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Abstract 

Background: The Internet has created new efficient channels of doing business. For this 

nontraditional market, a business strategy that is both effective and efficient 

needs to be employed. The Long Tail business strategy was developed by 

Chris Anderson in 2006. It is possible that the Long Tail strategy not only 

can increase revenue by offering more “niche” products, but also can en-

hance customers’ loyalty toward the company. However, in order to achieve 

the latter, companies need to communicate with customers in more effec-

tive and more efficient ways. Therefore, communication is inevitably the 

fundamental element for companies’ efforts to build customer relationships. 

The Long-Tail, suggested by Anderson and Sugaya, to be an effective strat-

egy for enhancing customer loyalty. But can it fit in the case of Swedish 

Apple Premium Resellers?   

Purpose: The purpose of this thesis is to test if the Long-Tail strategy can enhance e-

loyalty by adding value to online marketing communications in the case of 

Apple Premium Resellers’ customers in Sweden.  

Method:         The data collection was mainly through questionnaires -- a quantitative ap-

proach. The target group was Apple Premium Resellers’ customers in Swe-

den. The questionnaire was distributed in Stockholm and Jönköping. Vari-

ous statistical techniques as well as theories and models were used for data 

analysis. 

 

Conclusion:   It can be concluded that the Long Tail strategy can add value to the online 

marketing communications, and improved online marketing communica-

tions can enhance customer loyalty in e-commerce. Therefore, the Long-

Tail strategy can enhance e-loyalty by adding value to online marketing 

communications in the case of Swedish Apple Premium Resellers. 
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1 Introduction 

The issues and topics discussed in the thesis were presented as to ease the reader into the subject. Some ter-

minology and general knowledge within the frame of study is presented. 

1.1  Background 

1.1.1 E-commerce and the Long Tail 

The revolution of the Internet has been considered to be the biggest change in business 

world since barter was once replaced by currency (Reichheld, Markey & Hopton, 2000). 

The Internet has created new efficient channels of doing business, which in turn ultimately 

increase profit (Botha, Botha & Geldenhuys, 2007). The use of the Internet as a commer-

cial medium has been discussed earlier by Potter (1994), whom argues that web-based 

commercial efforts in fact are more efficient or even more effective than the traditional 

channels. 

In the past century, regardless of selling products or providing services, most companies 

focused on capturing the mass market by introducing blockbuster hits. However, as today’s 

technology, especially the Internet, develops faster than ever before, various markets target-

ing smaller segments have been proved to be profitable (Brynjolfsson, Hu & Smith, 2006). 

In other words, commerce in cyberspace has seen a transaction from the traditional prod-

uct-driven, marketer-controlled market towards a distribution-driven, consumer-controlled 

and technology-facilitated market (Schultz, 2000).  

Despite the change in today’s commerce, the fundamental economic principals are still the 

same. More than 200 years ago, Adam Smith stated that “the division of labor is limited by 

the scope the market” due to fixed costs. What the technology has changed is the size of 

potential market and the applicable fixed costs of production and distribution (Brynjolsson 

et al, 2006). For this nontraditional market, a business strategy that is both effective and ef-

ficient needs to be employed. Thus, the Long Tail business strategy was developed by Chris 

Anderson in 2006.   

The term Long Tail originally refers to the statistical property indicating that the tail of a 

probability distribution makes a larger share of population than observed under a normal 

distribution (Levine, Stephan, Timothy & Berenson, 2002). During recent years, however, 

the term has often been used to describe a distinctive online selling strategy.  
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Brynjolfsson, Hu & Simester (2007) point out that in certain markets only a few top-selling 

products have always been considered as cash cows. As a classic example, Greco (1997) 

claims that book sales are mostly based on those offered from the best-selling authors or 

such types of sales as music or movie rentals are more likely dependent on top charts as 

well as latest releases. This trend of “sales concentration” has traditionally been explained 

by the Pareto Principle, commonly known as the 80/20 Rule, which states that a larger por-

tion (often 80 percent) of total sales revenues are generated by a smaller portion (often 20 

percent) of total products in a market (Macgregor, 1936).  

 

Chris Anderson (2004), however, argues that the old phenomenon has been changed sig-

nificantly as the e-commerce is gaining more and more popularity. 

Hence, after publishing the book The Long Tail: Why the Future of Business is Selling Less of 

More, Anderson (2006) suggests that a larger number of unique products with relatively 

small quantities sold of each would have gained significant profits as much as the “hit 

products” could have made, in some cases the “niches” can contribute to the major profit. 

Anderson (2006) highlighted Amazon.com, Netflix, and iTunes as foremost examples of 

successful businesses applying this strategy. 

 

 

Figure 1 – Long Tail curve (Elberse, 2008; p.10)   

 

Along with more and more online based companies keep impressing the world by using 

this strategy, more studies have begun to discuss the different aspects of this relatively new 

concept. One of the exciting topics, among others, is how the Long Tail strategy can influ-

ence customer relationship management (CRM). According to Anderson (2006) and Sugaya 

(2006), it is possible that the Long Tail strategy not only can increase revenue by offering 

more “niche” products, but also can enhance customers’ loyalty toward the company. 
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However, in order to achieve the latter, companies need to communicate with customers in 

more effective and more efficient ways (Sugaya, 2006).  

1.1.2  Marketing communications  

Customer relationships are the only thing that cannot be beaten by competitors (Hochman, 

2010). It is a set of processes, usually linked to a customer database, mediated through 

marketing communications (Smith & Zook, 2011).  

Marketing communications (MC), in simple English, are all instruments that a company us-

es for communicating with its target segments as well as stakeholders to promote its prod-

ucts or the whole company. Marketing communications are the “promotion” part of the 

“Marketing Mix” – product, price, place and promotion, and are also considered to be the 

most important element (Pelsmacker, Geuens & Van den Bergh, 2007).  

Although marketing communications typically involve specific promotion tools, it in fact 

goes beyond them by including the product’s design and color, its price and packaging, and 

even stores where the product is available.  Therefore, communication, regardless of 

whether it is through online or offline channels, is inevitably the fundamental element for 

companies’ efforts to build customer relationships (Kotler & Armstrong, 2012).  

1.1.3  Customer loyalty  

In the 1990s, businesses learned that the key to long-term profitability is the customer loy-

alty, both in business-to-consumer and in business-to-business commerce (Reichheld et al, 

2000). According to Bain & Company, the biggest returns of companies are generated by 

the late periods of customer relationship (Reichheld & Sasser, 1990). Loyalty leads to high-

er retention (Yeo & Chiam, 2005). A study showed that, depending on the industries, in-

creasing customer retention by just 5% could result in up to 95% of increase in revenue 

and profit in the long-term (Reichheld & Schefter, 2000).    

The key difference between traditional customer loyalty and e-commerce customer loyalty 

(or e-loyalty) is the extent of interaction that a customer can have with the merchant 

(Ranganathan & Ganapathy, 2002). In the world of e-commerce, despite the certain chang-

es in doing business, executives are discovering that the same “Golden Rule” holds on the 

Internet; that successful business strategies are based on the pursuit of loyal customers 

(Reichheld et al, 2000).  
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1.1.4  Case study of Apple Premium Resellers in Sweden 

Apple Inc. is an American multinational corporation that designs and sells computer hard-

ware, computer software, consumer electronics and digital distribution products. As of to-

day, the firm is the largest publicly traded company in world by market capitalization and 

the largest technology company in world by revenue and profit (CNN, 2012). Additionally, 

Apple has been named as the world’s most admired company since 2008 (Fortune, 2012). 

Currently, there are over 350 official Apple Stores in ten countries (Apple Inc, 2012). For 

the rest of world, including Sweden, the company runs its operations through Apple Pre-

mium Resellers.  

An Apple Premium Reseller is an officially authorized retailer that provides a wide range of 

Apple-related products and services. In the case of Sweden, there are seven Apple Premi-

um Resellers with about 30 stores located all around the country. Among those resellers, 

four companies have opened their own online stores and the rest is still focusing on offline 

selling.  

The case of Swedish Apple Premium Resellers is an ideal choice for the study as the com-

panies have a foremost position in the market of selling Apple brand products, meaning 

that as the technology advances at the speed of light, the brand is continuously expected to 

be challenged by “latecomers” as well as existing competitors. Additionally, the future gen-

eration of Apple brand users is predicted to be young and technology-oriented customers, 

whose lifestyle can highly be influenced by high-tech devices (Apple Inc, 2012). In addi-

tion, more and more Premium Resellers are anticipated to open their businesses in Sweden; 

yet, some of the existing Premium Resellers have no commercial activities on the Internet, 

which may put them in disadvantageous market position in the future.  

With Apple’s strong brand image, Apple Premium Resellers in Sweden can pay more atten-

tion to attaining their existing customers than getting new customers. In other words, Swe-

dish Apple Premium Resellers should be able to enhance their customers’ loyalty and thus, 

catch the loyalty “tail” of their customers easily. Therefore, from this research paper, Apple 

Premium Resellers in Sweden may find practical implications, which can be useful for their 

future business strategy.  

1.2  Problem discussion 

The ever increasing competition in the business world has forced companies to find more 

creative and innovative ways to communicate with the current and prospective customers, 
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as building and maintaining long-term relationship with customers became a cornerstone 

for today’s businesses (Anderson & Narus, 1998). Hence, regardless of industries, compa-

nies need to earn the loyalty of their customers for long-term profitability. Especially, in the 

case of Swedish Apple Premium Resellers, as the companies cooperate with a strong brand 

image and also operate in a highly competitive IT-enabled industry, authors do believe that 

having a durable base of loyal customers is extremely crucial and beneficial for their future 

operations.  

