highlights these two aspects as 

particularly influential for generation Y prior to making a purchase. Furthermore, 

McCormick states that generation Y cares significantly more about celebrities than 

earlier generations, illustrated by the following quote “generation Y is twice as likely as 

generation X to be influenced by celebrities and four times more likely than Baby 

Boomers” (McCormick, 2016). Furthermore, former research has shown that celebrities 

have been widely used in branding and marketing communication as endorsers (Johns 

& English, 2016). Generation Y appeals well to the influence of role models and 

celebrities due to the socialization theory (Bush, Martin & Bush, 2004). It has been 

suggested that celebrities can, not only, be used to create attention and interest early on 

in a decision process, but can also be used to create brand loyalty since the human brand 

engages with the consumer and creates feelings of attachment (Loroz & Braig, 2015). 

However, there is a gap to cover regarding the decision-making process of generation Y 

when selecting books.  
 
A distinguished difference in regards to word-of-mouth (WOM) recommendations, is 

that recommendations can come from any individual online, as opposed to the more 

traditional brick and mortar book stores where the recommendations come from a hired 

worker. This new development has made previous decision making models somewhat 

outdated as they fail to recognize the effect of customers sharing their experience of a 

product with other consumers (Wei & Lu, 2013). However, in 2004, the Japanese 

advertising and public relations agency, Denstu, updated the AIDMA-model to a model 

named AISAS; attention, interest, search, action and share (ibid). This model takes Web 

2.0 into consideration (ibid). The term Web 2.0 refers to the community based World 

Wide Web, where users themselves contribute to the content, hence broadening the 

content value (Wilkins, 2007). This paper will mainly cover the decision-making 

process and how that is influenced up until the action-stage. When mentioning action in 
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this paper, the authors will interchangeably refer to selecting a book in the form of 

borrowing, streaming, listening and purchasing, both online and offline. 
 

To bridge the gap in academic literature between the influences of recommendation and 

reviews, the effect of an author’s brand and the decision-making process regarding 

books, this paper aims to explore and comprehend these factors. This research will be 

beneficial for both researchers as well as the publishing industry, since it will shed light 

on important factors that generation Y takes into consideration when selecting a new 

book. Furthermore, the Swedish market, in this aspect, has not received any academic 

attention, making the gap this paper fills larger, and thus more important. Consequently, 

this paper aims to serve as a guideline for the Swedish publishing house industry. 

 

1.3  Purpose 
The purpose of this thesis is to explore the influence of (1) an author’s brand and (2) 

recommendations and reviews for generation Y, in Sweden, when selecting a book. 

 

1.4   Delimitations 
The researchers chose to not include the entire Western hemisphere of generation Y, but 

to only focus on the Swedish market. This was done to make their findings as applicable 

as possible for practical implications in the publishing industry in Sweden. Moreover, 

when looking at different decision making models, the authors chose to focus on the 

AISAS-model as it is an updated decision making model which takes Web 2.0 into 

consideration. Lastly, the authors were aware that there are more aspects than authors’ 

brand and recommendation and reviews that influence a person when selecting a book 

that are not covered in this research. However, the researchers found these two aspects 

to be particularly important to generation Y. 

 

1.5  Definitions 
Author’s brand = When investigating and researching the influence of the author’s 

brand, this paper allows a more fluid definition of the term than usual. It will 

incorporate both an author who has a reputation/brand within and/or outside of the 
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literary world, as well as a celebrity that is known for any reason and has written or co-

authored a book. 

 

Books/literature = in this paper, when the term “books” or “literature” is mentioned, it 

encapsulates all books, excluding specialist and technical literature. This includes 

course literature, factual books and dictionaries. The reason for this is that the 

motivation behind selecting and reading specialist literature is considerably different 

than non-specialist books. However, besides that exclusion, all other book genres are 

included. 

 

Brand = See section 2.4 

 

eWOM = electronic word-of-mouth. See section 2.3.1 

 

Generation Y = a demographic segmentation of people born in between 1980-1994 

(Weiler, 2005). This group is known for being brand disloyal, tech savvy and has a high 

purchasing power. Accounts for one quarter of the entire world population (Branigan & 

Mitsis, 2014).  

 

Recommendations and reviews = this term refers all personal and non-personal 

recommendations and reviews. User generated content is included in this term, meaning 

reviews that are posted online by individuals, without any form of payment or 

endorsement (Mudambi & Schuff, 2010). They are meant as, and should be interpreted 

as, an individual's personal opinion. Offline reviews can range from personal 

testimonials to expert opinions from reviewers. 
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2.   Frame of Reference      
_____________________________________________________________________________ 

In the following section, the frame of reference is presented. It includes academic 

literature and research covering the generational theory, theory of consumer 

socialization, recommendations and reviews, brands. Decision making models are also 

presented. 

______________________________________________________________________ 

2.1   Generational Theory 
The generational theory argues that generational groups develop similar attitudes and 

beliefs that affects their behavior (Bilgihan, 2016; Meredith & Schewe, 1994; Muller, 

1991; Strauss & Howe, 1997). Although there are many important factors, such as 

parents, forming an individual, the influence of their peers and popular culture is far too 

significant to ignore. Cultural trends can come from both one’s immediate surroundings, 

as well as on a global scale (Bilgihan, 2016; Meredith & Schewe, 1994). This offers an 

explanation as to why marketers group generations together, rather than other 

demographic factors when segmenting the market (ibid). However, it has also been 

argued by Yelkur (2002) that far too much significance is given the generational 

segmentation, and that factors such as cultural upbringing outweighs the time period in 

which you were born. This is the main reason behind the decision to only include 

generation Y born and raised in Sweden in the empirical data collection process in this 

paper. The scope of generation Y alone is far too broad to be covered. 
 

 2.1.1 Generation Y 

Generation Y is a type of demographic segmentation and, although there are differences 

found in literature when defining the exact age group that are included in generation Y, 

the most common one focuses on the group born between 1980-1994 (Weiler, 2005). 

This group accounts for one quarter of the entire world’s population (Branigan & 

Mitsis, 2014).  The chosen segmentation is known to be skilled at multi-tasking, 

service-oriented, assertive and expectant of immediate access to information 

(Shamhuyenhanzvae, 2016; Young & Hinesly, 2012). Different generation groups share 

experiences, various situations and social contexts that make the individuals develop 
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similar beliefs, characteristics and ways of viewing life that is unique for that generation 

(Bilgihan, 2016). A few examples of noteworthy experiences shared by generation Y is 

given by Lazarevic (2012), namely; the financial crisis, the rise of internet and social 

media alongside the war on terrorism. However, there seems to be no consensus of the 

underlying reasons and events that have shaped generation Y (ibid).  

 

Generation Y is a large customer segment with a high purchasing power (Bush, Martin 

& Bush, 2004). Yet, some researchers have declared generation Y to be a difficult 

segment for companies to target due to their lack of trust in marketing and distrust 

against corporations in general (ibid). When looking at previous studies one can see that 

consumer created information about a product is more credible compared with seller 

created information in term of trustworthiness (Lee, Park & Han, 2008). Moreover, 

generation Y is characterized by being electronical savvy, and to trust electronic-word-

of-mouth (eWOM) before making a decision (Shamhuyenhanzvae, 2016). It has also 

been proven that referrals and feedback on social media have substantially longer 

carryover effects than traditional advertising (Bolton, R., Parasuraman, A., Hoefnagels, 

A., Migchels, N., Kabadayi, S., Gruber, T., Komarova Loureiro, Y. & Solnet, D, 2013). 

For example, social media users are more likely to value the opinion of others, while 

they feel important when they provide feedback about product and brand preferences 

(ibid). Generation Y is considered to be a group that is disloyal, very emotional and 

difficult to satisfy compared to other generation groups (ibid). Since Generation Y has 

grown up in a time when everything is branded they have more relaxed and open 

attitude towards brands than previous generations (ibid). Previous studies show that in 

commercial purposes, celebrity endorsement can be used as a marketing communication 

strategy to attract generation Y’s attention and interest (Branigan & Mitsis, 2014; 

Morris & Higgins, 2010; Morris & Johnson, 2014). The influence of celebrities on 

generation Y will be further discussed in the following section. 

 

2.2  Theory of Consumer Socialization        
Humans are continuously influenced by interaction with different parts of their 

surroundings.  By doing this they create their own exclusive values, this phenomenon is 

known as the theory of consumer socialization (Bush, Martin & Bush, 2004; Moschis & 
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Smith 1985, Ward 1974). The theory of consumer socialization can be divided into 

three definitions. First, there is the focus on childhood socialization. The process of 

socialization works continuously throughout a human’s life but more intensely during 

the early years (Ekstrom, Tansuhaj & Foxman, 1985; Ward, 1974). During the teenage 

years, one is extra open to influences (ibid). Second, there is the discussion about one’s 

skills, knowledge and attitudes about consumption, which differentiates this theory from 

other socialization theories. Lastly, the theory distinguishes between direct and indirect 

consumption attitudes, skills and knowledge, where direct consumption refers to price 

and brand knowledge (Ward, 1974). 

 

As the world has changed and becomes more digitalized, the sphere of influencers, or 

socialization agents has developed and increased (Bush, Martin & Bush, 2004). 

Socialization agents are individuals and/or organizations that have an impact on one’s 

attitudes, motivations and behaviors by frequent contact with the learner, letting the 

learner imitate their actions (Branigan & Mitsis, 2014). Celebrities can act as 

socialization agents, which is the reason that they are important for generation Y in their 

decision-making process (ibid). Formerly, it was people in the human’s immediate 

social circle such as family and friends or influences from traditional media who acted 

as socialization agent (ibid). Nowadays, the agents are often people that teenagers have 

no direct social contact with such as celebrities and people who they only have 

interacted with online (Morris & Higgins, 2010; Morris & Johnson, 2014). This was 

already stated by Hoffer in 1968, who proved that when people are free to do as they 

please, they tend to imitate each other. 

 

A branch of the theory of consumer socialization is the social learning theory. The 

social learning theory describes an individual’s behavioral skills by engaging with 

socialization agents (Bandura, 1968, 1977; Branigan & Mitsis, 2014; Moschis & 

Churchill 1978). Moreover, the social learning theory concludes that one’s behavior is a 

mix between one’s individual characteristics and one’s social surroundings, meaning 

that a behavior cannot stem from one of these influences alone (Bandura, 1977; McLeod 

& O'Keefe 1972). Newer research on the subject proves the influence of virtual peers, 

as well as traditional peer groups, which connects to the digital savviness of the chosen 

demographic segment (Morris & Higgins, 2010; Morris & Johnson, 2014). Knowing 
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that generation Y learns from an interconnected community, it is crucial to understand 

the influence of socialization agents; who they are and to what extent they influence the 

consumer. A few examples would be one’s parents, peers, role models, mass media 

trends as well as celebrities (Branigan & Mitsis, 2014; Moschis & Churchill 1978).   

 

2.3   Recommendations and Reviews  
 

 2.3.1 Word-of-mouth 

Word-of-mouth (WOM) which can be defined as “informal communications directed at 

other consumers about the ownership, usage, or characteristics of particular goods and 

services and/or their sellers” (Christodoulides, Michaelidou and Argyriou, 2012). This 

definition is shared with Mossberg and Johansen (2006) and Silverman (2001). Previous 

research has shown that consumers believed that WOM is more credible and 

trustworthy than more traditional marketing communication attempts created by 

companies (Cafferky, 2004; Christodoulides, Michaelidou & Argyriou, 2012; Silverman 

2001). In WOM, marketing through an influencer or an opinion leader has gained 

popularity recently (Christodoulides et al, 2012). They provide an effective channel for 

WOM marketing to promote products or service (ibid). 

 

 2.3.2 Online reviews (user generated content) 

Mudambi and Schuff define online consumer reviews as: “peer-generated product 

evaluations posted on company or third party web-sites.” (Mudambi & Schuff, 2010). 

However, not all authors in this research field agree on this definition. Willemsen, 

Neijens, Bronner and de Ridder (2011) have defined online consumer reviews as 

comments with open ends that includes some form of rating. They explain further that 

comments with open ends often display positive and/or negative aspects of the product 

in a written content (Willemsen et al., 2011). Ratings is a numeric form of online 

reviews and are used to show a less in depth recommendation (ibid). Nevertheless, these 

two forms are often combined to create an effective and useful review (ibid). The open-

ended comments can give the consumer a more in-depth explanation to the numerical 

ratings which can create a more helpful comment (ibid).              
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The online consumer reviews can both provide user-oriented information and contribute 

with recommendations about experiences and thoughts from previous consumers (Lee, 

Park & Han, 2008). Previous research shows that online consumer reviews have a 

positive influence on sales and the consumer shopping experience (Wei & Lu, 2013).  

 

Online consumer reviews can be divided into positive or negative form. Positive 

reviews show a positive attitude or experience of a product or service while a negative 

focus on disappointment (Casaló, L., Flavián, C., Guinalíu, M. & Ekinci, Y. 2015). 