The Long-Tail, suggested by Anderson (2006) and Sugaya (2006), to be an effective strate-

gy for enhancing customer loyalty. But can it fit in the case of Swedish Apple Premium Re-

sellers? Traditionally, the Long-Tail strategy has been applied only in the case of products 

and services, yet, it has rarely been applied in the field of customer loyalty. Therefore, au-

thors consider that conduction of this research can be relatively new to the area of custom-

er loyalty and thus, might be useful for certain companies in the future. 

Enhancing the customer loyalty through the application of Long-Tail strategy can be 

achieved by proper use of marketing communications. In order words, Sugaya (2006) sug-

gests that in effort to build a strong customer loyalty, companies need to communicate 

with their customers in more effective and efficient ways, so that marketing communica-

tions function as a connecting bridge between the Long-Tail and customer loyalty. Yet 

again, in the case of Apple Premium Resellers in Sweden, there is a certain need of im-

provements in marketing communications.  

In this thesis, due to today’s absolute necessity for the use of Internet, authors’ main inten-

tion is in customer loyalty in e-commerce (or e-loyalty). Therefore, the further research is 

conducted only in terms of online marketing communications, excluding offline marketing 

communications.  

1.3  Purpose 

The purpose of this thesis is to test if the Long-Tail strategy can enhance e-loyalty by add-

ing value to online marketing communications in the case of Apple Premium Resellers’ 

customers in Sweden.  

1.4  Research questions 

This thesis attempts to fulfill the purpose through the following research questions: 
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 Research question 1: Can the Long-Tail strategy add value to the online marketing commu-

nications between Apple Premium Resellers and their customers in Sweden? 

 

 Research question 2: Can improved online marketing communications enhance the e-loyalty 

of Apple Premium Resellers’ customers in Sweden? 

 
For further clarification matters, authors illustrated the purpose of this thesis in a visual 
graph below.  

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2 – Thesis purpose  (Authors’ elaboration) 

1.5  Delimitation and disposition 

For this research paper, the keys concepts – the Long-Tail strategy, online marketing 

communication and e-loyalty – stand in a business-to-consumer (B2C) context.  

This study is limited geographically, as data was obtained only in Stockholm and Jönköping 

areas due to time constraints.  

The remainder of the thesis is organized as follows:  

Section 2 reviews relative studies from earlier years and sketches theoretical framework. 

Section 3 discusses methodology and outlines the research methods, whereas Section 4 

presents empirical findings from the collected data, followed by analysis in Section 5. Last-

ly, conclusion, along with authors’ suggestions on further research, is given in section 6. 

Long-Tail strategy 

Online marketing communications 

E-loyalty 
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2 Theoretical framework 

The aim of this section is to present the readers the contemporary theories as well as previous studies on the 

subject matter. Thus, allows the readers to gain deeper knowledge of the study and what the research is fo-

cusing on. 

2.1  The Long Tail strategy 

The term “Long Tail” has earned popularity in the business world after Chris Anderson, 

editor-in-chief of Wired Magazine, published an article in October 2004. Since then, as 

more studies have begun on the effects of Long Tail, two main researchers have been dis-

tinguished, namely: Chris Anderson and Yoshihiro Sugaya.  

2.1.1  Chris Anderson: Rule of the Long Tail 

Chris Anderson (2006) summarized the secrets of creating a thriving Long Tail business as 

two imperatives in his book. That is to say, firstly, make everything available for customers 

and secondly, help customers to find what they want. The first imperative is a simplified 

expression of his core thinking, suggesting that companies should provide a large number 

of unique products or services with a small quantity sold of each and those niches can even 

contribute to the major profit. The second imperative concerns more about the communica-

tion process between the companies and their customers. In addition, Anderson (2006) has 

outlined nine rules about “how to create a consumer paradise”. Out of those nine rules, au-

thors have selected three rules that are most suitable and helpful for this research paper. 

Each relative rule is presented below. 

Let customers do the work 

The terms such as “peer-production” and “self-service” are used here to describe an im-

portant role that customers have played in many business activities. With the assistance of 

today’s technology, customers are enabled to make comments and reviews about any prod-

ucts or services to general public easily. This phenomenon, referred as “crowdsourcing”, 

helps companies to market themselves and collect information at barely any cost. 

Crowdsourcing is turned out to be not only more economical but also more effective as 

these customers act as free communicators between the companies and their future cus-

tomers. For instance, user-submitted reviews are often well-informed and trusted by other 

users, meaning that customers know best about their needs and have unlimited time and 

energy to affect their peers (Anderson, 2006). 
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Share Information 

This rule advises companies be aware of the importance of sharing valuable information 

with their customers. For example, almost every company knows what its best-selling 

product is, but not all companies share such information with their customers. Meaningful 

and detailed information about products and services should be shared and help customers’ 

purchasing decisions, but not to confuse them further. One good way is to transform such 

information into recommendations and give clear explanations about why a certain set of 

recommendations is sent to show the transparency and the confidence of the recommenda-

tion system. After a successful implantation, customers will eventually build trust to the 

recommendations and thus, the company (Anderson, 2006).  

Trust the market to do your job 

Online markets are information-rich. Customers can take advantage of the Internet to 

compare products or services and spread the word about those. Therefore, companies 

should measure such information spread by their customers and then choose what to sell 

based on the results of measurement, not based on previous predictions (Anderson, 2006).  

2.1.2  Yoshihiro Sugaya: The Long Tail of customers 

Yoshihiro Sugaya (2006) is a Japanese researcher, who also found the effects of Long Tail 

fascinating and started his research quite early in this study field. In contrast to Chris An-

derson’s perspective, which suggests companies to prioritize “the Long Tail of products” 

on the first place, Sugaya (2006) believes that catching “the Long Tail of customers” is 

more practical for most enterprises. He claims that in reality most companies produce and 

sell non-digitalized products, therefore, it is impractical to have as many niche products as 

possible. In other words, high costs of new product/service development, limited space in 

the stores and large burden of physical inventory would destroy many businesses. To 

summarize, Sugaya (2006) says, the application of Anderson’s “Long Tail” may work very 

well with digitalized product/service providers such as iTunes, Google and Amazon.com, 

but for the majority of companies it would not benefit in the same way. Instead, most 

companies should use the Long Tail strategy for attracting more customers and building 

their loyalty toward the company. Sugaya (2006) introduced a number of practical tech-

niques, which may be too specific, but the thinking process behind is worth studying 
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Communicate directly with customers through online blogs 

This technique requires the use of RSS Reader programs, which allow companies to find 

articles from personal blogs related to the company or its products and services. Just like 

using Google, certain contents are searched out by entering certain key words. After read-

ing those blog articles found, companies can leave messages or comments, which can be a 

Letter of Thanks, a set of new product/service recommendations or simply the company 

name and its website link. Authors of the blogs are mostly surprised by such direct replies 

from the company and thus, feel being valued by the company. Meanwhile, discussions 

about such “surprises” on blogs may attract more attention to the blogs and spread the 

company’s positive image to more customers. In the end, simple messages become free 

promotions for the company and assist to increase customer loyalty. Such “tricks” can be 

also applied to other online communities, most notably Twitter and Facebook (Sugaya, 

2006).  

Personalized e-mails and e-magazines 

Nowadays, Internet users receive promotional e-mails more than ever. This accelerates the 

development of Internet marketing, but also causes problems at the same time. Most peo-

ple do not read every promotional e-mail carefully. It is not because those advertisements 

are too many and too frequent. The true reason is that customers think that the ads are 

sent massively and thus, unimportant. If the e-mails come from a receiver’s family mem-

bers or friends, this “ignoring” situation would not happen so often. Therefore, promo-

tional materials should be personalized based on customers’ needs and characteristics ra-

ther than company’s aggression to achieve the targeted sales (Sugaya, 2006).  

Just to give an example, greetings in the e-mail should be personalized based on the rela-

tionship that the company has with this specific customer. If a group of customers was all 

registered through the website and another group was registered when they visited the 

store, then different greetings could be something like “Hi, this is Joshua from XXX, how 

is the iPhone you bought through our website?” or “Hi, this is Joshua from XXX, how is 

the iPad you bought from our store in Jönköping?”. Only referring someone by name 

makes a huge difference (Smith & Zook, 2011) and gives customers the feelings of being 

remembered and valued. More efforts can be put into improving the uniqueness of these 

online promotions with the core idea of creating personalized dialogues (Sugaya, 2006).  
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From this point, one may see that the Long Tail strategy can have possible effects on the cus-

tomer loyalty through various styles of communication. However, in terms of marketing, 

effective and efficient communication should be employed. Hence, the next section gives 

insight on marketing communications.  

2.2  Marketing communications 

Modern marketing requires businesses to do more than just having the best product or at-

tractive price or available place. Companies must communicate with their customers 

through effective and efficient communication channels. Today, for most businesses, the 

issue is not whether to communicate, but how well and in what ways (Kotler & Armstrong, 

2012).  

Marketing communications have to be integrated and according to Chaffrey and Smith 

(2008), there are two reasons behind it. Firstly, unintegratad databases cause many compli-

cations and problems, as there is no such thing as a single customer. Secondly, due to vari-

ous impacts of today’s technology, communication alters customer experience; therefore, 

properly integrated marketing communications succeed in continuously positive customer 

experience.  