Negative reviews have, according to previous research, more influence on the consumer 

purchasing decision than positive reviews (Casaló et al., 2015; Park, Lee & Han, 2007; 

Sen & Lerman, 2007). When looking more specifically at the book industry, scholars 

have determined that positive online reviews will, in fact, increase sales (Laing & 

Royle, 2013). Moreover, the same research showed the contradicting result that opinion 

leaders have a rather small influence on consumers when recommending products 

compared to just any random review (ibid). The review itself proved more important 

than the source/author of the review (Hennig-Thurau and Walsh, 2003; Laing & Royle, 

2013 Park et al., 2007). 

 

 2.3.3 eWOM 

Electronic word-of-mouth (eWOM) is defined as “any positive or negative statement 

made by potential, actual, or former customers about the product or company which is 

made available to a multitude of people and institutions via the internet” (Balakrishnan, 

Dahnil & Yi, 2014). Strengthened by Lee, Park and Han (2008), eWOM is a 

modernized version of WOM. Since the information is shared online in eWOM, it 

reaches a larger quantity of people, as opposed to the more traditional WOM where you 

can only reach a certain amount of people at the same time (Gottschalk, S. & Mafael, 

A., 2017; Laroche, Yang, McDougall, & Bergeron, 2005; Niu, 2013). Since the internet 

is not limited by time and place, information sharing and influential facts can be found 

at any time, shaping a new type of relationship between consumers (ibid). The impact of 

consumer provided information has greatly grown since the ability to share online has 

become a reality (Shamhuyenhanzva, 2016). Moving on, eWOM is seen as a part of 



10 

 

online consumer reviews that influences a potential customer’s belief about a product 

and/or service (Brynjolfsson, 2003; Gottschalk, S. & Mafael, A., 2017). It is proven that 

eWOM has an important effect on customers when they are making their selection 

decision, without any regard to the type of online community (Balakrishnan, Dahnil & 

Yi, 2014; Gottschalk, S. & Mafael, A., 2017). 

  

2.4  Brands 
A brand “allows an organization to create meaning and attach values to a standardized 

product” (Lazarevic, 2012). The term brand includes a wide spectrum of traits, ranging 

from images to shapes to names, whatever helps create a superior feeling compared to 

another brand (Keller, 1993). Kotler, Armstrong, Saunders and Wong (1996) also state 

that a feature needs to differentiate the brand from those of competitors. When 

consumers are aware of and recognize a brand, it can influence their decision-making 

process (Hibić & Poturak, 2016). When having brand knowledge or when recognizing a 

brand, it is possible to skip stages in the decision-making process, such as search, and 

thus make a quicker action decision (ibid). 

 

 2.4.1 Brand Personality 

To define brand personality, one can look to Aaker, who explains it as “the set of 

human characteristics associated with a brand” (1997). Brand personality is said to 

deepen the understanding of, and connection to, a brand and thus significantly 

influences a decision (de la Paz Toldos-Romero & Orozco-Gómez, 2015; Geuens, 

Weijters, & De Wulf, 2009). A brand personality should help clarify the brand’s 

position by being apparent and recognizable, and thus help sustain a competitive 

advantage in the marketplace (Loroz & Braig, 2015; Park & John, 2010). By 

humanizing a brand, it makes it easier for consumers to engage with the brand, and thus 

feel connected (de la Paz Toldos-Romero & Orozco-Gómez, 2015; Geuens, Weijters, & 

De Wulf, 2009; Orth, Limon & Rose, 2010). 
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 2.4.2 Brand Loyalty 

Brand loyalty is defined as “positive feelings towards the brand and intense dedication 

to purchase the same product/service repeatedly now and in the future from the same 

brand, regardless of competitors’ actions or changes in the environment” (Lazarevic, 

2012; Liu, 2007; Wood, 2004). It is also discussed in previous literature that there are 

two different types of brand loyalty; behavioral loyalty and attitudinal loyalty (Ong, 

Salleh & Yusoff, 2016). Attitudinal brand loyalty makes a consumer willing to pay a 

higher price for a product and also works as an incentive for the consumer to spread 

WOM about the product. On the other hand, behavioral brand loyalty is when a 

consumer makes repeated purchases of the same brand (Ong, Salleh & Yusoff, 2016).  

 

As previously stated, a distinguished trait for generation Y is their disloyalty towards 

brand (Lazarevic, 2012; Shamhuyenhanzvae, 2016). This is strengthened by 

Balakrishnan, Dahnil and Yi (2014), who has found that especially eWOM and online 

communities have an effective role when encouraging brand loyalty and selection intent 

among generation Y. According to Balakrishnan, Dahnil and Yi (2014), satisfaction has 

a very strong influence on brand loyalty and that community commitment, satisfaction 

and brand loyalty have a confirmed positive, linear relationship. Lazarevic (2012) also 

states that instigating a feeling of brand loyalty leads to fewer obstacles when deciding 

on one’s purchasing intent. 

 

 2.4.3 Human Brands 

A human brand is, according to Loroz and Braig (2015), “any well-known persona 

whose name, image, or likeness is used in marketing efforts”. A human brand is about 

creating an attachment between the celebrity and the public (Loroz & Braig, 2015; 

Thomson 2006). The celebrity creates a human brand by using mass media to share and 

create a buzz around their personalities, going beyond the regular way celebrities are 

used in marketing, as endorsers and for a commercial purpose (ibid). When a famous 

person endorses a brand, the human brand of that person will be transferred to the 

product brand (Ambroise, Pantin-Sohier, Valette-Florence & Albert 2014; Boffard, 

2014; Burgess & Green, 2009). They are able to be present and share their personality 

and work in a commercial way to the public through several media channels, enabling a 
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celebrity with a strong human brand to create a product success overnight (Ambroise et 

al., 2014). When looking at a human brand from a consumer perspective, previous 

research has shown that when celebrities and their human brands are considered to be 

indistinguishable, the consumers are more likely to consider the brand as genuine and 

trustworthy (ibid). Furthermore, the influence of celebrities in the consumer’s decision 

making process is found to have a significant impact as consumers develop a 

relationship with the celebrity (Ambroise et al., 2014; Holmes and Redmond, 2014). In 

the decision-making process, this leads to a higher likelihood that the brand captures the 

consumer’s attention and interest, and eventually an action decision (Loroz & Braig, 

2015). Hence, it could be argued that a celebrity with a strong human brand could make 

the relationship with the customer stronger and therefore increases the influence on the 

decision-making process (Holmes and Redmond, 2014; Johns and English, 2016).  

 

2.5  Decision Making Models 
 

 2.5.1 AISAS Model 

The AISAS (Attention, Interest, Search, Action, and Share) model was developed by 

Dentsu, which is Japan’s largest advertising agency, to help understand the consumers 

buying behavior online (Carvão, 2010; Wei & Lu, 2013). The AISAS model was 

developed from the AIDMA model, which was created by Roland Hall in the 1920’s 

and stands for; Attention, Interest, Desire, Memory, and Action. AISAS was a reaction 

to individuals’ need to share their feelings and experiences about a product or a service 

due to the facilitating nature of web 2.0 (Wei & Lu, 2013).  

 

According to AISAS, the consumer goes through five phases: attention, interest, search, 

action and share (Carvão, 2010; Wei & Lu, 2013). In the first phase, the product or 

service has gathered the consumer’s attention (Wei & Lu, 2013).  In the next phase the 

consumer creates an interest for the product or service which will then lead to a search 

behavior, gather information about the product, which facilitates the action phase (ibid). 

Lastly, the consumers will share their experiences of the product/service, regardless if it 

is positive or negative. McCormick (2016) identifies and confirms the sharing part as 

especially important for generation Y as not only does generation Y look at online 
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recommendations and reviews before selecting a product, they are also highly involved 

in creating the content after a product experience. All these steps can today be 

facilitated online, by online search engines, e-commerce sites, and social media sites for 

sharing (Carvão, 2010). 

 

Due to the digital development, consumers can reach each other with their opinions and 

feedback of their online and/or offline purchases (Carvão, 2010). As mentioned earlier, 

this changed the search phase and the way consumers collect information before making 

a decision (ibid). As of this, a circle is created where shares generate search and more 

shares lead to easier search (ibid).  

 

 

Figure 1: AIDMA (Dentsu, 2006, p.21) 

 

 

Figure 2: AISAS (Dentsu, 2006, p.21) 

 

 2.5.2 Modified Decision Making Model for the Book Industry 

In order to introduce the book industry into the decision-making model, a model is 

developed by the authors of this research paper. It is based in the AISAS model and 

existing literature and aims to show how the links between different concept and 

processes affect each other when generation Y in Sweden selects books based on either 

author’s brand or recommendations and reviews. This model is tentative and will, after 

collection of empirical data be reviewed and modified.  
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As seen in figure 3, there is a circle around generation Y, meaning that the content 

inside the circle is applicable to generation Y. What makes the generation unique is 

explained by the generational theory and the socialization theory. In the decision-

making process, attention and interest are the first steps. These steps can be influenced 

by a human brand, as a consumer might recognize an author’s brand which catches 

one’s attention. This, in turn, generates an interest. An example of this might be when a 

consumer walks past a bookstore realizing that they want a book and then a famous 

author catches the interest of the consumer. If the consumer chooses to continue in the 

process, an action will be taken which could lead to satisfaction, creating brand loyalty. 

Brand loyalty can result in fewer obstacles in the decision-making process the next time 

the individual is looking for a book. The action stage can also generate shares and 

reviews from the consumer, hence contributing to user generated content. 

 

If the consumer’s choice is not dependent on an author’s brand, the model developed is 

formed by the following steps: attention and interest is created which makes the 

consumer search for information, looking at different reviews and user generated 

content which could lead to an action. The consumer then shares his/her experience, 

thus creating user generated content for other consumers to use in their search process. 

Worth noting is that the consumer can choose to discontinue the process any time. An 

interest does not necessarily need to lead all the way to an action.      
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Figure 3: the ground laying theory of this paper, developed by the researchers 

 

2.6   Frame of Reference Summary 
To summarize, the book industry is a large sector that has gone through a huge change 

due to digitalization. The digital globalization has also formed generation Y, by making 

them comfortable with technology, social media and branded goods and thus making 

them brand disloyal. Given previous research, brand loyalty was defined as an 

important factor for creating repeat decisions. However, with generation Y, it is now 

more important to create affection and relationships between brands and consumers, due 

to their brand disloyalty. Previous literature suggests that recommendations and reviews 

and human brands are the two main influences affecting the purchasing decision for 

generation Y. Figure 3 gives a visual picture of the theory underlying this paper. It is an 

extension and re-make of the AIDMA and AISAS models. 
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2.7   Research Question 
What is the influence of (1) an author’s brand and (2) recommendations and reviews for 

generation Y, in Sweden, when selecting a book? 
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3.   Method 
_____________________________________________________________________________ 

The methodology chapter presents the research philosophy and the purpose of the 

research, laying the foundation for this section. Following this, research approach and 

strategy are presented, as well as the sampling process. The process of collecting and 

analyzing data is discussed and the chapter ends with the trustworthiness of the 

research and a short summary. 

______________________________________________________________________ 

 

3.1  Research Philosophy 
The term research philosophy relates to the development and nature of knowledge 

(Saunders, Lewis & Thornhill, 2015). It characterizes the source of the knowledge, and 

how it will be extracted (Creswell, 2012). Research philosophy can be broken down into 

developing knowledge in a certain field of studies, leading to significant differences 

between the different philosophies (Dudovskiy, 2016). Selecting the appropriate 

research philosophy for one’s research purpose refines all data collection, helps avoid 

unnecessary and unrelated facts, as well as it helps the author/researcher to correctly 

analyze the collected data (Saunders, et al., 2015). Positivism, realism, interpretivism, 

and pragmatism are examples of research philosophies that all approach research 

questions in different manners (ibid).  

 

However, a more applicable research philosophy for this paper is the interpretivist 

framework. This paper is aiming to understand some of the influential factors in the 

decision-making process, meaning that the authors will have to dig deep into 

understanding the target group’s social constructionism (Bryman & Bell, 2015; 

Dudovskiy, 2016). Researchers using the philosophy interpretivism uses a subjective 

approach, meaning that the researchers will interpret the study, the data and the results 

(ibid). A researcher using an interpretive research philosophy believes that the world 

exists on constructed subjectivity by individuals, taking human interest into 

consideration (Dudovskiy, 2016). This paper will investigate the research purpose using 

focus groups, where this research philosophy fits well. Interpretivism acknowledges that 

new knowledge and theories are created through observations and interpretation of 
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social phenomena, encouraging the authors to appreciate the differences among a group 

of people (ibid). An aim when using this philosophy is to create an understanding and 

relatedness to the participants that also can be useful for the authors.  