During the past several decades, mass marketing – selling perfectly “standardized” prod-

ucts to masses of customers, has been at the core of marketing communications. In other 

words, companies invested a tremendous amount of money in the mass media and reached 

miilions of customers with a single advertisement. For this technology-dominated century, 

however, companies are forced to alternate their marketing communications. Instead, as 

mass markets have fragmented, more and more businesses are shifting their focus to niche 

marketing designed to build stronger relationships with customers in narrower micromar-

kets. In addition, together with the use of high technology, this one-to-one marketing has 

created new communications channels, where smaller customer segments can be reached 

easily with more customized messages (Kotler & Armstrong, 2012). As noted by 

Dunnhumby (2006), “customers get what they want; your margins are protected; everyone 

is a winner” (p.62).  

As social media is on rise, it puts a dramatic impact on today’s marketing communications. 

According to a study in 2011, 88% of all firms that have conducted social media advertising 

were satisfied with it. Since the Internet and social media have changed the size of markets 

and the way of doing business, marketing communications have increased the level of en-
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gagement that customers can have with the companies. Hence, businesses started to realize 

that it is the actual customers, who are moving their current businesses forward as partners 

(Smith & Zook, 2011). By combining fast moving competitors with borderless markets, it 

results in a hyper competition. No market or business is safe; therefore, in order to survive, 

companies must change their communication means … not immediately but continually 

(Earls, 2002). 

Overall, there is no diagram that can reflect all the detailed complexities of the marketing 

communications (Smith & Zook, 2011). However, the fundamentals of communication process 

are still the same.  

Communication process models 

Definitions of communication from a dictionary are: 1) The action of communicating or impart-

ing, 2) The imparting, conveying, or exchange of ideas, knowledge, information, etc. (whether by speech, 

writing, or signs). Hence (often pl.), the science or process of conveying information, esp. by means of electron-

ic or mechanical techniques, 3) That which is communicated, or in which facts are communicated; a piece of 

information; a written paper containing observations, 4) Interchange of speech, conversation, conference, 5) 

Access or means of access between two or more persons or places; the action or faculty of passing from one 

place to another; passage, 6) A means of communicating; a channel, line of connexion, connecting passage or 

opening (The Oxford English Dictionary, 2001; p. 352).  

Speaking of communication process, one can simply think of how personal relationships 

grow over time: listening, understanding and responding. The same holds on customer re-

lationship process. It is not rocket science (Smith & Zook, 2011).  

The success or failure of a message (e.g. advertisement), according to Smith and Zook 

(2011), is somewhat determined by whether it is a trustworthy message in the beginning or 

not. This is influenced by the credibility of the source of the message.  

There are three basic components in communication: the sender (source), the message and 

the receiver as shown in the figure below. 

 

 

Figure 3 – Simple communication model (Smith & Zook, 2011; p. 123) 

 

Sender Message Receiver 
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This simple communication model assumes that the sender is active, the receiver is passive 

or inactive and the message is understood properly. In exact opposite to that, receivers 

(customers) see what they only want to see, but not what is sent. That is one of the reasons 

behind why often times mass marketing fails, as much of mass advertisements is easily re-

jected by receivers’ information processing system. By understanding the receivers , senders 

(companies) can identify what is important to the receivers in terms of symbols, signs and 

language that are being interpreted. However, perfect communication might exist if there 

are no noises (internal and external factors that distract or distort the message). In reality, 

that is rarely the case (Smith & Zook, 2011).  

Smith and Zook (2011) state that the message can be coded in a proper way once it passes 

through all the noises. Therefore, the previous simple communication model can be ex-

tended to the one that captures noises and allows feedbacks from the receiver. 

 

 

 

 

 

 

Figure 4 – Schramm's communication process model (Smith and Zook, 2011; p. 124) 

 

In Schramm’s model, the sender is able to monitor feedbacks from the receiver, so that the 

original message can be modified and thus, interpreted in a proper way. Yet, it is worth to 

note that all messages are not decoded correctly. For instance, an anti-drinking campaign 

attempted to signal that being very drunk leads to a social disapproval; instead, young audi-

ence decoded the message (e.g. being thrown out of a bar) as an indication of a “fun” night 

out (BBC News Channel, 2007).  

From this point, what one confirm is that communication is not an one-way flow of in-

formation. Successful communication does not occur when only one party talks to another, 

but only when the receiver actually grasps the message that the sender intended to reach. 

The consequences of miscommunication are misunderstanding, misinterpretation and mes-

sage rejection. Hence, effective communication involves a two-way flow information (Cut-

lip, Center & Broom, 2004). 

Encoding 

Noise 

Message Decoding Receiver Sender 

Feedback 
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At this point, one may realize that marketing communications can have effects on customer 

relationships. However, speaking of customer relationship management, customer loyalty 

should be highlighted. Therefore, the next section sheds light on customer loyalty.  

2.3 Customer loyalty 

As customer loyalty is at the core of customer relationship management, it is inevitably 

clear that the concept of loyalty cannot be left aside (Palmatier, Dant, Grewal & Evans, 

2006). Speaking of the term “loyalty”, majority of the definitions is somehow related to the 

concept of repeat purchases. For instance, in the words of Kotler, known as the “Father of 

Modern Marketing”, and Keller (2012), loyalty is “a deeply held commitment to rebuy a 

market offering in the future despite situational influences and marketing efforts that might 

cause switching behavior” (p.27). Commercial loyalty, however, is becoming more and 

more complex than it used to be, as the level of buyer-seller type relationships has been 

dependent rather on emotional-side of feeling than rational-side of thinking (Egan, 2008).  

According to Javalgi and Moberg (1997), there are two major views on the commercial loy-

alty, namely: 

 Behavioral loyalty – based on the frequency of repeat purchases 

 Attitudinal loyalty – based on the consumer characters and preferences 

There are, however, different factors that affect “repeat patronage” other than just loyalty, 

such as income level, lifestyle habit and lack of choices (Hart, Smith, Sparks & Tzokas, 

1999). All in all, after taking various definitions into consideration, we have arrived to the 

most feasible conception that customer loyalty is a combination of both the behavioral and 

psychological functions (Too, Souchon & Thirkell, 2001). Yet, in addition, there are extrin-

sic drivers (e.g. market type/structure in which the buyer-seller relationship is present; po-

tential limitations on geographic matters) as well as intrinsic drivers (e.g. strength of the re-

lationship; managing of the relationship) that have an effect on the commercial loyalty 

(Storbacka, Strandvik & Grönroos, 1994).  

Antecedents of e-loyalty 

Speaking of customer loyalty in e-commerce, it is a bit of different story to be told as the 

Internet is virtually a perfect market, where nearly all information is transparent and can be 

obtained instantaneously. In addition, compared to traditional brick-and-mortar stores, e-

retailing possesses such advantages as increased flexibility, better outreach in the market, 
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low-cost structures, wide-ranging line of products, quicker transactions, higher conven-

ience, customization, among others. According to Srinivasan, Anderson and Ponnavolu 

(2002), there are eight factors that affect e-loyalty. For the sake of simplicity, those factors 

are referred as the 8Cs and are visually illustrated below. 

 

 

 

 

 

 

 

 

 

 

 Figure 5 - Antecedents of E-loyalty (Authors’ elaboration based on Srinivasan, Anderson & Ponnavolu, 2002) 

 

For further clarification purpose, authors explained each factors in details.  

 

Customization  

In their research, Srinivasan et al (2002) define customization as the “extent to which an e-

retailer’s website can recognize a customer and then tailor the choice of products, services 

and shopping experience for that customer” (p.42). A number of reasons can be mentioned 

why customization is crucial for e-retailing.  

 It increases the probability of what customers really want and therefore, significant-

ly reduces frustration or confusion that occurs during web surfing (Lidsky, 1999).  

 It enables customers to do faster transactions, meaning that customers’ time spent 

on browsing would be decreased (Kahn, 1998). 

Contact interactivity 

For this study, contact interactivity is as defined by Srinivasan et al (2002) as the “availabil-

ity and effectiveness of customer support tools on a website, and the degree to which two-

way communication with customers is facilitated” (p. 42). In the view of Salvati (1999), 
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most of the commercial websites experience certain problems due to a lack of interactivity, 

for instance, difficulty in navigation, insufficient products and services information, delay-

ing of inquiries and so forth. By improving their interactivity operations, e-retailers would 

be able to get such advantages below.  

 It replaces a customer’s dependence on old memories by enabling an active search 

process, which ultimately increases the customer’s perceived value on a business 

transaction (Alba, Lynch, Weitz, Janiszewski, Lutz, Sawyer &Wood, 1997).  

 It adds a significant value to the amount of information that can be obtained by a 

customer (Deighton, 1996; Watson, Akselsen and Pitt, 1998). As an example, in the 

case of book selling on the Internet, compared to traditional brick-and-mortar 

stores, a customer is normally able to read not only the dust cover, but also reviews 

and recommendations of the others. In other words, interactivity builds up a 

knowledge repository (Alba et al, 1997).  

 It raises the customer’s freedom of choice as well as the level of control (Hoffman 

& Novak, 1996).  