 

The strongest downfall of using an interpretivist research philosophy is that it is difficult 

to generalize the results, since they are so heavily formed by personal opinions and 

values (Dudovskiy, 2016). Given this, the results could be subject of a lower level of 

reliability since the data collected only shows certain individuals’ perceptions and 

attitudes towards the subject researched (Saunders, Lewis, & Thornhill, 2015). On the 

other hand, when the studies are done in great depth, the results are honest and valuable 

(Dudovskiy, 2016). 

 

3.2  Research Approach  
This paper is conducting a form of general research, since the findings are relevant to a 

business area and it is the outcome of the research that is in focus (Collis & Hussey, 

2014). The next step is determining if the research about to be conducted is deductive, 

inductive or abductive. For this research paper, the abductive approach is chosen, which 

has some similar traits as both inductive and deductive (Eriksson & Lindström, 1997). It 

is important to note that this does not mean that the abductive approach is a combination 

of the other two, but that it merely shares characteristics with the other approaches 

(ibid). Abductive research presents data deductively through logical consequences and 

inductively through empirical reasoning (ibid). The aim is then to recognize patterns 

and, simultaneously, comprehend a complex situation (Raholm, 2010). The abductive 

approach is beneficial for this paper because it is possible that not all answers will be 

found in existing literature. Furthermore, human behavior cannot only be explained by 

patterns, which the inductive approach explains (ibid). So, the use of an abductive 

research approach will allow the authors to alternatively use interpretation and 

explanation, and not only existing theories to explain the findings. The authors will also 

be the researchers, and will play an important role in conducting the focus groups, 

which will make them a part of the inductive research process, as they will be observing 

human behavior (Collis & Hussey, 2014). In practice, moving back and forth between 

existing literature and empirically collected data, allows the abductive approach to be 
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fully used in this research paper. It will assist the authors when conducting the focus 

groups and analyzing the findings. 

 

Deductive research is developed to test a hypothesis; the researchers develop a 

theory/hypothesis that they are willing to test, which is why it is not applicable for this 

research paper (Saunders, et al., 2015).  Inductive research is conducted when the 

researchers want to collect data, analyze it and then develop a fitting theory (ibid). 

However, the inductive approach is less interested in the need to generalize, which is a 

weakness of the approach, and thus not applicable for this research paper (Saunders, et 

al., 2015).  

 

This paper and its research question would best benefit from a qualitative study. 

Qualitative studies focus more on “how” and “why” questions, rather than more directly 

addressed questions, such as “how many” (Pratt, 2009). This is agreed upon by Black, 

Hashimzade and Myles (2013) and Creswell (2014), who state that qualitative data 

characterizes and describes a phenomenon, but does not measure it. Seeing as 

qualitative data will be collected through focus groups, the authors’ aim is to understand 

the human intention behind an action intent, which also fits well with the abductive 

approach.  

 

3.3  Research Purpose 
For this research paper, exploratory and descriptive can be used. The purpose of this 

thesis is to explore the influence of (1) an author’s brand and (2) recommendations and 

reviews for generation Y, in Sweden, when selecting a book. Due to this, an exploratory 

study has been chosen for this thesis, with an element of descriptive orientation. An 

exploratory study is valuable since it seeks to find new insights, ask questions and 

understand what is happening in a situation (Saunders, Lewis & Thornhill, 2015). In the 

frame of reference, one can see that the chosen topic has not been thoroughly 

researched, which makes an exploratory purpose a suitable choice. When using an 

exploratory research, it is vital to be flexible and adaptive to change. An exploratory 

purpose gives the authors an opportunity to create insight and build platforms that will 
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encourage and give support for further research (Saunders, Lewis & Thornhill, 2015; 

Smith & Osborn, 2003).  

 

Furthermore, when using a descriptive purpose, the aim is to identify or collect further 

information about a situation or issue (Saunders, Lewis & Thornhill, 2015). Descriptive 

studies focus on describing a situation and/or issues more in depth (Saunders, Lewis & 

Thornhill, 2015; Smith & Osborn, 2003). The frame of reference includes research that 

supports the notion that both an author’s brand and recommendations/reviews are 

important aspects in generation Y’s decision making process. However, the specific 

impact of these two aspects and why they are important when generation Y selects 

books has not been investigated earlier, which is why at this stage, the authors do not 

have sufficient information for an explanatory research. Therefore, the authors do not 

have enough knowledge to solely execute a descriptive or an exploratory purpose, 

which is why the studies have been combined to optimize the findings.  

 

3.4  Research Strategy 
An efficient research strategy aims to create a path for the researchers to answer the 

research question and objective (Saunders, Lewis & Thornhill, 2015). There are several 

different techniques that can be used when choosing research strategy, each serving a 

purpose that will suit different types of research questions. Saunders, Lewis and 

Thornhill, (2015) states that the most frequently used data collection techniques for 

researchers are; case study, survey, experiment, action research, grounded theory, 

ethnography, and archival research. For the purpose of this thesis, case study is the most 

suitable technique as it allows the researches to get answers to questions such as; when, 

how, and why (Farquhar, 2012). Case studies are suitable when the researcher needs an 

in-depth insight of the investigated phenomenon, as it aims to include already existing 

literature and apprehend it (ibid). In the following section, data collection will be 

discussed, alongside how the case study research strategy was implemented. 
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3.5  Data collection via Focus groups 
Primary data collection is data collected first hand and for a specific purpose and/or 

situation (Saunders, Lewis & Thornhill, 2015; Sekaran & Bougie, 2016). The data 

collected will later be used to construct a comprehensive analysis. The primary data in 

this paper will consist of empirical data collected in focus groups. A focus group is 

defined as a method for gathering data where “selected participants discuss their 

reactions and feelings about a product, service, situation or concept under the guidance 

of a group leader” (Collis & Hussey, 2014; Eriksson & Kovalainen 2013). In a focus 

group, it is possible to listen to several individuals’ ideas and attitudes towards a certain 

subject at the same time which saves both time and money (Daymon & Holloway, 

2011). According to Daymon and Holloway (2011), focus groups can help stimulate the 

participants’ thoughts, different views can be brought up to discussion that can help 

challenge their own view, which can encourage a deeper discussion. The insights that 

surface during a focus group discussion might not have appeared during an interview 

situation, where the participant stands alone and is not able to discuss ideas with 

somebody else. Furthermore, it can remind the participants about situations or thoughts 

that otherwise could have been forgotten (Daymon & Holloway, 2011; Saunders, et al., 

2014).  

 

Compared with using interviews, focus groups give the participants the opportunity to 

help each other formulate and develop opinions. Additionally, the group dynamic is one 

of the key reasons to why focus group is used (Daymon & Holloway, 2011; Saunders, et 

al., 2014). Moreover, the focus groups can help create a trustful relationship between 

the participants and the researchers, since it much less intimidating for the participant to 

be a part of a group and answer questions that can be discussed with others rather than 

sitting alone, being observed and the only one answering (ibid).  

 

The focus groups were held at Jönköping University since the University could provide 

the authors with suitable space. The room at the University made it possible to create a 

safe zone without any external distractions for the participants. The focus groups were 

held in Swedish since all of the participants spoke Swedish as their native language. 

This helped create a more natural discussion since the participants did not have to 

consider any language barriers, and could instead speak more freely. In general, the 
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focus groups lasted for about forty minutes, but the length of the focus groups were 

dependent on the participants and the depth of the discussions. Furthermore, the 

researchers decided to keep the focus groups small, so the consisted of four to five 

people. This is common size of focus groups, according to Daymon and Holloway 

(2011) and Saunders, Lewis and Thornhill (2015). The reasoning behind this decision 

was to ensure a feeling of belonging for the participants, making them feel more 

comfortable sharing their viewpoints. The focus groups were audio recorded and 

transcribed in Swedish with permission from the participants. The audio recording was 

to help avoid any misunderstandings when translating certain quotes or thoughts that 

were highly important for the analysis, to English. 

 

However, there are some risks the researchers must be familiar with during the focus 

groups. Firstly, one must be aware of participants who dominate the discussion which 

could lead to others being quieter, secondly, participants that have very strong attitudes 

or values can risk influencing the other’s behaviors and thoughts (Daymon & Holloway, 

2011). A third risk during the focus groups could be if a participant feels that their own 

opinion is not similar with the others and is therefore afraid to speak their mind (ibid).  

In a focus group, the main interest for the researchers is not only the individual’s values 

and beliefs in a particular subject (ibid). Instead, the researcher should listen to what is 

said when the participants discusses the topic, but also observe emotions, tensions, body 

languages and conflicts that are nonverbal, deepening the researchers understanding of 

the situation (Saunders, et al., 2015). Since the group is fed the same, standardized 

information, the participants have the same conditions and starting point for the 

upcoming discussion (Alexander & Becker, 1978).  

 

For this research paper, the participants were all part of generation Y and the majority 

were also students at the University in Jönköping. This entails a similar point of 

reference. Furthermore, the participants were familiar with one another since they go to 

the same University, which is claimed by Eriksson and Kovalainen (2013) to be 

beneficial for the study. Again, this could lead to a more relaxed environment that 

would make it easier for the participants to freely speak, comment and ask questions 

(ibid). Furthermore, it has been argued in previous research that heterogeneous groups 
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might influence the participants to develop new insights (ibid). When constructing the 

focus groups for this thesis, the authors took this into consideration and thus the 

participants belong to different genders and have different book consumption behaviors 

which made it possible for the discussions to move in different directions, which 

facilitates the collection of data with different viewpoints (ibid). In the discussion 

section of the focus groups, the moderator frequently asked “why” questions to further 

create an in depth understanding for the participants’ answers, which also is in line with 

the chosen research strategy.  

 

3.6  Focus Groups using Vignette Technique 
A technique that can be applied to focus group is Vignette (Alexander & Becker, 1978). 

It is meant to facilitate the discussion climate around the participant’s opinions, mainly 

by making them feel comfortable enough to voice their opinions (ibid). A significant 

advantage of the Vignette technique is the ability to measure the respondents’ responses 

and/or attitude change when modifying one or more variables in the context, which 

enables the estimation of the effect of a specific variable (ibid). This will help the 

purpose of this paper, since two different variables are included in the research question; 

the author’s brand and recommendations and reviews. By being able to ask questions 

regarding generation Y’s action intention in a book context, the researchers will be able 

to observe the reaction of the respondents and thus analyze it. 

 

 3.6.1 Sampling 

The focus groups were held and organized in the beginning of April at Jönköping 

University. To encourage the participants to speak freely and truthfully about their 

values, attitudes and beliefs regarding the topic, all of the participants will be 

anonymous. In the paper, they were differentiated from each other by using the terms 

F1, F2, M1, M2 and P1, P2, which were an abbreviation for Female, Male and Person. 

A person in this case refers to an individual who has chosen to not identify themselves 

by any gender norms. These abbreviations were used to ensure the anonymity and make 

it practically impossible to link citations, value statements and other thoughts to a 

certain individual. 
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Abbreviation Gender Amount 

of books 
read/year 

Focus 
group 

Length 
of focus 
group 

Meeting place Date 

F1 Female 6-11 1 00:45:19 Jönköping University 29.03.2017 
M1 Male 1-5 1 00:45:19 Jönköping University 29.03.2017 
M2 Male 1-5 1 00:45:19 Jönköping University 29.03.2017 
F2 Female 1-5 1 00:45:19 Jönköping University 29.03.2017 
F3 Female 1-5 1 00:45:19 Jönköping University 29.03.2017 
M3 Male 1-5 2 00:43:22 Jönköping University 30.03.2017 
F4 Female 1-5 2 00:43:22 Jönköping University 30.03.2017 
M4 Male 1-5 2 00:43:22 Jönköping University 30.03.2017 
F5 Female 6-11 2 00:43:22 Jönköping University 30.03.2017 
F6 Female 6-11 2 00:43:22 Jönköping University 30.03.2017 
M5 Male 1-5 3 00:39:52 Jönköping University 30.03.2017 
M6 Male 1-5 3 00:39:52 Jönköping University 30.03.2017 
M7 Male 1-5 3 00:39:52 Jönköping University 30.03.2017 
M8 Male 1-5 3 00:39:52 Jönköping University 30.03.2017 
F7 Female 1-5 3 00:39:52 Jönköping University 30.03.2017 
F8 Female 1-5 4 00:42:14 Jönköping University 31.03.2017 
F9 Female 1-5 4 00:42:14 Jönköping University 31.03.2017 
F10 Female 6-11 4 00:42:14 Jönköping University 31.03.2017 
F11 Female 1-5 4 00:42:14 Jönköping University 31.03.2017 
M9 Male 1-5 5 01:02:32 Jönköping University 06.04.2017 
M10 Male 1-5 5 01:02:32 Jönköping University 06.04.2017 
M11 Male 6-11 5 01:02:32 Jönköping University 06.04.2017 
M12 Male 1-5 5 01:02:32 Jönköping University 06.04.2017 
M13 Male 1-5 5 01:02:32 Jönköping University 06.04.2017 
 

Figure 4: List of Focus Groups 

When deciding upon a sampling method Saunders, Lewis and Thornhill (2015) have 

created a matrix that help researchers in deciding what sampling to consider. As the 

purpose of this study is not to draw statistical conclusions, and as the research has an 

exploratory approach, a non-probability sampling will be applied (Saunders et al., 

2015). Within non-probability sampling there are several different sampling approaches 

to choose from; snowball, quota, purposive, self-selection, and convenience sampling 

(ibid). The purposive sampling approach will be efficient in this research as the 

sampling size will be small, and as the researchers get to use their own judgement to 

choose cases that are of particular interest to the research question.  