Cultivation 

The concept of cultivation has become a crucial part of e-commerce after it was suggested 

by Berger (1998) that companies should use their databases as effective as possible in order 

to “cultivate” their customers. In other words, importance of cultivation can be interpreted 

as recognizing a customer is the one part, but reaching out to that customer through incen-

tives and promotions is the other part. Srinivasan et al (2002) define cultivation as the “fre-

quency of desired information and cross-selling offers that an e-retailer provides to cus-

tomers” (p.43). Major outcomes resulted from successful application of cultivation would 

be the followings.  

 It enables e-retailers to provide their customers with a pool of useful yet difficult to 

obtain information. A foremost example can be Amazon.com, whose customers 

are often reached by the company’s offers based on the customers’ previous pur-

chases.  

 It reduces the chances of additional search made by customers.  

 It gives companies a competitive advantage in a long-run as firms build up a strong 

customer-knowledge base.  
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Care 

As Poleretzky (1999) stated that “In the physical world, if I make a customer unhappy, they’ll tell five 

friends, on the Internet, they’ll tell 5000” (p.76), one of the most crucial factors that must be tak-

en into consideration is clearly the conception of care. According to Srinivasan et al (2002), 

care is defined as the “extent to which a customer is kept informed about the availability of 

preferred products and the status of orders, and the level of efforts expended to minimize 

disruptions in providing desired services” (p. 43). Proper care doesn’t only refer to pre- and 

post- purchasing activities between a retailer and a customer; yet it also concerns of the at-

tention, which the retailer pays to detail that there is no failure in service, as well as the 

concern, which the retailer shows in handling of any possible failures (Srinivasan et al, 

2002). In the case of successful management of care for their customers, companies can 

expect the outcomes below.  

 It strengthens customer-company bonds and therefore, increases perceptions of 

service quality (Bolton and Drew, 1992).  

 It offers a competitive advantage to the companies as the Internet has been a nearly 

perfect market, where customers have an instant access to millions of other com-

peting retailers.  

Community 

In this study, Srinivasan et al (2002) describe community as the “extent to which customers 

are provided with the opportunity and ability to share opinions among themselves through 

comment links, buying circles, and chat rooms sponsored by the e-retailer” (p. 43). Accord-

ing to Balasubramanian and Mahajan (2001), these so-called “virtual” communities possess 

an important role in today’s information-oriented business world as they can be regarded as 

a bridge between existing and future costumers’ exchange of opinions. The following rea-

sons are to explain the importance of virtual communities.  

 It seems to have a significant effect on e-customer loyalty, because Frank (1997) 

stated that customer loyalty can be affected by customers’ ability to compare 

product/service experiences and share information. In addition, Punj and Staelin 

(1983) discovered that many customers ask their counterparts for help and advice 

before they make actual purchasing decisions. Finally, Hagel and Armstrong 
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(1997) concluded that the virtual communities are a strong base for gaining posi-

tive word-of-mouth.  

 It gives a chance to individual customers to congregate themselves with a larger 

group. In other words, as Bhattacharya, Rao and Glynn (1995) suggested, com-

munities assist customers to develop their perceptions of belonging to a specific 

group based on their choices. Therefore, once customers can identify themselves 

with certain brand images within communities, there is a higher possibility of hav-

ing life-long loyal customers (Mael and Ashforth, 1992). A very notable example is 

Harley Davidson customers, commonly known as “hogs”.  

 It facilitates social interactions as customers develop relationships among them-

selves according to their shared interests (Olivia, 1998). For instance, a retailer of 

environment-friendly products (e.g. recycled paper) can easily build a strong rela-

tionship with a community of environmentalists due to their mutual values.  

Choice 

One of the key advantages that an e-retailer possesses over a conventional retailer is indeed 

choice. To be in detail: 

 It enables e-retailers to have a greater range of products in various categories as 

opposed to traditional brick-and-mortar stores where there are such limitations as 

floor space, inventory costs etc. 

 It allows e-retailers to alienate with other virtual suppliers and manufacturers, so 

that one is able to offer extensive categories of products while it may have a limited 

range of products in its own inventory. 

 It reduces customers’ opportunity costs of time as well as costs of inconvenience. 

According to Bergen, Dutta and Shugan (1996), many customers are unhappy and 

frustrated with shopping at multiple retailers; therefore, an e-retailer that offers 

“one-stop” shopping can effortlessly attract potential customers while create a 

stronger loyalty among the existing ones.  

Convenience 

Srinivasan et al (2002) defined convenience as the “extent to which a customer feels that 

the website is simple, intuitive and user-friendly” (p. 44). As Schaffer (2000) noted, e-

retailers loose approximately 30% of their potential customers just because the customers 
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are unable to find what they look for. Hence, Palmer and Griffith (1998) stated that the 

quality of the website, therefore, is extremely vital for e-retailers as it becomes an opening 

face to the market. Cameron (1999) observed a number of common errors made by e-

retailers regarding their websites, notably, inaccessibility due to most needed and preferred 

information is misplaced or incorrectly displaced or even entirely absent within the website. 

By improving the convenience of their websites, companies can benefit from the follow-

ings.   

 It provides a shorter time for response, assists faster transaction and reduces efforts 

made by customers (Schaffer, 2000). As opposed to a conventional retailer, a cus-

tomer in e-commerce expects faster and more efficient transaction processes 

(Cameron, 1999).  

 It minimizes the level of risk that a customer makes errors. Thereby, convenient 

websites make the customer’s shopping experience much more rewarding.  

Character 

Compared to convenience which emphasizes the importance of successful transactions, 

character highlights the well-designed creativity of a website. For the study, character is de-

scribed by Srinivasan et al (2002) as “an overall image or personality that the e-retailer pro-

jects to consumers through the use of inputs such as text, style, graphics, colors, logos and 

slogans or themes on the website” (p. 44). In the context of e-commerce, the website in-

deed is more prioritized than such other mediums as a television or a newspaper, therefore, 

well-mannered characterization of the website builds a positive status among the custom-

ers. Below are the outcomes expected from having a creative website.  

 It offers e-retailers a wide range of options to use distinctive characters and unique 

illustrations, which ultimately lead to a competitive advantage.  

 It creates a strong reputation within the communities as companies realize that dif-

ferent images and figures may represent special meanings (Henderson and Cote, 

1998). Hershenson and Haber (1965) pointed out that such hinted stimuli can have 

positive impacts on attitudes of customers.  

Based on their research, Sranavasan et al (2002) conclude that all of the 8Cs, except con-

venience, were deeply connected to e-loyalty. Especially, the factors of character and care 
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have a considerable impact on e-loyalty. Furthermore, it was revealed that a positive impact 

of e-loyalty creates positive word-of-mouth (WOM) as well as willingness to pay more.  
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3 Methodology 

The data collection structure and the underlying reasoning behind it were presented as the research can be 

analyzed well  for clarification purpose. 

3.1 Research in general – the “Research Onion” 

As a part of society, we encounter with various disciplines of researches, addressing differ-

ent types of interests or problems, every day through either printed materials or the Inter-

net.  

According to Black (2002), the most critical decision for every single research is to con-

struct a clearly stated “research question”. This very first-step guides researchers to fulfill 

the core purpose of the research and therefore, adds significant values in times of choosing 

appropriate tools and techniques.  

In order to make the research in this paper more feasible, authors have incorporated their 

work with the “Research Onion” model of Saunders, Lewis and Thornhill (2006), as de-

picted below.  

 

Figure 6 –Research Onion (Saunders, Lewis & Thornhill, 2006) 

Research purpose 

Often times, research is discussed in three different fields of exploratory, descriptive and 

explanatory purposes (Saunders et al, 2007). 

Exploratory studies 
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According to Robson (2002), conducting an exploratory research means seeking new per-

spectives and assessing phenomena differently after finding out “what is happening”.  

Descriptive studies 

The main objective of descriptive research is to give a clear picture of the phenomena be-

fore the actual collection of data (Robson, 2002).  

Explanatory studies 

Saunders et al (2007) define an explanatory studies as an establishment of causal relation-

ships between different situations and problems.  

Based on the nature of this thesis paper, authors have come to a decision that our research 

purpose would be most suitable for exploratory and descriptive studies.  

Research approaches 

Speaking of the design of any research project, two types of research approaches are widely 

used, that is to say: deductive and inductive.  

Regarding the deductive approach, researchers expand a theory or hypothesis and plan a 

research strategy in order to test their chosen theory or hypothesis. In exact opposite to 

that, the inductive approach tells researchers to collect data and enlarge theory after the da-

ta analysis (Saunders et al, 2007). Detailed information of each research approach can be 

found in the Appendix section (See Appendix 10).  

In this paper, authors have chosen the deductive approach for their further research. The main 

reason, among others, behind choosing the deductive approach is the nature of this re-

search project. To be clear, authors have noted several times that this thesis paper is based 

on the idea of the “Long Tail” strategy, developed by Chris Anderson (2004). In other 

words, a well-established business theory - “Long Tail” – is tested somehow in a further re-

search; hence, the deductive approach has been chosen to be the most suitable for this 

matter.  

Research strategy 

As it is noted in the “Research Onion” model, there are seven different research strategies. 

For the sake of simplicity and brevity, authors have decided not to describe all the details. 

Our choice for further work, however, is a survey strategy. More detail is given in the latter 

section. 
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Research choices 

Based on its general strategies, research is divided into two choices, namely: quantitative 

and qualitative. According to Best and Kahn (1989), quantitative research contains those 

studies in which the relative data is interpreted in numeric form. On the other hand, Best 

and Kahn (1989) state that qualitative research is concerned of those studies in which the 

data concerned should be analyzed in as non-numeric form as possible. In other words, 

quantitative research is more suitable for giving answers to “what is happening” while quali-

tative research is fit for responding to “why events occur” (Black, 2002).  