 

Moving on, it is also appropriate for this research group to combine the purposive 

sampling approach with a convenience sampling, allowing the authors to request 

participants that are easy to access. The purposive approach was applied in this thesis 

when the authors created a group on Facebook and invited 100 students to participate in 
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the focus groups. The students were selected based on two conditions. The first 

requirement was to be fluent in Swedish, since the market and industry investigated in 

this paper is Swedish. The second requirement was that the participant had to be a 

member of generation Y, i.e. born in between 1980-1994. However, using this method 

implies a risk of biased results, according to Saunders et al. (2015), so the method was 

complemented by inviting participants originating from different geographical locations 

in Sweden to limit the bias. By inviting University students, it was possible to obtain a 

large geographical spread without leaving Jönköping, hence using the convenience 

sampling method. However, the researchers are highly aware of the fact that the 

sampling process could be criticized for using mainly students. But, due to previous 

mentioned arguments, the researchers believe that the sampling used will provide useful 

insight.  

 

The aim with this sampling was to have seven focus groups with six participants in each 

group. Unfortunately, the number of attendants was not as high as predicted. From a 

Facebook group, four focus groups were conducted with four to six participants in each 

group. To increase the number of participants, the authors spent a day at Jönköping 

University, requesting 13 random females and 15 random males that all fulfilled the 

requested conditions for the focus groups. That action lead to a new focus group with 

six participants being created, making it a total of 24 focus group participants. 

  

 3.6.2 Questionnaire 

In the first section of the focus groups, the participants were asked to sit down and have 

a cup of coffee and some cake to create a comfortable environment. While the 

participants got familiar with one another the moderator presented the schedule for the 

session and further explained that when the authors mention “books”, it included both 

paperback books, e-books and audio books. Section one started by a questionnaire was 

handed out to the participants. The questionnaire included general questions about age, 

gender and book consumption behaviors, but also focused on creating an understanding 

of what and/or who influences the participants to consume a book. The discussion in the 

focus groups were audio recorded to be able to use the data in the best possible way, 

therefore the participants were asked to sign the questionnaire, permitting this. The 
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purpose with the questionnaire was to create a deeper background knowledge about the 

participants that later will be used when analyzing the empirical data. The purpose of 

this thesis is to explore the influence of (1) an author’s brand and (2) recommendations 

and reviews for generation Y, in Sweden, when selecting a book.  

 

 3.6.3 General Discussion 

The second section was used to create a generic discussion about the participants view 

on the book industry, their book consumption, an author’s brand, recommendations and 

reviews. The moderator asked the group to think back on the last time they choose a 

book by using examples and scenarios to start the discussion and help the participants 

remember. Except from that introduction to the topic, it was an open discussion when 

the participants shared their views and attitudes, with minimal interaction from the 

researchers. 

 

 3.6.4 An Author’s Brand 

In this section, the aim was to increase the understanding and knowledge about how an 

author’s brand impacts the decision-making process for generation Y, in Sweden, when 

selecting a book. The moderator placed ten pictures showing ten different book covers 

on the table in front of the group. The pictures represented five authors with a strong 

human brand and five authors with a less strong human brand1. The selection of the 

books was made by the researcher's perception of what generation Y would consider to 

be an author with a strong- and less strong human brand. The book selection was 

confirmed by a staff member of Akademibokhandeln, see Appendix 8.  The known 

authors were a mix between celebrities and famous authors. The participants were asked 

to choose two books that they would like to read and one that they would reject. 

Thereafter, they were asked to share their decisions and reasoning with the group.   

 

                                                 
1 Well-known authors: Camilla Läckberg, Leif G.W Persson, Alex Schulman, Jojo Moyes 

and Zlatan Ibrahimovic/ David Lagercrantz. Less known authors: Mariette Lindstein, Malin 

Persson Giolito, Louise Miller, Sandra Gustafsson and Camilla Davidsson. 
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 3.6.5 Recommendations and Reviews 

Section four was constructed to create deeper understanding and knowledge about how 

consumer reviews impact the decision-making process. To begin with, a paper with 

pictures of 30 book covers from different types of genres was handed out. In the top 

right corner of approximately half of the books there was a star symbolizing a rating 

between 0-5, while the rest of the books did not have a rating at all. A mixture of books 

that had high, low or no rating made it possible to see a pattern in how the participants 

responded to ratings. This data will be of high value when analyzing the empirical data. 

The participants were then asked to draw a circle around three books they would like to 

buy, and put a cross over three books that they did not want to buy. Following this, the 

participants were requested to share their answers with each other for an open 

discussion about how influential ratings are, alternatively if there were any other factors 

influencing their book choice. 

 

 3.6.6 AISAS Model 

To be able to connect theory and empirical data, the moderator presented the AISAS 

model for the group. The moderator explained the different steps in the decision-making 

model and then urged the participants to consider and explain when/where in the 

process they were influenced by an author’s brand, compared to when online and/or 

offline consumer reviews were involved.   

  

3.7   Secondary data 
According to Saunders, Lewis and Thornhill, (2015), secondary data refers to data that 

was gathered for another reason than for the research purpose. The data can be re-

analyzed and investigated and therefore be useful for new studies (ibid). To be able to 

create a comprehensive analysis of the chosen topic, both secondary data and primary 

data was collected. There are three categories of secondary data; documentary data, data 

compiled from multiple sources and survey-based data (ibid). Documentary data is most 

relevant for this thesis since it includes journals, books and government publications 

(ibid).  An example of secondary data is the data collected from the government body 

Central Bureau of Statistics. The data can be found in chapter one, under subsection 

background and chapter five. 



28 

 

 

3.8  Data Analysis 
According to Williamson (2002), analysis of the research should be an ongoing 

procedure throughout the entire data collection. By doing this the researcher can 

coordinate when the data collection is sufficient and thus stop collecting new data (van 

Kaam, 1966; Williamson, 2002). Because of this, the research purpose had a preset 

objective when it came to the amount of focus groups needed, yet the authors were open 

to stop and/or expand the data collection at any time.  

 

Analyzing quantitative data helps the researchers to understand the data which, in term, 

will enable them to draw conclusions based on the data (Seers 2012; Williamson, 2002). 

Since the analysis of qualitative data includes interpretation, it can, at times, be 

subjective (Seers 2012). Moreover, Williamson (2002) describes the analyzing process 

of the data using different steps. One of the steps described as necessary is to transcribe 

the data collected. In this study, all three authors were present during the focus groups. 

One person was moderating the focus group and the other two were taking notes. As the 

focus groups were audio recorded the notes mainly focused on how things were said 

and other non-verbal communications. After holding the focus groups the content on the 

recorder as well as the notes collected by the authors were transcribed. The next step 

Williamson (2002) suggests is to go through the transcribed material to get a better 

understanding of it. The authors of this paper sat individually and identified the key 

points, and then met to compare results and interpretations, creating a triangulation. 

After that it was time to categorize the data, by dividing the data into categories, which 

will help the authors to see patterns, relationships between categories, and amount of 

data belonging to different categories (ibid). These categories will later be conceptually 

organized into sub-categories (ibid). This paper will also incorporate Williamson’s step 

called playing with ideas. This step allows researchers to look at the data from different 

angles. This will nourish different interpretations, where a quote might mean one thing 

in one situation but a different thing for another person and context (ibid). This step is 

agreed upon by Van Kaam (1966). 

 

After completing this process, the authors of this research paper formed a tentative 
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theory which is formed from the analysis of the collected data (Williamson, 2002). 

After having formed this tentative theory the authors went through all the material one 

last time to ensure that the tentative theory contained no contradictions. 

 

3.9  Trustworthiness of Research 
According to Cope (2014) and Creswell (2014), qualitative research has historically 

been a research method criticized for being researcher biased and too subjective which 

causes questions about trustworthiness and credibility. However, Lincoln and Guba 

(1985) developed five criteria to develop qualitative research with a high level of 

trustworthiness. The five criteria were; credibility, dependability, confirmability, 

transferability, and authenticity, which were developed to ensure a level of objectivity in 

the research (ibid).  

 

A research is credible when it represents the truth, where the opinions of the participants 

are presented and interpreted by the researchers in a truthful way (Cope, 2014). In this 

research, this was ensured by using a triangulation technique. Triangulation is a 

technique where multiple sources are used to collect and/or analyze the data 

(Williamson, 2002). The fact that this research paper has three different researchers was 

taken advantage of in the interpretation of the data. The three researchers studied the 

collected data independently, pulled out the key findings and then discussed and 

compared their findings, making the research a case study triangulation. This process 

ensured that the researchers limited the impact of each other’s thoughts and opinions 

during the sensitive interpretation process, strengthening the trustworthiness of the 

paper. In order to further enhance the credibility of this study, a random selection of the 

participants was asked to read the data to ensure that it was prepared in a truthful matter, 

which is suggested by Ryan, Coughlan and Cronin (2007). See Appendix 7. 

 

The level of ease for the reader to understand what the researcher means and the 

likelihood of the reader and the researcher drawing the same conclusion is referred to as 

dependability (Ryan, Coughlan & Cronin, 2007). Moreover, according to Koch (2006) 

the findings of a study are considered to be dependable if the researchers get the same 

result under similar circumstances.  
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Since this research paper investigated focus groups that were rather homogeneous 

compared to each other and similar results were achieved this research could be looked 

upon as dependable.  

 

Confirmability refers to how the researcher has used the data to draw conclusions and 

how it is presented to minimize the risk of the research being bias. (Cope, 2014). Since 

this research was interpreted by humans, there is a risk that the human factor will 

influence the result, but as mentioned above, the research is conducted by three different 

authors whom individually interpreted the results, meaning this risk was minimized 

(ibid).  

 

When the results of a research can be transferred to other researches or situations, the 

research is considered to show transferability (Ryan, Coughlan & Cronin, 2007). As this 

research discusses the decision-making triggers for generation Y when selecting books, 

the researchers believe that the results can be generalized for the book industry. Lastly, 

authenticity refers to how well the authors show the intangible statements from the 

participants such as emotions, and the way in which things are being stated (Cope, 

2014) This section was covered by the note-takers during the focus groups, who noted 

nonverbal communications. 

 

3.10 Time Horizon 
When conducting research, it is of essence to determine what time horizon the research 

aims to look at: cross-sectional studies or longitudinal studies (Saunders, Lewis & 

Thornhill, 2015). Cross-sectional studies look at a phenomenon at a specific point of 

time, whilst longitudinal looks at a phenomenon over a period of time (ibid). When 

creating this research, time was an evident factor as the thesis construction has a pre-set 

time restriction of approximately five months. With this in mind, the authors of this 

thesis decided when conducting the research question to explore the impact of 

recommendations and reviews, and an author’s brand on generation Y during a 

decision-making process, at a specific point of time, hence applying a cross-sectional 

approach.   
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3.11 Summary of Methods 
The purpose of this thesis is to explore the influence of (1) an author’s brand and (2) 

recommendations and reviews for generation Y, in Sweden, when selecting a book. To 

properly study these two variables, the research philosophy interpretivism will be 

interpreted by using the abductive approach. The data will be collected using the 

explorative qualitative research methods. Furthermore, a case study oriented focus 

group will be used as a research strategy.  In the focus groups, the technique Vignette is 

utilized together with a questionnaire. When selecting a suitable sample for the 

empirical data, a non-probability sampling with the approaches purposive and 

convenience sampling will be applied. The data will be analyzed using the analytical 

steps for qualitative data collection developed by Williamson (2002). In order to ensure 

trustworthiness for the findings, credibility, dependability, confirmability, 

transferability, and authenticity are used together with triangulation techniques. 
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4.   Empirical Findings 
_____________________________________________________________________________ 

In chapter four, the empirical data that was collected for the research purpose is 

presented. The section presents the questionnaire, the findings from the Vignette 

discussion, as well as a discussion regarding links between the two different aspects of 

the research question. 

______________________________________________________________________ 

 

4.1  Questionnaire Findings from Vignette 
The questionnaire (see appendix 1) was done to collect background information about 

the focus group participants, and to demonstrate that they qualified to participate. The 

authors collected data about their gender, age and book consumption habits alongside 

the most influential factors when selecting a book. These factors include ratings, 

recommendations and the author’s brand. A majority of the participants answered that 

they read one to five books per year. Furthermore, the questionnaire showed that friends 

and family are the most influential factors, when compared to celebrities, expert 

reviewers and other customers’ reviews. When looking at the author’s brand, the most 

common response is that the participants are sometimes affected by the author’s brand, 

even if the brand is known to them. In order to find connections to literature and other 

theories, the background information will be further analyzed in section 5.1. 

 

4.2  Findings from Vignette Discussion 
When conducting the literature review, important links were found between generation 

Y, recommendations/reviews and the author’s brand, which all relate to the research 

question. These aspects were extensively researched prior to conducting the focus 

groups. Findings from that research suggested that recommendations and reviews, as 

well as the author´s brand are important features in generation Y’s decision making 

process. The questions for the focus group were designed to reflect these findings and 

deepen the understanding of their influence. 
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 4.2.1 Author’s Brand 

The author’s brand is discussed and tested through two different assignments during the 

focus groups. During the first assignment, the participants are asked to select two books 

they would like to read and two books that would not like to read from a pile of ten 

books. The books are written by a mixture of famous and non-famous authors for the 

Swedish market. The famous authors selected for these exercises were known from a 

range of different areas, including the book industry, entertainment industry as well as 

from business and sports achievements. The aim of this task was to understand if the 

participants chose books based on the recognition factor of the authors. 

 

F6 chose books written by two authors she recognized based solely on the fact that she 

knew who they were and that she had appreciated their earlier books. This is confirmed 

by F9 who states that if she knows that an author is good, she most likely selects 

another book from that same author. M12 agrees by giving an example of when he 

reads a book solely because the author was famous and had received a lot of buzz, 

hence media attention. However, it seems that a recognition factor can also be negative, 

as M4, M9 and M13 rejects a book due to the author’s media personality. F3 also 

highlights the issue of trustworthiness when well-known individuals such as a media 

personalities write a book. F1 agrees with this and voices another example, like when a 

singer becomes an actress, meaning that their skills in the new field is not guaranteed 

solely based on them being famous. M6 recognizes that the human brand affects the 

decision-making process as he states that he would choose a fictive book written by for 

example Timbuktu2 as he is known to be good at expressing himself in text, but he 

would not buy a fictive book written by Zlatan. It is apparent in a majority of the focus 

groups that there is a high level of trust for authors that are famous due to their literary 

work in the fictive genre. Celebrities that are not famous for literary achievements have 

a higher trustworthiness when writing biographies compared to fictive books.      

 

                                                 
2 Timbuktu is a Swedish rapper mainly known for his well-written lyrics. 
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“I would not select a book that was written by certain celebrities. I would think, has this 

person only gotten a book contract because he or she is famous or because they are a 

good writer?”3 F3 

 

However, F1 selected her latest book because it was written by a blogger she follows. 

Both the blog and the book is about a topic that is relevant to F1, and she appreciates the 

way the blogger describes and explains the issue. In this case, the celebrity wrote about 

something close to heart, which seems to be accepted by her readers, making the book 

more credible. 

 

“I asked my mom to purchase the book, “I´m sorry I am not perfect” written by 

Michaela Forni. I selected it since I follow her blog, like what she writes about, and I 

believe that the topic of the book is relevant and up to date.”4 F1 

 

Moving on, the author’s brand is according to the participants F1, F3, F8, F9, F10 and 

F11 important when selecting a book. The participants all agreed that if they like the 

previous work from an author there is a high likeliness that they will select another book 

from that same author. This is illustrated by the following quote: 

 

“As soon as a new book by Nicholas Sparks is published I run and buy it directly 

without even reading on the backside of the book.”5 F1  

 

When F9 selects a book from a genre that is unusual for her, the author’s brand affects 

the choice. F9 does not generally read murder mysteries, but if she were to read a book 

from that genre, Camilla Läckberg would be her choice. This is based on her knowledge 

about Camilla Läckberg and her previous books. F11 explained this selection as a safe 

choice. She explained that when she chooses to read a book, a lot of time is invested 

that could have otherwise been spent on other entertainment activities. F11 gives the 

                                                 
3 “Jag skulle inte välja en bok skriven av en speciell kändis. Jag skulle tänka, har den här 
personen fått ett bokkontrakt för han eller hon är känd eller bra på att skriva.” 
4 “Jag bad min mamma köpa boken “Jag är ledsen, jag är inte perfekt” skriven av Michaela 
Forni. Jag valde den för jag följer hennes blogg, gillar vad hon skriver om och jag tycker boken 
ämne är relevant och uppdaterat.” 
5 “Så fort en ny bok skriven av Nicholas Sparks är publicerad så springer jag och köper en direkt 
utan att ens läsa på baksidan först.” 



35 

 

examples of watching Netflix or listening to a podcast. This is agreed upon by F8 and 

F9 who believes that their generation reads less and in a different manner than their 

parents, which urges them to ensure the quality of a book prior to reading it. F3 also 

emphasizes how she wants to decrease the uncertainty of the choice when selecting a 

book as there is a price factor involved. Moreover, F9 explains that she has more 

patience when reading a book from an author that she is familiar with.    

 

“I have more patience when I read a book by an author that I like. Game of Thrones 

can be a bit slow in some parts, but I continue to read it since I know that it will be 

interesting soon again. But if it would be a new book by an author that I did not know 

about I would stop reading if I did not like it.”6 F9 

 

 4.2.2 Recommendations and Reviews via User Generated Content 

The second assignment was based on a sheet of paper with the book cover of 30 books, 

where 23 of the books had ratings, varying between 2.0 and 4.6 out of 0-5.0 rating scale. 

The books were chosen on bookbeat.se on the basis of their rating to provide the 

participants with different types of books with different ratings.  The reason why books 

from bookbeat.se7 were used were mainly based on the fact that their website clearly 

provided their readers with a rating system. The aim of this assignment was to see if the 

participants chose books, subconsciously or not, based on ratings. The moderator also 

asked questions about recommendations, to further investigate the value of them.  

 

During a focus group, F5 says that a review, both positive and negative, can be very 

decisive when choosing a book. An example she gives is when several negative reviews 

degrades her desire to read a book that she, prior to receiving the reviews, was excited 

to read.   

 

Recommendations and reviews from people known to the participants seem to have a 

higher level of influence compared to random recommendations and reviews. However, 
                                                 
6 “Jag har mer tålamod när jag läser en bok från en författare som jag gillar. Game of Thrones 
kan vara lite seg i vissa delar, men jag fortsätter ändå läsa eftersom jag vet att den snart 
kommer bli intressant igen. Men om det var en bok skriven av en författare som jag inte visste 
så mycket om så skulle jag ha slutat läsa om jag inte gillade den.” 
7 Bookbeat.se is a major Swedish book streaming site. 
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the span of familiarity goes beyond friends and family, it seems enough if the 

individuals in the focus group has some sort of trust and relationship with the 

recommender/reviewer, even if it only goes one way. This is the case of loyal blog 

reader, or podcast listeners. F5 illustrates: 

 

“Bloggers affect me. If they tip and post, I will be interested since it’s like a 

recommendation. They write about what the book is about and what they liked. If the 

blogger is reliable, I'll follow the recommendation.”8 F5 

 

This is agreed on by M1, who says that bloggers/podcasters have a big role of influence 

since they have built credibility with their readers. However, several participants agree 

that the source of the recommendation and/or review is highly important. M4 consents 

with the statement below, by voicing that he only chooses books that has been 

recommended to him. This is strengthened by F4 and F5 who says that they are more 

influenced by recommendations than ratings since they do not know that individuals 

behind a rating.  

 

“Just because someone else thinks it's good, that does not mean I think it's good.”9 F4 

 

M1 also agrees upon this reasoning. He believes that the trustworthiness and influence 

of the recommendation is highly dependent on who has recommended the book, and if 

they have the same taste in literature. Sources close to the participants, with a close 

relationship, seem to have a high level of credibility. F4 says that if her parents 

disapprove of an author, she will not read a book from that author either. In this case, a 

recommendation or review from a trustworthy source is the most influential factor in a 

book selection process. All participants in focus group three agrees that a personal 

recommendation is more influential than a rating, as well as several of the male 

participants in focus group five. M5 gives an example of how the strength of the 

relationship affects his decision when selecting a book by stating that a close friend 

would affect him more than an acquaintance. However, F8 believes that ratings and 
                                                 
8 “Bloggare påverkar mig. Om de gör ett inlägg och tipsar så blir jag intresserad eftersom det är 
som en rekommendation. Dom skriver om vad boken handlar om och om de gillade den. Om 
bloggen är trovärdig så skulle jag följa den rekommendationen.” 
9 “Bara för att någon annan tycker att den är bra så behöver inte jag tycka att den är bra.” 
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stars affects her in an unconscious way when selecting a book since her attention is 

drawn to books with high ratings. On the other hand, a few of the participants also 

raised concerns regarding trust in reviews/recommendations that were not presented by 

someone that they have a personal relationship with: 

 

“I feel like there is always a back side to everything. My trust depends on who is 

reviewing, who is sitting in the morning sofa or who is blogging because they receive so 

much money for reviewing. This makes me feel like a review on Adlibris would weigh 

heavier as they have actually reviewed the book because they have liked it, but of course 

there is a risk of them being ghostwriters, but still, they haven’t gotten anything for 

it.”10 M8 

 

However, general recommendations that are not from a familiar individual or group can 

be quite influential according to some of the participants. M3 states that when 

bookstores have a Bestseller section, he only chooses between books from that section, 

and narrows the choice down by focusing on his interests. F8 and F11 also agree with 

this and explain that when visiting a bookstore to select a new book, they start their 

decision-making process by looking at the “Bestseller” section.  

 

In several focus groups, the male participants were more affected by ratings than the 

female participants. An illustrating example of this phenomena was when M3 said he 

selected books based on high ratings, while F5 selected based on the author’s 

recognition factor. Focus group three, which was highly male dominated had several 

participants motivating their choices by referring to the number of stars that the book 

had. For example, M5 explains that he chose not to select two books based on the fact 

that they had 2 and 2,5 stars whilst he said that he selected another book because it had 

4,4 stars.   

 

                                                 
10 “Jag känner att allt har en baksida. Min förtroende beror på vem som recenserar, vem som 
sitter i morgonsoffan eller vem som bloggar för de får så mycket pengar för att recensera. Det 
får mig att känna att en recension på Adlibris skulle väga tyngre för då har de verkligen 
recenserat boken för att de gillade den, men såklart så kan det ju vara spökskrivare också, men 
fortfarande så får de ju ingenting för det.” 
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Since so many books are published annually, F3 highlighted the struggle of finding a 

good book. This is how she explained her decision process when selecting a book.  

 

“You almost have to start with something, and then it is the recommendations from 

family and friends that become important. I don't know how to select otherwise.”11  F3 

 

When selecting a book from another genre than what the participants usually read, M1, 

F1, F2, F3 agreed that recommendations would influence them to make that selection.  

 

M1 and F3 also discussed that a buzz, as previously mentioned by M12, around a book 

would influence their decision when it comes to selecting a book outside from a genre 

that they generally would not select. Examples of buzz mentioned by the participants is 

when a book is frequently discussed in different media, especially social media, 

channels or has been made into a movie.    

 

“When a book is made into a movie it indicates that it is a book that many people enjoy, 

and that makes me interested and therefore maybe select it even if it is not my favorite 

book genre.”12  M1 

 4.2.3 AISAS Model 

The moderator briefly explained the AISAS model by giving the background to it, and 

that it is mainly used to understand consumer behavior. The opening question was 

linked to two scenarios that the moderator gave, to facilitate for the participants to 

understand the model. The first scenario was based upon how the model could be used, 

according to the thesis writers, when selecting a book from a well-known author and the 

second one was based on ratings, reviews and recommendations.  

 

Most groups decided on the Interest and Attention stage when discussing where in the 

model they would be affected by either a recommendation or a new book written by a 

                                                 
11 “Man måste ju börja med något, och då blir det rekommendationer från familj och vänner som 
blir viktigt. Jag vet hur man ska välja annars.” 
12 “När en bok blir en film så indikerar det att boken är omtyckt av många människor. Det gör 
mig intresserad för därför skulle jag välja den även om det inte är min favoritbok genre.” 
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well-known author. However, there was one statement that stood out, involving the 

notion of skipping several steps in the theoretical model. M9 said: 

 

“If a close friend would recommend a book, I would not have searched for any more 

information about it, I would have just bought it.”13 M9 

 

M13 agreed and said that a recommendation from a family member or friend has a big 

influence on his book selection. F1 and F3 argues that if they receive knowledge and 

information regarding a certain author that they like have published a new book, they 

would directly go and buy it. The participants in focus group one all agreed that a well-

known author catches more attention which then creates an interest compared to an 

unknown author. Moreover, many participants in the focus groups recognized customer 

reviews as being important at a later stage in the decision-making process. An interest 

was developed from other sources such as famous authors or interpersonal 

recommendations from friends/families which resulted in a search process and at this 

point reviews determined if an action was to be taken.  