Due to such barriers as a lack of timing for direct interaction with potential units of study 

as well as geographical constraints, research in this paper is primarily based on quantitative 

research.  

Research strategy – Survey 

Despite the fact that the fundamental characteristic of different research is to have 

“planned, cautious, systematic, and reliable” understanding within those specific fields, re-

search can be conducted in many ways (Blaxter, Hughes & Tight, 1996). According to 

Saunders et al (2007), survey is defined as “the structured collection of data from a sizeable 

population”. Beside the survey is the most common and frequently-used strategy in terms 

of business and management science, it is normally connected to the exploratory and de-

scriptive research, deductive approach as well as quantitative data. By choosing survey 

strategy for further research, authors are entitled to such advantages over other strategies: 

collection of data in an inexpensive manner, easier comparison as the collected data are 

standardized, simple explanation and understanding, more control over the research pro-

cess, suitable for data analysis software and so on.  

3.2 Data collection 

 

Primary data 

Primary data is the data that is solely collected for the purpose of specific research project 

(Saunders et al, 2007). By applying the survey strategy, data can be collected in the forms of 

structured questionnaire, structured observation as well as structured interviews. In this 

thesis paper, the structured questionnaire is the main technique of data collection.  

Questionnaire 
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Questionnaire, in general, is a data collection technique in which the identical set of ques-

tions in a prearranged order is asked in response of each participant (deVaus, 2002).  

Further details of how the questionnaire in this research was designed and composed are 

discussed in the next section.  

Secondary data 

Secondary data is the data that are used for the research project being undertaken yet were 

initially collected for different purposes (Saunders et al, 2007). Often times, both primary 

and secondary data are combined for most marketing research projects in order to present 

fully satisfied results (Boone & Kurtz, 2011). In this research paper, the majority of the 

secondary data was collected from various academic books. Moreover, additional materials 

such as scientific articles were retrieved from different databases, mainly Google Scholar. 

3.3 Questionnaire 

3.3.1  The choice of questionnaire 

The choice of questionnaire depends on a variety of factors related to the research objec-

tives. According to Saunders et al (2007), those relative factors include characteristics of re-

spondents, importance of reaching particular respondents, accuracy of respondents’ an-

swers, sample size, response rate, types of questions and number of questions. Accordingly, 

there are five different types of questionnaires, namely: the Internet and intranet mediated, 

delivery and collection, postal, telephone as well as structured-interview questionnaire. 

In this case, authors were interested in investigating whether the Long Tail strategy can add val-

ue to the online marketing communications (research question 1), as well as whether improved online 

marketing communications can enhance the e-loyalty (research question 2) in order to answer “If the 

Long-Tail strategy can enhance e-loyalty by adding value to online marketing communications in the case of 

Apple Premium Resellers’ customers in Sweden.” (research purpose). The targeted respondents 

were particularly limited to Swedish Apple Premium Resellers’ current and potential cus-

tomers. Therefore, authors decided to use structured-interview questionnaire. Moreover, 

considering the available time to complete the data collection and the availability of inter-

viewers, it was simpler to hand out these questionnaires in certain locations and therefore, 

to increase the reliability of the data. To be more specific, the questionnaires were handed 

out in different Swedish Apple Premium Resellers’ stores (located in Stockholm and Jön-

köping) where store visitors more likely belonged to the targeted group. By handing out 
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questionnaires in-person, authors had more control over the source of respondents and 

more opportunity to guide respondents in case some clarification needed. 

3.3.2 The design of questionnaire 

 

Research type and variable type 

The main purpose of this questionnaire was to collect data, which could describe the char-

acteristics of targeted groups and the characteristics of topic-related factors, to make com-

parisons and to draw conclusions. Therefore, the type of this research was defined as de-

scriptive. A representative and accurate sample was needed for the questionnaire in order to 

make generalization about the total population.  

According to Dillman (2000), three types of data variables can be collected through ques-

tionnaires, namely: opinion, behavior and attribute. Authors followed these distinctions and 

designed the questions accordingly. Detailed information is presented in the next section.   

Data requirements table 

To ensure that essential data were collected, authors created data requirements tables, sort-

ed by research questions. Table 1 includes all questions related to research question 1 and 

Table 2 includes all questions that give answer to sesearch question 2. See the data require-

ment tables in Appendix 9. 

3.3.3  Individual questions and questionnaire form 

After reviewing literatures and other previous studies, authors decided to develop own 

questions rather than adopting or adapting questions from previously-done materials. De-

veloping such questions can be more time-consuming, but it allows researchers to fulfill the 

research purpose more precisely. Every question was designed closely to answer the re-

search questions. List, category, ranking and rating were mostly used in the questionnaire, 

and the wording of questions were tested carefully to make the questionnaire internally 

consistent. 

The questionnaire was translated into Swedish to make it easier to understand by local re-

spondents. By taking cultural characteristics into consideration, the translated version was 

widely accepted and led to a higher response rate, which saved some time and increased its 

representativeness.  
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The questionnaire form was designed according to the research questions. The question-

naire was divided into three parts, which were Basic Questions, Customer Satisfaction Questions 

and E-Loyalty Questions respectively. Basic questions mainly consisted respondents’ attributes 

and were used to compare differences between different groups. Customer satisfaction questions 

provided data to answer research question 1. E-loyalty questions were more related to re-

search question 2. By combining both parts, the questionnaire was able to collect all essen-

tial data needed to answer both research questions.  

When distributing questionnaires through mail or the Internet, it is very important to have 

an introduction and an ending for the questionnaire. However, since authors have decided 

to use interview-structured questionnaire, interviewers (authors) were responsible for open-

ing the conversation with respondents and giving necessary guidance.  

3.4  Pilot test 

The purpose of the pilot test is to refine the questionnaire, so that respondents can answer 

it easily and also researchers can record the data easily. In addition, it enables researchers to 

obtain the assessment of the questions’ validity and reliability. Considering the time limit 

and the financial availability, authors chose to pilot test the questionnaire with a group of 

graduate-level business students and a group of targeted respondents.  Such pitfalls as mis-

translation and inappropriate question forms have been discovered and revised. For exam-

ple, regarding the question for age group, instead of asking respondents’ precise age, au-

thors modified the question to a category-type question with different age ranges, so that 

respondents could feel more comfortable. After two rounds of testing with 16 respondents 

in total, authors revised the questionnaire attentively and set the final version as presented 

in the appendix of this thesis (Saunders et al., 2007). 

3.5  Sampling plan 

Authors, as designers and interviewers of the questionnaire, administered the data collec-

tion. The questionnaire was conducted in Stockholm and Jönköping. The chosen Apple 

Premium Reseller stores were “D Store” and “Digital Inn” in Stockholm and “MH Store” 

in Jönköping. The population of the questionnaire, therefore, was the Apple Premium Re-

sellers customers in Sweden. The questionnaire was distributed through offline channel, 

meaning authors were physically attending when the questionnaires were distributed.  
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According to Burns and Bush (2000), there are two basic sampling methods: probability 

sampling and non-probability sampling. The probability sampling implies that the respond-

ents’ chances of being selected in the sample are known, even though in the end they are 

not. In this study, the population (the sample was drawn from) was unknown; thus, authors 

chose not to use the probability sampling. Non-probability sampling includes judgment sam-

pling, referral sampling, quote sampling and convenience sampling (Burns & Bush, 2000). 

Quote sampling is a method, under which the population is divided into various sub-groups. 

This is the most commonly used non-probability sampling method; hence, it appeared to 

the best choice for the purpose of this thesis, since authors were working with different 

sub-groups. 

The population was divided into five sub-groups according to their age: below 20, 21 to 30, 

31 to 40, 41 to 50, and above 51.  

3.6 Sample size 

Selecting an appropriate number for a research, according to Jupp (2006), is often a “hit” 

or a “miss”. However, sufficient sample size can minimize the chances of finding type I 

and type II errors when conducting data analysis. The survey system Creative Research Systems 

suggests the following formula to calculate the sample size: 

   
             

                                                                                                          (1) 

Where SS indicates the Sample Size.  

Z= Z value. The Z value depends on the confidence level, which for this study was set to 

be 95%; hence, the numerical value is 1.96.  

p= percentage of picking a choice. Since authors chosen scale is from 1 to 5, the percent-

age of picking on scale in a question is 20% =0.2. 

 = confidence interval, expressed as decimal; in this study, confidence level was chosen to 

be 95%, thus implies  = 0.05. 

Therefore, estimated sample size would be 

   
                    

     =246                   (2) 

The actual number of respondents retrieved from the questionnaire were 253, which ex-

ceeded the estimated sample size.                                                                               
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3.7 Recording and coding data 

Coding is a process of grouping and assigning a numerical value to different responses of 

questions resulted from answer form. Codes are later used for evaluating, classifying, inter-

preting and also computer software analysis (Hyman & Sierra, 2009).   

For the qualitative data derived from the questionnaire, numerical values were given as 

dummy variables. To be in detail, for the question asking for the gender of respondents, 

the ‘’male’’ respondents were consigned numerical value 1 and the ‘’female’’ respondents 

were consigned numerical value 0; identical process was done for the questions that gener-

ated “Yes” and “No” answers. For other close-ended questions that generated more than 

two possible outcomes, such as information retrieving, the numerical value for each option 

was treated as a single observation with attributes as dummy variable. In regard to the ques-

tion, asking the respondents age range “ below 20”, “21 to 30”, “31 to 40”, “41 to 50”, 

“above 51” were coded as 1,2,3,4,5 respectively. 

The data from the questions that required scale point measurement from 1 to 5 was all 

numerical data. Hence, those data did not need any modifications in order to be converted 

to statistical form. All qualitative and quantitative data were then recorded into the com-

puter program “Statistical Package for the Social Sciences” (SPSS). 

3.8 Data analysis   

In this paper, descriptive statistics and inferential statistics were used as tools for analyzing the da-

ta collected. Descriptive statistics are an accurate summary of data information that illus-

trates the distribution characteristics of variables. By using descriptive statistics, one can 

present the data in a more meaningful way which allows simpler interpretation of the data. 

Inferential statistics are techniques for using a certain set of samples to make generaliza-

tions about the populations from which the samples were drawn. By using inferential statis-

tics, one can draw a legitimate conclusion from what the population might think (Jar-

gowsky & Yang, 2005). Other techniques that do not require ordinal data was also used in 

this paper. 

The statistical means used for analyzing the purpose of this thesis were various nonpara-

metric statistics. According to Siegel (1988), nonparametric tests do not make a rigid and 

strong assumption about the population and also are not limited to interval data. Besides, 

the test was suitable for ordinal data, which was appropriate for the quantitative approach 

for this thesis. For clarification purpose, Svensson (2001) suggests that the responses from 
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scale point data should be treated as an ordered structure, but not interval structure. As a 

result, rating scale data was treated as ranked or ordinal data and should be analyzed with 

nonparametric statistics. 

Different statistical techniques were applied for each research question. Each technique is 

briefly described. Mann-Whitney U test is a nonparametric technique, used for examining 

data between two groups by investigating whether there is a difference in ranked scores be-

tween two independent groups (e.g. gender) (Grove & Rosner, 2000). Kruskal-Wallis test is 

a technique that tests three or more unrelated groups, which in this study was defined by 

the age group, the use of Internet and the social status of the respondents. Another tech-

nique used was Correlation test between the variables of interest. Furthermore, ANOVA 

(Analysis of Variance) test was used to investigate whether the groups were different in 

their variances. Bonferroni adjustment was applied when there were more than two groups 

in the test. (Gujarati & Porter, 2009). 

For the first research question “Can the Long-Tail strategy add value to the online marketing com-

munications between Apple Premium Resellers and their customers in Sweden?”, the relationship be-

tween the respondents’ ratings and their demographic characteristics was investigated, 

along with the analysis guided by Anderson’s (2006) and Sugaya’s (2006) views on the Long 

Tail strategy.  

For the second research question “Can improved online marketing communications enhance the e-

loyalty of Apple Premium Resellers’ customers in Sweden?”, the same reasoning followed as it was 

for the research question one, but for this particular question, depending on their answers, 

authors identified very loyal customers and less loyal customers. Additionally, the antecedents of e-

loyalty that was discussed in the theoretical section guided the analysis. Lastly, the strength 

of statistical test that has been used throughout this paper was defined by the level of sig-

nificance (section 3.6). Hence, whether the test is significant depends on if the p-value (ρ) is 

less than critical value (in this case, α=0.05). According to Crumbie and Davies (2009), p-

value measures whether the sample results are likely to have occurred through a probability 

or not, assuming that the study was conducted in a correct way. 

3.9 Good data measurement 

A good method for data collection should be easy and efficient to use; it also should be an  

accurate counter or indicator of what researchers want to measure. Cooper and Schindler 
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(2008) suggest three following criteria to evaluate whether a measurement tool is good or 

not, that is to say: reliability, validity and practicality.  

Reliability 

Consistency, precision and accuracy are the measurement elements of reliability when col-

lecting results from the studies. A research instrument is said to be reliable when tests show 

the same results over time, regardless of difference in time or condition (Cooper & 

Schindler, 2008). Biasness is a problem when dealing with reliability, whether it is coming 

from the interviewers or the respondents. The questionnaire was distributed and self-

completed, thus it helped eliminating the interviewer bias or error or misinterpretation of 

collected data. Also, in order to further reduce the bias, authors attempted to provide neu-

tral and non-sensitive questions in the designing process. Moreover, the timing can also af-

fect the answers, meaning that one person could give different responses on different days 

or different time in a day.  

Validity 

According to Burns and Bush (2000), validity is defined as the accuracy of the measure-

ment. For instance, during the process of measuring the data, the respondents may misun-

derstand, have faulty memory or even are bad guessers, which cause the responses to be in-

accurate from reality. Also, the result from this study can also be applied beyond the sam-

ple ( e.g. location, population). 

Practicality 

Practicality concerns of measurement factors of convenience, interpretability and economi-

cality (Cooper & Schindler, 2008), which implies that a method of data collection is consid-

ered to be practical if it is convenient, economically efficient and possible to interpret while 

there is a high level of reliability and validity. Having said that, this thesis paper was practi-

cal as authors also provided details on how the questionnaires were designed and what was 

measured.  

3.10 Method limitations 

Since this paper used a quantitative approach, it totally exluded qualitative approach. Also, 

in order to encourage the target groups to take part in the questionnaire, authors did not 

use open questions, which would require commitment and effort from the respondents. 
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By conducting questionnaires, the structured questions and fixed response alternatives may 

result in a lack of validity for specified data, such as feelings and beliefs of customers 

(Naresh, 2004). Another minor limitation was the misunderstanding of questions in terms 

of translations. Distributing the questionnaires only in Stockholm and Jönköping was also a 

disadvantage, since authors excluded other Swedish Apple Premium Resellers as well as the 

target populations in other major cities. 

Another limitation was the usage of nonparametric statistics, which is less powerful and 

more vulnerable to errors compared to usual parametric statistics. Nonetheless, this limita-

tion could be avoided by large sample sizes that could have made the analysis more robust. 

Also, nonparametric tests were more appropriate for rating scale as mentioned earlier. 
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4 Empirical findings 

This section presented results from empirical findings after data collection.  

4.1  Demographic characteristic 

 

Figure 7. Q1. Gender 

Figure 7 represents the gender proportion of respondents. There are 252 total respondents; 

the majority of 139 or 55.16% are male while the rest of 113 or 44.84% are female.  

 

Figure 8. Q2. Age 

Figure 8 shows the distribution of age groups among the respondents. There are five age 

groups categorized as 20 below, between 21 and 30, between 31 and 40, between 41 and 

50, and 51 above. The majority (136 out of 252) or 53.97% of the respondents belongs to 

the age range of 21-30. Among the rest, 44 respondents or 17.46% belongs to 31-40, 30 re-

spondents or 11.9% belongs to 20 below and the same size of 21 respondents or 8.33% be-

longs to 41-50 and 51 above age groups. 
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Figure 9. Q3. Social status of the respondents 

Figure 9 depicts the social status, or current occupation, of the respondents. All respond-

ents are divided into three different groups of studying or working or others. 110 respond-

ents or 44% belongs to studying group, 96 respondents or 38.4% belongs to working 

group and 44 respondents or 17.6% belongs to others group.  

 

Figure 10. Q4. Respondents’ Internet skills 

Figure 10 illustrates the proportion of respondents according to their ability to use the In-

ternet. The respondents are placed in three groups. 116 respondents or 46.03% define their 

Internet usage ability as good, 113 respondents or 44.84% say they are expert while 23 re-

spondents or 9.13% answer they are beginner-level Internet users. 
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4.2  Characteristic of the respondents 

4.2.1 Online shopping habbit characterstic 

Following questions aim to identify the characteristic of the respondents and their online behavior in a gen-
eral manner. 

 

Figure 11. Q5-Q8 & Q10 

Question 5 (Figure 11.) asked whether the respondent shop online or not. 223 respondents 

answered that they do shop online and only 29 answered they don’t. Results from question 

6 shows that the majority of the respondents visit commercial website to access infor-

mation, which implies that Apple Premium resellers’ customers might be more loyal to the 

company if these websites are more “informative”. 203 respondents receive commercial e-

mails or e-magazines but only 66 of the respondents read all of them and 178 respondents 

do not read them all. It is also noteworthy that the majority of the respondents(203) do 

shop electronic products online. 

223 

29 

192 

59 

203 

48 
66 

178 
203 

43 

YES NO

Q5-Q8, Q10  

Q5. Do you shop online?

Q6. Do you visit commercial websites to get information?

Q7. Do you receive commercial emails or E-magazines?

Q8. Do you read all the commercial emails and E-magazines?

Q10. Would you shop electronic products online?
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Figure 12. Q9. Which way do you prefer? 

192 of the respondents prefer personalized emails/magazines with customized information 

rather than mass emails with general information. It is conclusive that in this information 

rich society, Swedish Apple Premium Resellers’ customers highly prefer personalized in-

formation over to the traditional way of giving information through mass e-mails.   

 

Figure 13. Q11. Please rank the importance of following online shopping characteristics 

Results from question 11(Figure 13.) shows that all five online shopping characteristics giv-

en in the question are valued as important. Since majority of respondents chose “4” or “5” 

for all five options. Among these five characteristics, cheaper price was valued as the most 

important since the number of respondents who rated “4” and above is 206, which is the 

highest among five options. However, as the majority of our respondents are from the 

Mass emails/magazines with general
information

Personalized emails/magazines with
customized information
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group “studying” and are at age below 30 (See Figure 8), this result can be interperaed as 

these respondents are more price-sensitive. 