 

“You have to first get an interest for a book, such as GW’s book, but then if you go 

online and see that the book only has 1/10 stars I will most likely not buy it. So, it does 

matter but as a second step.”14 M6 

 

A discussion emerged regarding the loop function in the AISAS model. F1, F2 and F3 

all said that when they have finished reading a good book, they recommend it both 

online and offline to friends and family, who will then take the recommendation into 

consideration and, in due time, recommend it themselves. 

 

 

                                                 
13 “Om en nära vän rekommenderade en bok så skulle jag inte letat efter mer information. Jag 
skulle bara köpt den.” 
14 “Först så måste jag få ett intresse för boken, t.ex. GW:s bok, men sen om man går online och 
ser att boken bara har 1/10 stjärnor så kommer jag med största sannolikhet inte köpa den. Så 
det påverkar men inte förrän i ett senare steg.” 
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4.3  Links Between Different Aspects 
 

“A recommendation weighs heavier than who the author is.”15 M9 

 

M9 makes a statement regarding the two variables in comparison to each other. 

However, this is not agreed upon by all the focus group participants. M13 contradicts by 

saying that a positive recommendation is not enough if he does not like the author’s 

brand and what that author stands for. Comparably, F11 states that if a book by an 

author that she appreciates has a low rating she would still read it. She believes that it is 

important to form your own opinion and that the content of the book is what matters and 

not the rating.  In one of the focus groups, M2 argues that the author's brand and 

reputation affects him more than recommendations when selecting a book.  

 

“I chose Stephen King because I am familiar with him, he has written many good books 

before. I chose it even if it has a low rating.”16 M2 

 

M8 also recognizes that if an author of his liking would recommend another book, not 

necessarily written by him/her, it would influence his decision-making process. 

According to M8, this is dependent on the established trust in the author’s literary 

capabilities and is therefore open to suggestions from him/her. This statement was 

confirmed by two other participants from focus group 3. This is also brought up by 

participant F9 as well as M6, that when selecting a new book, they listen to a 

recommendation from a well-known author that they appreciate. 

 

“I have discovered new authors by following recommendations from authors that I 

like.”17 F9 

 

“If I like an author, and they recommend a book, it influences me a lot. For example, if 

Jens Lapidus recommends a book, I’d listen to that.”18 M6 

                                                 
15 ”En rekommendation väger tyngre än vem författaren är.” 
16 “Jag valde Stephen King för jag känner igen honom, han har skrivit många bra böcker förut. 
Jag skulle välja honom även om boken har låg rating.” 
17 “Jag har hittat nya författare genom att följa rekommendationer från författare jag gillar.” 
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These links between the different aspects of the research question are thus connected. 

All data presented in this chapter will be analyzed in the following section. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

                                                                                                                                               
18 “Om jag gillar en författare och dom rekommenderar en bok, då påverkar det mig mycket. För 
exempel om Jens Lapidus rekommenderar en bok, så skulle jag lyssna på det.” 
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5.    Analysis 
_____________________________________________________________________________ 

In the following chapter, the analysis of the empirical data, and links between those 

findings and the frame of reference are presented. The empirical data analyzed refers to 

the influence of an author’s brand alongside recommendations and reviews in regards 

to generation Y in Sweden. The authors have developed two new concepts and two 

tentative models which are presented in this section. 

______________________________________________________________________ 

 

When identifying patterns in the empirical data, links were found between 

recommendations and the decision-making process. The researchers further found that 

the influence of a human brand can generate a sense of loyalty to the authors. The 

findings will be presented by following the same pattern as in the previous chapter, 

categorized by topic. Lastly, we will introduce our tentative theory, a modified version 

of the model presented in chapter two, which will take these new findings into 

consideration. The analysis will be based on the empirical data that was collected 

specifically for this research, and strengthened by the existing literature presented in the 

frame of reference.  

 

5.1  Generation Y and an Author’s Brand 
 

 5.1.1 Generation Y in Sweden 

Findings in the frame of reference show that generation Y in general, when not referring 

to a specific country, is known for having skeptical, disloyal, and anti-corporate traits 

towards a brand (Weiler, 2005). The socialization theory suggests that socialization 

agents influence people’s values and beliefs, especially in early years, as generation Y is 

born in a time where celebrities are widely exposed it is natural that they serve as 

socialization agents for this generational segment (Bush, Martin & Bush, 2004).  

 

In the empirical data collected, many participants expressed skepticism towards reviews 

made on platforms such as blogs as they feared that someone had paid them for 
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recommending a book. Some participants also expressed skepticism towards online user 

generated content as they felt like they could not trust a person they knew nothing 

about, making them uncertain if there are any shared interests or mutual book genre 

preferences. This is strengthened by participants saying that they only consider 

recommendations and reviews from individuals that they know and trust. This confirms 

that the skepticism previous researchers have found as an important trait for generation 

Y is also accurate for the Swedish segment. 

 

However, an interesting speculation that has been developed during the analysis of the 

data is that generation Y in Sweden tends to be very loyal towards authors that they are 

fond of and would consider buying a book they know nothing about due to the trust in 

the author. Seeing as generation Y is known for being disloyal towards brands, this 

finding is a bit surprising. But the focus groups have shown that if an author that is 

well-known to the specific case, members of generation Y select their books without 

much hesitation. The empirical findings show that if a member of generation Y has read 

a book by an author and liked it, they tend to stay loyal towards that author when 

choosing their next book. Furthermore, the empirical data shows that members of 

generation Y would select a book by an author that they are familiar and loyal with, 

even if the book has a low rating and/or is not recommended. A possible explanation to 

this is because a human brand has, according to the socialization theory, formed 

generation Y’s values and norms (Bush, Martin & Bush, 2004). According to the 

findings, generation Y in Sweden is loyal toward a human brand. This is strengthened 

by the fact that not a single participant mentioned that they preferred books from a 

specific company or publishing house. Hence, all data retrieved that relates to the 

influential power of an author’s brand is relevant.  

 

However, the empirical data also implies that a well-known human brand can also be 

negative. When associations to a human brand are negative, very little seems to be able 

to sway that belief, removing all possibility for that person to become a 

customer/reader. An example of this is when M12 says the following: 
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“I would never buy Läckberg because of her as a person, even if all the boys 

recommended her book. She is a despicable person.”19 M12 

 

During the analysis process, the empirical data suggested that loyalty can also be 

applied to other areas than human brands, which is not mentioned in existing literature. 

Several focus group participants brought up different scenarios and examples that can 

be linked to genre loyalty. Genre loyalty shows that participants were more inclined to 

try a new author within a genre that they favored without any further recommendations 

and/or reviews. Almost all other empirical data show that personal recommendations are 

valuable when selecting a book, but this is where genre loyalty differs. Several 

participants suggested that they were more open to reading a book by an unknown 

author in their favored genre, before reading a personally recommended book in a non-

favored genre. 

 

 5.1.2 An Author’s Brand 

The authors that were included in focus groups were both known for their previous 

literary work, for being a pop-artist or for being a host. When the participants were 

asked to choose a book to read, it was evident that there was a difference in how they 

reviewed the authors known for their literary work or from something else. The 

analyzed results of the data collected during the focus groups concluded that the 

different types of authors created a ranging amount of trustworthiness. The 

trustworthiness was based on the author’s human brand and their competence in the 

given field. It was also affected by the match between their brand and the fact that they 

had written a book.  

 

“I feel like there’s an image of him that makes me not trust him as an author. He is very 

straggly and does so many different things. I love him as a podcaster, but I don’t trust 

him as an author.”20 F3 

 
                                                 
19 “Jag skulle aldrig köpa en bok av Läckberg på grund av henne som person, även om killarna 
rekommenderade det. Hon är en fruktansvärd person.” 
20 “Jag känner att det finns en bild av honom som får mig att inte lita på honom som författare. 
Han är väldigt spretig och gör så mycket olika saker. Jag älskar honom som podcast:are, men 
jag litar inte på honom som författare.” 
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The existing literature together with the empirical data made it possible for the authors 

of this thesis to create two new concepts for the academic world in this specific context; 

personality brand and literary brand.  

 

 Personality Brand 

This term defines the situation when a celebrity, not known for being an author, 

publishes a book. During the focus groups, examples such as the pop-artist Timbuktu, 

the vlogger Therese Lindgren and reality-star Magdalena Graf were discussed, all whom 

have published books. The empirical data showed that celebrities who were not known 

for writing books were less likely to be selected among more established literary brands. 

When a personality brand was selected, the participants mainly based it upon their own 

perception and of that celebrity. 

 

 Literary Brand 

A literary brand is a person who is famous for their literary contribution. The brand has 

been built up by literary achievements to enhance a connection between a person and 

their books, resulting in a stronger brand equity. Examples of such persons include 

Camilla Läckberg, Jojo Moyes and Lars Kepler. From the empirical data, it was evident 

that the trust in the literary quality was often considerably higher for a literary brand 

than for a personality brand.  

 

Furthermore, contrasts were discovered when looking at a literary brand and personality 

brand in parallel. Focus group participants seem to be more loyal towards a literary 

brand than a personality brand, when it comes to books. A literary brand holds a higher 

level of credibility, compared with personality brands. This is discussed further in the 

following section, 5.1.3. 

 

When looking at both personality brand and literary brand the conclusion can be drawn 

that most participants from the focus groups preferred personality brands to write 

(auto)biographies whilst it was preferred that a literary brand wrote fictive works, 

within the genre that is in accordance to their brand.  
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 5.1.3 Match between Brand and Product 

Previous research highlights that in order for a human brand to be efficient, it is crucial 

that there is a match between the celebrity brand and the product (Ambroise et al., 

2014). If this is not achieved, there is a risk that confusion will occur for the consumer 

(ibid). In the empirical data, similar concerns were raised when a focus group started to 

discuss how they would buy a fictive book from one celebrity but not from another 

depending on why the celebrity was famous. However, more than discussing confusion, 

the emphasis was on the lack of trust that would occur if a person like Zlatan, a known 

soccer player, would write a fictive book compared to if Timbuktu, a lyrics writer, were 

to write a fictive book.  Furthermore, during the second section of the Vignette 

discussions concerning an author’s brand, a negative attitude toward a human brand was 

proven to influence the participants’ decision making process. The analysis show that 

the participants would avoid a book if one did not like the author, or, as in this case, 

found the author to lack creditability.  

 

 5.1.4 Different Findings in Questionnaire and Focus Groups 

When analyzing the questionnaire, the participants answered that the author’s brand 

only had a slight influential impact in their book selection process. Almost 60% of all 

respondents to the questionnaire answered that the degree of influence was “low”. 

However, when examining the focus group answers, the author’s brand seems to have a 

vitally bigger role in the decision than the participants were first aware of. In the frame 

of reference a human brand is explained as an attachment between a celebrity and the 

public (Loroz & Braig, 2015). An example of this was when one of the participants 

described what type of book she preferred, not by naming a genre, but instead naming 

several authors that she liked. This suggests that brand loyalty towards an author is 

subconscious and not something that the focus group cases knew influenced them to the 

degree that it does.   

 

5.2  Generation Y and Recommendations and Reviews 
The judgement of the book will be based on other reader’s prior experience and 

opinions, making it crucial that the reader trusts the source of the recommendation. 

Again, playing into the antitrust phenomena of generation Y, it seems to be important 
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that they feel a sense of credibility towards the source. This is illustrated by M3 and M7 

when they state: 

 

“You have to be source-critical towards the person giving the 

recommendation.”21 M3 

 

“Personal recommendations are most meaningful; the source of the 

recommendation is most important. A comment on my Facebook news flow does 

not feel so serious.”22 M7 

 

As previously stated, an individual who has a large sway over a person’s beliefs, 

attitudes and behavior is known as a socialization agent (Branigan & Mitsis, 2014). 

Generation Y is especially known for connecting with socialization agents since they 

were brought up in the digitalized age (ibid). Furthermore, generation Y is known for 

being emotional and disloyal, according to Shamhuyenhanzvae (2016), so receiving a 

recommendation can help to navigate a decision in a branded society. This corresponds 

with the empirical data findings made, where personal recommendations appear to have 

a high degree of influence over the Swedish segment of generation Y. This is clearly 

illustrated by the following quote: 

 

“A close friend who knows me well, a recommendation from them weighs heavily, I 

would have gone and bought it right away.”23 M5 

 

The socialization theory also describes how interaction with socialization agents affects 

the individual’s consumer skills (Branigan & Mitsis, 2014). Thus, a personal 

recommendation from a trusted individual can serve as an influence from a socialization 

agent. However, the empirical findings do not correlate with all research presented in 

the frame of reference. Forbes and Forbes (2013) stated that the review itself is more 

important than the source or the author of the review, which is rejected by the findings 

                                                 
21 “Du måste vara källkritisk mot personen som ger rekommendationen.” 
22 “Personliga rekommendationer är de mest meningsfulla, det är källan av rekommendationen 
som är mest viktig. En kommentar på mitt nyhetsflöde på Facebook känns inte så seriöst.” 
23 “En rekommendation från en nära vän som känner mig väl väger tungt. Jag skulle gått och 
köpt det direkt.” 
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for this research paper. A recommendation is a previous reader’s thoughts and opinions 

about the book, which serves as a contribution to one’s decision making process, clearly 

making the source a vital part of the process (Lee, Park & Han, 2008).  