4.3 Descriptive data  

 

Figure 14. Q12&Q13 

Question 12 and 13 (Figure 14.) asked the respondents to rank to which extent are they sat-

isfied with the products and customer services that Apple Premium Resellers offer, while 

“1” indicates least satisfied, “3” do not concern and “5” very satisfied. The majority of the re-

spondents answered that they are satisfied with Apple Premium Resellers’ offerings. Also 

by looking at the graph, the distributions of answers to question 12 and 13 are centralized 

at rank “4”, which is a “satisfied level”.    
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Figure 15. Q14. To what extend are you satisfied with their websites generally? 

Question 14 (Figure 15.) asks respondents to rate Apple Premium Resellers’ websites in 

general. The rating scale is from 1 to 5 while 1 being “least satisfied” and 5 being “most 

satisfied”. The two extreme points—“1” and “5” have significant differences compared 

with 2, 3 and 4. Only fewer people feel “least satisfied” or “most satisfied” while 82% of 

the respondents choose from 2 to 4 as the answer. The phenomenon can be initially inter-

preted as Apple Premium Resellers’ websites are neither better nor worse to customers in 

general.  

 

Figure 16. Q15. Are you satisfied with the following functions of their websites? 

The frequency of responses to Question 15 is presented in Figure 16. Eight major func-

tions of a commercial website are listed in this question and respondents were asked to rate 

each function based on their degree of satisfaction towards the performance of each func-

tion. The question is asked on the scale from 1 to 5, which 1 stands for “least satisfied” and 

5 stands for “most satisfied”. The result shows that “3” is scored most often for all eight 

website functions and the frequency declines from 3 to both sides. Among the eight func-

tions, four functions were rated as “Least Satisfied” by more than 20 respondents, approx-

imately 10% of the sample size, and they are “product information”, “searching tool”, 
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Design 11 34 53 49 27

Product Info 22 39 53 53 20
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“communication module” and “company information” respectively. Among these four, 

“Communication” is rated the most with 24 responses.  

 

Figure 17. Q16. Choose the reasons that you have not often visited their websites 

Many questions on the questionnaire ask for respondents’ opinions about Swedish Apple 

Premium Resellers’ websites, however, there are respodents never have visited such web-

sites or only have visited a few times so that they cannot make any judgement on the per-

formance of these websites. Thus, question 16 (Figure 17.) is designed to see the reasons 

that some customers have not visited Apple Premium Resellers’ websites often. As the fig-

ure above shows, the most chosen reason is “only go to store” and the second most cho-

sen one is “don’t know the website”. There are also 28 and 27 respondents answered 

“don’t like the design” and “cannot find useful information on the website” respectively. 

35 

44 

28 27 
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Choose the reasons that you have not often 
visited their websites?  
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Figure 18. Q17. Would you prefer the following improvements? 

Results from question 17 (Figure 18.) shows that 113 respondents would like to get “per-

sonalized recommendations” from Swedish Apple Premium Resellers and 105 respondents 

think companies should offer personalized after sales service. Besides, other four options 

including “personalized news”, “company blog”, “smart phone apps” and “onlie payment 

tools” are also expected by some respondents. 

 

Figure 19. Q18. From which sources did you hear about Apple Premium Resellers’ websites? 

Figure 19 shows the frequency of participants’ responses regarding different sources, such 

as “Search engines”, “Newspapers” and “Friends”, from which they heard about Apple 

Premium Resellers’ websites. The distributions of responses in each option are fairly equal 
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while about 8% answered “Don’t know/don’t remember” and another 18% heard Apple 

Premium Resellers’ websites through other channels. 

 

Figure 20. Q19, Q20 & Q24 

Question 19 and 20 are investigating respondents’ behaviors related to e-loyalty (website 

loyalty) in practice and question 24 is exploring respondents’ opinions about transferring e-

loyalty (website loyalty) to company loyalty. As Figure 20 above shows, 1/3 of the re-

spondents answered “yes” to question 19 and 20 while 2/3 of the respondents answered 

“yes” to question 24. It is noteworthy that there are 152 respondents think a good com-

mercial website can increase customers’ loyalty to the company. However, same amount of 

respondents do not show loyalty according to the results from question 19 and 20. 
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Q19. Q20. Q24. 

Q19. When you want to buy Apple related products, do you always visit Apple Pre-
mium Resellers’ websites before making a decision? 

Q20. Have you said positive things to others about Apple Premium Resellers’ websites? 

Q24. Do you think a good commercial website can increase your loyalty to the
company?
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Figure 21. Q21, Q22, Q23 

The frequencies of the respondent answering question 21-23 are grouped in Figure 21. The 

questions are designed as “Yes” or “No” attributes. 186 of the respondents answered that 

they would considering repurchasing from Apple Premium Resellers and only 37 answered 

no. It is also notable that the majority of respondents who answered yes in question 21 also 

chose that they had considering switching to other Apple resellers to buy Apple related 

products (182 respondents). Furthermore, 212 respondents answered that they would 

switch to other Apple resellers if they offer a cheaper price. This result can be concluded 

primarily as the majority of our respondents are from the group “studying” and are at age 

below 30 (See Figure 8), thus one can expect these respondents to be more price-sensitive. 
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5 Analysis 

In order to answer the research questions comprehensively, the authors decided to structure the analysis by 

following the same order as the way theoretical framework was presented in the previous section. Both de-

scriptive and inferential data, reflecting the “facts” in reality, were used to make comparisons with related 

theories in order to fulfill the research purpose.  

In an online marketing circumstance, an efficient and effective communication only occurs 

if customers get the information they need and tell companies what customers’ further 

needs are through different online channels. Therefore, any online marketing strategy that 

aims for adding value to the communication process must improve the chance that cus-

tomers can announce their opinions through the Internet and corresponding companies 

can get these valuable opinions accurately. Authors will use this thinking to guide the analy-

sis to see whether the Long Tail strategy can add value to online marketing communication 

process and how to enchance e-loyalty by adding value to online marketing communication 

applying the Long-Tail strategy. 

5.1  Research question one 

Can the Long Tail strategy add value to the online marketing communications be-

tween Swedish Apple Premium Resellers and their customers? 

 

 

 

 

 
  

 

Figure 22 - Research Question 1 (Authors’ elaboration) 

Research question one investigates the connection between the Long Tail strategy and 

online marketing communications. This research question was answered by the support of 

descriptive statistics and inferential statistics as well as the rules outlined by Chris Anderson 

(2006) and Yoshihiro Sugaya (2006), previously mentioned in the Frame of Reference sec-

tion.  

The Long Tail Strategy 

Online Marketing 
Communications 
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5.1.1 Chris Anderson: Rules of the Long Tail 

 

Let customers do the work & Trust the market to do your job 

Both the rules “Let customers do the work” and “Trust the market to do your job” rec-

ommend that companies should take advantage of this new phenomenon in the Internet-

era named as “crowdsourcing”, suggesting that customers’ opinions posted on the Internet 

can be used as free advertisements to maintain current customers and to attract potential 

customers. So that, companies are able to collect and measure those opinions to under-

stand the market situation even better. Therefore, companies should create more opportu-

nities for their customers to publish their opinions. To give an example, a common way is 

to include communication sections on a company’s commercial website, on which custom-

ers can leave comments or questions that can be viewed by other website users and the 

company itself. However, there are two premises, which Anderson did not stress but au-

thors consider are important, to make this strategy work: 

Firstly, customers are willing to visit company's commercial website.  

Secondly, customers are willing to use such functions or in other words, customers desire such functions. 

To investigate whether these two premises are fulfilled in Swedish Apple Premium Re-

sellers’ case, some results from question 14, question 15 and question 16 from the main 

questionnaire are analyzed. 

Results from question 14 indicate that the majority of the respondents chose 2-4 while 84 

respondents chose 1-2 and 87 respondents chose 4-5 (appendix 8). As the amount of re-

spondents who are “Satisfied” and the amount who are “Not Satisfied” are almost equal, it 

can be interpreted as Swedish Apple Premium Resellers’ websites are neither better nor 

worse in general. For further investigation, following hypothesis, regarding the interest of 

question 14, is tested if there is any difference between the groups.  

H0: Male = Female    H1: Male ≠ Female 

H0: 20 below =…= 51 above   H1: At least one differs 

H0: Studying = Working = Other  H1: At least one differs 

One-way ANOVA test (Bonferroni adjustment for age and social status) suggests that 

there is a significant difference in the mean-rank for question 14 between gender, age 
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group and social status (appendix 2.1 to 2.3). Hence, one can conclude that the group is in-

dependent from each other (ρ<0.05). Additional results from Mann Whitney U test shows 

that there is significance that female customers tend to be more satisfied than male cus-

tomers by rating higher on average (ρ < 0.05; mean rank 128,79 for female and 111,34 for 

male; appendix 3.1). Furthermore, young customers whose ages are between 21 and 30 

tend to be more satisfied by rating higher than other age groups (mean rank for age group 

21 to 30  is 139,64 and ρ=0,000; appendix 4.1). Since this age group contains mostly stu-

dents, “studying” also shows significantly as more satisfied social status group (mean rank 

for studying is 138,29 and ρ = 0,000; appendix 4.2).  