 

In existing literature, one can find that negative reviews are more influential and have a 

larger sway in a decision-making process than positive reviews (Casaló et al., 2015; 

Park, Lee & Han, 2007; Sen & Lerman, 2007). This correlates to the empirical data 

collected for this research paper. When analyzing the data, it was found that several of 

the participants brought up negative reviews and recommendations as a decisive factor. 

An example of this is when F4 said that if her parents does not like an author, she 

automatically rules that same author out. Another example that illustrates that a negative 

review and/or recommendation is more influential than a positive one is quoted by F1. 

This is also agreed upon by F2 and F3.  

 

“I think negative reviews weigh heavier than positive reviews.”24 F1  

 

 5.2.1 eWOM 

In the frame of references eWOM is describes as a development of the traditional 

WOM, that is a marketing communication tool (Christodoulides et al, 2012).  eWOM is 

when a former or potential consumer make a positive or negative statement about a 

company and/or their product or service using digital communication tools 

(Balakrishnan, Dahnil & Yi, 2014; Lee, Park & Han, 2008). It is further seen as a part 

of online consumer reviews, which influence consumers’ attitudes and values about a 

certain product (Brynjolfsson, 2003). This is strengthened by the empirical findings. In 

the focus group the participants brought up the concept, but the participants used the 

term buzz. Buzz is according to the participants when comments, attitudes and 

viewpoints from different individuals is shared on social media. One of the participant 

give the example when a book is made into a movie. He explains it as when a book is 

transformed into a movie that is an indication that the book is good since many people 

must have appreciated the book for it to be a movie.   

 

                                                 
24 “Jag tycker negativa kommentarer väger tyngre än positiva kommentarer.” 
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“I read the Harry Potter books after I had seen the movie. A movie is a one way to 

influence people that generally do not read.”25 M3  

 

Several participants also state that a book with a lot of buzz creates an interest, but also 

a feeling of credibility and trustworthiness that influence them to select that 

book.  Furthermore, the importance of eWOM can be connected with the statement 

some of the participants made regarding what they call a “safe choice” when selecting a 

book. A safe choice is according to the participants when selecting a book, they know is 

good. This can either be because they know who the author is, because they have 

received a recommendation about it or because it has been a great buzz around it on 

social media. However, negative buzz has the same role as a negative review, as it 

seems to play a decisive role in the participant’s choice.  

 

5.3  Gender Differences 
While analyzing the questionnaire alongside the focus group data, the thesis writers 

discovered a difference among the genders. The differences were found in two different 

aspects; the influential factors and the book genre preference. The analysis indicates that 

men tend be influenced by ratings to a greater extent than women. Men, in a higher 

degree than women, mentioned the book’s rating when motivating their selection and 

non-selection of books. As stated above, there is a general consensus amongst 

researchers about common traits within the generation Y segment (Young & Hinesly, 

2012). However, in this frame of reference, gender differences were not researched 

when collecting data on generation Y, thus making it difficult to firmly establish this in 

literature. On the other hand, being influenced by ratings and consumer generated 

content is very generation Y like, as they perceive that information as more credible 

than seller generated content (Lee, Park & Han, 2008).  

 

The second difference refers to a suggested difference in book genre preference. When 

given the choice between 30 books during exercise two, almost all male participants 

chose an autobiography and/or biography, and the same could not be said for the female 

                                                 
25 “Jag läste Harry Potter böckerna efter att ha sett filmen. En film är ett sätt att påverka 
människor som generellt inte läser.” 
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participants. It seemed that celebrities that are famous because of successful careers 

such as Zlatan, Steve Jobs, and Petter Stordalen had specific weight in this group's 

decision making process.  On the other hand, most female reasoned around the 

importance of the author’s brand, how well-known an author was and the general 

reputation around the author. A majority of the females described a similar scenario, 

namely where an author they like release a new book and they choose it without much 

hesitation, solely based on the author’s positive reputation.  

 

However, it is worth taking into consideration that the data indicating gender 

differences was collected in male dominated focus groups. Hence, the male dominated 

focus groups distinguished themselves more than the female dominated groups. 

According to Hoffer (1968), when people are free to do as they please, they tend to 

imitate each other, which could have affected the outcome of the participant’s answers. 

 

5.4  AISAS Model 
The AISAS model is a development of the AIDMA model, made to take web 2.0 and 

consumers’ new behavior as a result of web 2.0, into consideration. The main difference 

is the last step, share, in the new model where consumers can communicate their 

thoughts and experiences regarding a product and/or experience. Figure 5 and 6 are 

reviewed versions of the tentative model created after the frame of reference with the 

empirical data taken into consideration. After studying the empirical data, it became 

clear that instead of having one model aiming to explain the decision-making process 

both when the author is famous and when recommendations/reviews are present it 

would be clearer to have two different models. 
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 5.4.1 Swedish Generation Y’s decision making process when exposed to a 
 literary or personality brand 

 

Figure 5: Swedish Generation Y’s decision making process when exposed to a literary 

or personality brand 

 

Figure 5 shows the decision-making process for when a book from a literary/personality 

brand is selected. The empirical data shows that the participants agreed that a well-

known author catches more attention which then creates an interest compared to a less- 

known author. Moreover, it was claimed that when participants receive attention/interest 

for a literary/personality brand they would in many cases take an action without 

searching for additional information. This confirms the finding that Hibić and Poturak 

(2016) made regarding that a brand can simplify the decision-making process. 

Moreover, as discussed above the empirical findings suggest that the author’s brand has 

two different sub-categories; personality brand and literary brand, these brands function 

much like a human brand when it comes to creating brand loyalty (Ambroise et al., 

2015). Hence, if a consumer is satisfied with the purchase they are likely to develop a 

sense of brand loyalty towards to the literary/personality brand which might result in a 
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direct action the next time an action is taken. When an action has been made, this can 

also generate shares, creating user generated content. 

 

5.4.2 Swedish Generation Y’s decision making process when exposed to 

recommendations/reviews 

 

 

Figure 6: Swedish Generation Y’s decision making process when exposed to 

recommendations/reviews 

 

Figure 6 shows the decision-making process for when a customer has received a 

recommendation/review of a book. The empirical findings suggest that it is common 

that the attention stage is not as apparent when a recommendation/review is received as 

it is when the recommendation/review itself generates interest. Hence, the 

recommendation/review is the attention phase. After an interest is developed, a search 

process starts. This is where the consumer could look for user generated content which 

pushes an action which can lead to a share, resulting in more user generated content. 
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6.    Conclusion 
_____________________________________________________________________________ 

The following section presents the answers to the research questions. The findings are 

also concluded. 

______________________________________________________________________ 

 

The purpose of this thesis is to explore the influence of (1) an author’s brand and (2) 

recommendations and reviews for generation Y, in Sweden, when selecting a book. 

Empirical data was collected, allowing the thesis researchers to deepen the knowledge 

of the chosen topic and by comprehending the underlying reasoning with help from 

existing literature. The researchers suggest that when it comes to 

recommendations/reviews it impacts different parts of the decision-making process 

depending on if it is user generated content or an interpersonal and/or professional 

recommendations/reviews. Figure 6, shows that an interpersonal recommendation or 

professional review is suggested to generate an interest whilst user generated content 

usually affects the consumer later in the search process. As shown in figure 5, an 

author’s brand influences the consumer early on in the process and generates attention 

due to recognition. If brand loyalty is developed, this can lead directly to an action in a 

new selection process.  

 

This paper identifies that the author’s brand is of highly influential to generation Y in 

Sweden when selecting a book. Moreover, it was identified that the author’s brand 

contains two different subcategories of brands; literary brands and personality brands. 

As presented in chapter 5, a literary brand is an author famous for literary achievements 

and generates a high trust in quality for generation Y in Sweden. A personality brand, 

on the other hand, is a celebrity famous for other achievements than literary ones that 

writes a book. Such brands usually have most trust if the literary work is a 

(auto)biography.  The most reasonable interpretation was that when selecting a book as 

a result of the author’s brand, there were some gender differences. Males tended to 

select books from personality brands more often than females, especially if it was a 

(auto)biography created by a, business wise, high performance author. 
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The findings imply that when a consumer is exposed to recommendations/reviews, the 

source of information determines the trustworthiness of the recommendation/review. If 

the consumer has a close personal relationship with the source, it is more likely that the 

recommendation/review will lead to an action. However, it was also suggested that not 

only the closeness of the relationship had an impact on the effectiveness of the 

recommendation review, but also if the person recommending is trustworthy for the 

consumer. Moreover, due to the importance of trust in the recommender, user generated 

content will not have the same effect as an interpersonal or professional review as the 

author of the content is unknown to the reader.   
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7.    Discussion 
_____________________________________________________________________________ 

The following section concludes the research paper by discussing the implications, 

limitations and suggestions for further research. 

______________________________________________________________________ 

 

7.1   Implications 
It is of importance to highlight that the book industry has not been thoroughly 

investigated in an academic setting previously. Thus, this research paper is, at times, 

among the first in this field to investigate the chosen questions. The research purpose 

was developed to serve both a theoretical and a practical purpose. 

 

 7.1.1 Theoretical Implications 

This thesis, in combination with existing literature, reviews the AISAS-model and takes 

a specific target market and industry in consideration. Furthermore, it is evaluated how 

the decision-making process is affected if the consumer is exposed to an author’s brand 

or when the consumer has received a recommendation/review.  This thesis confirms that 

the share step in the model is a necessary addition, although the empirical material 

collected in this thesis suggests that more circumstantial dimensions need to be added to 

provide an accurate picture of the decision-making process.  

 

Based on the empirical findings of this research paper, the authors also suggest that the 

author’s brand is an influential human brand within the book industry. Furthermore, the 

author’s brand is suggested to have two subcategories; personality brand and literary 

brand. This research also reveals that these two types of brands affects different 

segments of generation Y in Sweden in different ways. An example of this is the gender 

differences mentioned previously in this research paper.  

 

 7.1.2 Practical Implications 

This thesis was created on the foundation that the results should not be limited to 

theoretical implications but to create a better understanding for practitioners within the 
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book industry, as well as, with an aim to making a contribution to the academic sphere. 

The findings of this thesis provide an insight as to how an author’s brand and 

recommendations/reviews influence the decision-making process when generation Y in 

Sweden, selects a book. These new insights will give publishing houses a better 

knowledge in how to communicate with this demographic segment, making the findings 

from this paper applicable for anyone in the publishing industry. For example, 

publishing houses who publish books from personality brands, would need knowledge 

about the attitudes that generation Y has towards personality brands. For example, this 

could entail creating marketing communication that is efficient from both financial and 

timely perspective. Moreover, it is important for practitioners to understand that 

personality brand and literary brands are two different types of brands and should be 

managed differently.  A practical implication of this understanding, would be to adapt 

the marketing strategy in regards to what type of human brand the author has.   

 

7.2  Limitations 
This paper has been written with several limitations that were set in the early phases of 

the writing process. The limited amount of time was a constraint, as this was a paper 

written during a controlled time period. All research, interpretation and writing has been 

conducted during five months. With an extended timeframe, the researchers could have, 

for example, ensured a sample group not solely made up by students. The time 

limitation is the main reason why the empirical data was collected through focus groups 

that were conducted within the Jönköping region. A limitation with the focus group case 

study is the risk of skewed results. As the participants are questioned and responding in 

an open discussion, there is a risk of a strongly opinionated participant to influence 

thoughts and responses of other participants. The moderator tried to curb this behavior 

alongside trying to encourage quiet participants to speak their mind more frequently, but 

it is still an important limitation to take note of. Furthermore, the research findings 

would have been more generalizable if the sample size would have been larger. The 

focus groups were conducted until some sort of pattern could be detected, but, the 

relatively small sample size was mainly due to time and resource constraints, making it 

possible to re-do the study in another setting.  
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When starting this research study, the authors were unaware of the fact that they would 

uncover differences in attitudes and behaviors towards the book author's, dependent on 

the reason why they were famous. Having known this, the questionnaire and focus 

group questions could have been formulated differently. However, it would enable the 

authors to thoroughly analyze the empirical data and make new findings, and possibly 

contribute to the book industry. 

 

Having selected the book industry as the environment for this study presented some 

unexpected challenges. First off, not many academic, peer-reviewed articles could be 

found linking the book industry to the research purpose, nor to the book industry in 

general. As this research paper has investigated one industry in isolation, it is not certain 

that it can be applied to another industry. Regardless, however, of these limitations, the 

findings still contribute with new insights to the research.  

 

Furthermore, the concept of writing a research paper was a new experience for the 

researchers, which, at times, created a feeling of uncertainty and confusion. The 

learning process of the research paper entailed some time and energy being spent on 

understanding all the different parts of the paper. However, this process has developed 

the researchers’ academic mindset immensely.  

 

7.3  Suggestions for Further Research 
Due to the contributions, learnings and limitations of this thesis, the researchers have 

several suggestions for further research. To start with, the empirical findings provide 

evidence that indicated that when selecting a book, male participants considered 

recommendations and reviews as highly influential, while the female participants 

believed that the author’s brand was more influential. This gender difference was 

something that the researchers did not expect due to the lack of discussion of this 

phenomena in previous literature, and did therefore, not investigate this sufficiently. 

The researchers therefore suggest future researcher to investigate this topic with a 

greater gender focus and a larger sample size. This could be done by using a 

quantitative study to reach a larger sample and therefore create an improved 

understanding of the differences. For this thesis, the participants born in between 1980-
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1994 were investigated using a qualitative study. By further researching both a larger 

sample of this demographic group as well as other aspects such as education and 

geographical areas it would be possible to further explore the influence of (1) an 

author’s brand and (2) recommendations and reviews for generation Y, in Sweden, 

when selecting a book. These two aspects were based on previous literature that 

identified them as highly important in generation Y’s decision making process. 

However, there are other factors such as book covers, price and the subject that could 

influence the consumer in the decision-making process that the researchers suggest 

should be beneficial to further research.  

 

The models that were created are based on the empirical findings and previous 

literature. Thus, they are focused on the book industry and generation Y in Sweden. Due 

to this, the researchers’ last suggestion is that the model could be further developed and 

researched to be applicable to new demographic segments and industries.  
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Appendix 1: Questionnaire 

Questionnaires for focus group 
To be able to use the information from the focus group in the best way, we need some 
background information. Please tick the option that best matches your own opinion. 

Feel free to add an alternative answer. 
___________________________________________________________________ 

 
Name_______________________________ 
    
Date_______________________________ 

 
Gender? By gender, we mean you gender identity, thus the gender you feel like. 
Woman_____ 
Man_____ 
Other/both woman and man_____ 
 
When are you born? 
Before 1994_____ 
1994 - 1980_____ 
Before 1980_____ 
 
How many books do you read per year? 
None_____ 
1 - 5_____ 
6 -  11_____ 
More than 11_____ 
 
Who influences your decision when selecting books? You can choose more than one 
option. 
Friends/Family_____ 
Celebrities_____ 
Reviewers (i.e. Experts that have reviewed books in DN and SVD etc.) _____ 
Customer reviews both online and offline_____ 
Other 
 
How much do customer reviews, stars or other rating systems influence you when 
choosing books? 
Not at all_____ 
A little_____ 
Quite a lot_____ 
A lot_____ 
 
How much is you book selection affected by a well-known author? 
Not at all_____ 
A little_____ 
Quite a lot_____ 
A lot_____ 
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How much greater is the likelihood that you will choose a book if it has good customer 
reviews? 
Not at all_____ 
A little_____ 
Quite a lot_____ 
A lot_____ 
 
How much greater is the likelihood that you choose a book because the author is known 
for you? 
Not at all_____ 
A little_____ 
Quite a lot_____ 
A lot_____ 
 
This focus group will be audio recorded to best enable the use of the data for research. 
I__________________________________ 
       
authorize this ________________________________ 
                               Signature 
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Appendix 2: Swedish Questionnaire 

Frågeformulär för fokusgrupp 
För att vi ska kunna använda informationen från fokusgruppen på bästa sätt, så 

behöver vi lite bakgrundsinformation. Vänligen kryssa för det alternativ som stämmer 
bäst överens med er själva. 

______________________________________________________________________ 
 

Namn_______________________________ 
    
Datum_______________________________ 

Vilket kön har du? Med kön menar vi könsidentitet, alltså det kön du känner dig som. 
Kvinna_____ 
Man_____ 
Annat/både man och kvinna_____ 
 
När är du född? 
Innan 1994_____ 
1994 - 1980_____ 
Innan 1980_____ 
 
Hur många böcker läser du per år? 
Ingen_____ 
1 - 5_____ 
6 -  11_____ 
Fler än 11_____ 
 
Vem påverkar ditt köpbeslut när du köper böcker? Du kan välja mer än ett alternativ. 
Vänner/Familj_____ 
Kändisar_____ 
Recensenter (t.ex. experter som recenserar i DN och SVD etc.)_____ 
Andra kunder som recenserat både online och offline_____ 
 
Hur mycket påverkar kundrecensioner, stjärnor eller andra ratingsystem dig när du 
köper böcker? 
Inte alls_____ 
Lite_____ 
Ganska mycket_____ 
Mycket_____ 
 
Hur pass mycket större är sannolikheten att du köper en bok för att författaren är för dig 
känd? 
Inte alls_____ 
Lite_____ 
Ganska mycket_____ 
Mycket_____ 
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Hur mycket påverkas ditt köpbeslut av att det är en välkänd författare som har skrivit 
boken? 
Inte alls_____ 
Lite_____ 
Ganska mycket_____ 
Mycket_____ 
 
Hur pass mycket större är sannolikheten att du köper en bok om den har fått bra 
kundrecensioner? 
Inte alls_____ 
Lite_____ 
Ganska mycket_____ 
Mycket_____ 
 
Hur pass mycket större är sannolikheten att du köper en bok för att författaren är för dig 
känd? 
Inte alls_____ 
Lite_____ 
Ganska mycket_____ 
Mycket_____ 
 
I denna fokusgrupp kommer ljudet att spelas in för att på bästa sätt kunna använda datan 
i forskningssyfte. 
Jag__________________________________ 
         
godkänner detta________________________________ 
                     Signatur 
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Appendix 3: Focus Group Guidelines 

Schedule and guidelines for the focus group 
Section 1 - Questioner 

• Remind the participants that there are no right or wrong answers. 
• Inform the discussions will be recorded but they will all remain anonymous. 

Explain what is meant with the terms “books”; paperback books, e-books and 
audio books. 

• Ask the participants to fill out the questioner and permit audio recording. 
 
Section 2 - General discussion 

• Ask the group to think back on the last time they chose a book, using examples 
such as when going on vacation, reading a book to fall asleep or reading a book 
to learn something such as a biography. 
Questions in this section 

• What made you choose this book? 
• Who/what influenced you to choose this book? 

 
Section 3 - An author’s brand 

• Explain to the group that these are ten book covers and that the participants are 
requested to choose two books they would like read and one they would not like 
to read, and then discuss their answers with the group. Remind the group that 
there are no right or wrong answers. 
Questions in this section 

• What made you choose/not choose these books? 
• Are you affected by the fact that you know who the author is?  
• Do you think that it creates more trustworthiness for the book if you recognize 

the author? Why? 
• Would an author’s human brand affect your decision either positively or 

negatively? 
• How does an author's human brand impact your choice of book? Why? 
• What role does an author's brand have when you decide which book to choose? 

 
Section 4 - Online user generated content 

• Hand out the paper with the 30 book covers with ratings. Ask the participants to 
put a circle around three books that they would like to consume, and cross over 
three books that not would like to consume. Inform the group that when finished 
it will be a group discussion.  
Questions in this section 

• What made you choose/not choose the books you did? 
• What/Who influenced you to take this decision? 
• How does it affect you if a book has high ratings and many recommendations? 
• How does it affect you if the book has low ratings and few recommendations? 
• Does it affect you if the you know the person who made the recommendation? 
• What role does user generated content such as; reviews, recommendations and 

rating both online and offline have when you decide which book to choose? 
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Additional questions 
• Do you have something that you want to add to any of the questions? 
• Do you feel that you got the chance to say what is on your mind? 
• Do you want to add anything that you believe would be important for our study? 

Thank the participants for their time, thoughts and ideas. 
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Appendix 4: Swedish Guidelines 

Schema och riktlinjer för fokusgrupper 
Sektion ett - Frågeformulär 

• Påminn deltagarna om att det inte finns några rätt eller fel svar. 
• Informera deltagarna om diskussionerna kommer att spelas in, men de kommer 

att vara anonyma. Be deltagarna signera sina formulär för att godkänna 
ljudinspelning. Förklara att med termen böcker menar författarna: fysiska 
böcker, e-böcker och ljudböcker. 

• Be deltagarna fylla i sina frågeformulär. 
 
Sektion två - Generell diskussion 

• Be gruppen att tänka tillbaka på den senaste gången de valde en bok.  Använd 
olika exempel och scenarion för att hjälpa deltagarna t.ex. när dom skulle på 
semester, läste en bok innan de skulle sova eller läste en bok som en biografi för 
att lära sig något.  
Frågor för det här avsnittet 

• Vad gjorde att du valde den boken?  
• Vem/vad influerade dig att välja denna boken?  

 
Sektion tre - En författarens varumärke 

• Förklara för gruppen att framför dem ligger tio bokomslag och deltagarna 
tillfrågades att välja två böcker de skulle vilja läsa och en bok det inte skulle 
vilja läsa.  Sedan ombads deltagarna att dela med sig av sina svar och tankar till 
resten av gruppen. Påminn gruppen om att det inte finns några svar som är rätt 
eller fel.  
Frågor för det här avsnittet 

• Vad gjorde att du valde/inte valde denna boken?  
• Påverkar det dig att du vet vem författaren är?  
• Känns det som att boken har högre trovärdighet om du känner igen författaren? 

Varför? 
• Skulle en författares personliga varumärke påverka ditt beslut positivt eller 

negativt? Varför? 
• Hur påverkar en författares personliga varumärke ditt val av bok? 
• Vilken roll har en författares personliga varumärke när du väljer bok? 

 
Sektion 4 - Material skapat av användare (user generated content) 

• Dela ut papperet som har de 30 omslagen med ratings. Be deltagarna att ringa in 
tre böcker de skulle vilja läsa och kryssa över tre böcker de inte skulle vilja läsa. 
Informera gruppen om att det blir en gruppdiskussion när de är färdiga med det, 
Frågor för det här avsnittet 

• Vad fick dig att välja/inte välja de böcker som du valde/valde bort? 
• Vad/Vem påverkade dig att fatta det beslutet?  
• Hur påverkade det dig att en bok har höga ratings och många 

rekommendationer? 
• Hur påverkar det dig att en bok har låga ratings och få rekommendationer? 
• Hur påverkar det dig om du känner personen som gjorde rekommendationen? 
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• Vilken roll har material skapat av användare, såsom: recensioner, 
rekommendationer och ratings både online och offline när du bestämde dig för 
vilken bok du skulle välja? 

 
Övriga frågor 

• Har du något som du vill lägga till för någon av frågorna? 
• Känner du att du har fått chansen att säga vad du tycker? 
• Vill du lägga till något som du känner skulle vara av värde för uppsatsen? 

 
Vi tackar deltagarna för deras tid, funderingar och idéer. 
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Appendix 5: Average Ratings of Books 
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Appendix 6: Questionnaire Results 
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Appendix 7: Testimony of Credibility  
Jag ______________________________________________________ 

intygar att den empiriska data som har samlats från min fokus grupp under 

perioden 290317 och 060417 är sanningsenligt sammanställd.  

 

 

Jag ______________________________________________________ 

intygar att den empiriska data som har samlats från min fokus grupp under 

perioden 290317 och 060417 är sanningsenligt sammanställd.  

 

Jag ______________________________________________________ 

intygar att den empiriska data som har samlats från min fokus grupp under 

perioden 290 317 och 060417 är sanningsenligt sammanställd.  

 

Jag ______________________________________________________ 

intygar att den empiriska data som har samlats från min fokus grupp under 

perioden 290317 och 060417 är sanningsenligt sammanställd.  

 

Jag ______________________________________________________ 

intygar att den empiriska data som har samlats från min fokus grupp under 

perioden 290317 och 060417 är sanningsenligt sammanställd.  

 
I ______________________________________________________ 

hereby certify that the empirical data that was collected during my focus 

group during the period 290317 and 060417 is truthfully compiled.  
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Appendix 8: Testimony of Book Selection 
 

Jag ___________________________________ medarbetare på 

Akademibokhandeln, bekräftar här med att fem utav dessa författare har ett 

starkare varumärke och fem utav dem har ett svagare varumärke enligt 

generationssegmentet av individer födda mellan 1980–1994.  

 
I ___________________________________ staff member at 

Akademibokhandeln, confirm that five of these authors have a stronger 

brand and five of them have a weaker brand, according to the generational 

segment Y that consists of individuals born between 1980-1994.  
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