Results from question 15 indicate that there are more respondents feel dissatisfied than 

who feel satisfied with the “Communication” function of Swedish Apple Premium Re-

sellers’ websites (appendix 8). Similar with question 14, One way ANOVA test suggests 

that there is a difference between the gender, age and social status; ρ < 0.05 (appendix 2.2 

and 2.4). Additionally, Mann Whitney U test shows that females, young people and stu-

dents also tend to rate higher than other demographic groups and the results are significant 

(all ρ <0.05; appendix 3.2, 4.2 and 4.4). In total, there are 24 respondents; more than 10% 

of the sample size rated the extent of satisfaction towards “Communication” function as 1, 

which stands for “least satisfied”. The statistics show that “Communication” function is 

the most dissatisfied website function among all eight functions stated in the main ques-

tionnaire (Figure 16).  

Question 16 was answered only by the respondents, who do not visit Swedish Apple Pre-

mium Resellers’ websites often. The definition of “often” here has been set to “not more 

than once”. The statistics indicate that 134 out of 253 respondents answered this question, 

which means more than 50% of the respondents do not have such habit of checking Swe-

dish Apple Premium Resellers’ websites regularly. Additional data also states that male re-

spondents, who are older than age 30 answered to this question the most and among the 

four options under this question, “I only go to stores to look for information” accounts for 

1/3 of all answers (Figure 17).  

Results: Currently, only half of the customers visits Swedish Apple Premium Resellers’ 

websites often. The rest of the customers need more guidance from Swedish Apple Premi-

um Resellers in order to cultivate such habits, particularly for male customers who are 

above 30 years old. Customers do have a desire of better “Communication” functions on 
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Swedish Apple Premium Resellers’ websites, especially for male customers above 30 years 

old since females, young customers and students tend to be more satisfied. Swedish Apple 

Premium Resellers’ websites fulfill customers’ expectations generally; nevertheless, they 

should make improvements to become “very satisfying”.  

Share information 

The rule of “Share information” suggests companies to share meaningful and detailed in-

formation about products and services with their customers. Personalized product and ser-

vice recommendations were suggested by Anderson (2006) in order to make customers’ 

order choices easier. The application of such marketing technique is highly relied on the as-

sistance of Internet. In practice, “personalized recommendations” are often provided 

through webpages or distributed to individuals through e-mails. Therefore, in order to test 

that whether “personalized recommendations” would add value to the online marketing 

communication, “whether other personalized marketing techniques are desired by the cus-

tomers” needs to be studied as well. For instance, if all customers refuse to receive and to 

read commercial emails, then sending “personalized recommendations” would be not fea-

sible. 

Before looking into customers’ opinions about Swedish Apple Premium Resellers’ case, 

questions in more general aspects were asked, including question 7, question 8 and ques-

tion 9. After these three questions, question 17 was asked to obtain specific data regarding 

the current performance of Swedish Apple Premium Resellers’ websites. 

Results from question 7 and question 8 show that although 87% of the respondents receive 

commercial e-mails or magazines, only 37% in total read all of them. By using cross tabula-

tion analysis, the joint frequency distribution between the variables can be judged by using 

chi-square statistics to determine whether the variables are statistically independent or if 

they are related. The test aims to find if there is a relationship between the respondents’ age 

and their reading habits as well as Internet using skills. The result showed to be insignifi-

cant, but in terms of interpretation the authors argue that the two trends between demo-

graphic groups are “the older e-mail receiver is, the more he/she reads” and “the better In-

ternet skill receiver is, the more he/she reads” as shown on table below. 
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Do you read all the advertisements that you receive? Age and Internet using skills 

Age 

   (Internet using skills) 

20 below  

(Beginner) 

21-30  

(Good) 

31-40  

(Expert) 

41-50 

 

51 above 

 

Total 

Q8: Do 

you read 

all of 

them? 

No 

24 

(19) 

100 

(86) 

33 

(73) 

12           9      178 

    (178) 

     Yes 

 

Total 

6 

(4) 

30 

(23) 

35 

(28) 

135 

(114) 

11 

(34) 

44 

(107) 

    8 

 

20 

         6 

 

          15 

66 

(66) 

244 

(244) 

  

           Pearson Chi-Square χ2 
0.418 

   (0.265) 

Figure 23 – Cross-Tab analysis between Age and Internet using skills (Question 8) 

The results from question 9 indicate that 84% of the respondents, who are under age 40 

prefer “personalized e-mails or magazines” and only 41% of who are above 40 prefer “per-

sonalized e-mails or magazines”. It is also noteworthy that the result is significant, so that 

there is a relationship between the respondents’ age and whether they prefer personalized 

emails or not (ρ =0.00).  

Which one do you prefer? Age 

 Age 20 below  21-30  31-40  41-50 51 above Total 

Q9: Which 

one do you 

prefer 

Personalized 

email 
22 122 35 7 6 192 

Mass email 7 13 9       12 10 51 

 Total 29 135 44 19 16 243 

     Pearson 

Chi-Square 
χ2 

0.000 

Figure 24 – Cross-Tab analysis between Age (Question 9) 
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Results: By combining all the findings in above three questions, authors found that young 

customers on the one hand do not read as many commercial e-mails as elders do, but on 

the other hand young customers prefer personalized e-mails more than elders do. Thus, by 

offering more personalized e-mails to young customers, more customers in total may read 

companies’ commercial e-mails. 

For question 17, 113 respondents indicated their preferences to “personalized prod-

uct/service recommendations”, which makes “personalized recommendations” the most 

chosen option among all seven improvements. Moreover, there is a significant negative 

correlation between choosing “personalized recommendations” and choosing “satisfied 

with product information function” for question 15. 

Correlation matrix between personalized product/service recommendation and Q15(b) 

 Q15b. Are you satisfied with the Apple Premium   

Resellers’ product/service information? 

Q17a.Personalized product/service recommendation -0.168* 

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

Figure 25 – Correlation matrix between Q17(a) and Q15(b) 

This interesting result demonstrates that the customers, who are not very satisfied with the 

current information displayed on the websites, have a very strong preference towards “per-

sonalized product/service recommendations”. Companies should pay more attention to 

those unsatisfied customers by offering more individually-needed help to fulfill their needs.  

Results: Majority of Swedish Apple Premium Resellers’ current customers are very willing 

to receive “personalized product/service recommendations” and such service can increase 

customers’ satisfaction.   

To conclude briefly, according to the empirical statistics and inferential analysis, the applica-

tions of Anderson’s three rules (chosen by authors) discussed above can create a higher 

customer satisfaction towards online marketing communications. Educating customers to 

visit websites more often, improving “Communication” function, improving the websites 

in general and send “personalized recommendations” follow the core thinking of “com-

munication process”, hence, those three rules of the Long Tail can add value to the online 

marketing communications between Swedish Apple Premium Resellers and their custom-

ers. 
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5.1.2  Yoshihiro Sugaya: The Long Tail of customers 

As referred in the frame of reference section, the term “the Long Tail of customers” was 

used by Sugaya (2006), who suggested that “the Long Tail of products or services” may 

cause a large burden to most businesses and therefore, most companies should use the 

Long Tail strategy to attract customers and build their loyalty instead. For this purpose, dif-

ferent techniques were introduced by Sugaya. The following paragraphs analyzed the feasi-

bility of two techniques in order to conclude whether the applications of “the Long Tail of 

customers” can also add value to the online marketing communications between Swedish 

Apple Premium Resellers and their customers.  

Communicate directly with customers through online blogs 

By using this online marketing technique, companies become more active in the two-way 

flow of communication process. Traditionally, companies sent out messages through dif-

ferent communication channels such as company websites, advertisements or e-mails and 

then waited for feedbacks from the customers passively. The waiting period for customers’ 

feedbacks was very long in many cases. However, by searching out customers’ online blogs 

that outlined the information regarding the company and/or its products and services, the 

corresponding company can react to customers’ blog reviews, comments or questions 

much quicker. Therefore, the online marketing communications process becomes more ef-

ficient. Moreover, company’s timely reaction impresses the blogger and other blog viewers, 

therefore, it increases the company’s image among Internet users. Thus, the online market-

ing communications process becomes more effective as well. 

From the statistical aspect, question 11c shows that 242 respondents in total answered this 

question and among them at least 75% of the respondents rated 4 or above to this ques-

tion, which means that the majority thinks “More interaction with companies” is a very 

important online shopping characteristic. This result confirms that customers do have a de-

sire of “more interaction with companies” in reality. In addition, as known from question 

16, quite many customers do not know the presence of Swedish Apple Premium Resellers’ 

websites yet. Direct communication through online blogs can also informs customers 

about the companies’ websites and therefore, helps companies to apply other marketing 

strategies through their websites. This also makes online marketing communications pro-

cess more efficient (appendix 8).  
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Results: To summarize, direct communication with customers through online blogs can 

make online marketing communications more effective and efficient and thus, can make 

customers more satisfied.  

Personalized e-mails and e-magazines 

Sugaya (2006) suggested that companies should send personalized e-mails and e-magazines 

instead of mass e-mails and e-magazines. The reasons are well explained in the previous 

frame of reference section. Because customers’ opinion about receiving “personalized e-

mails and e-magazines” was one of the premises to apply “Share information” – one of the 

three Long Tail rules has been analyzed already. Hence, authors do believe that repeating 

tests are unnecessary.  

5.2  Research question two 

Can improved online marketing communication enhance the e-loyalty of Apple 

Premium Resellers’ customers in Sweden?  

 

 

 

 

 

 

 

Figure 26 - Research Question 2 (Authors’ elaboration) 

Research question 2 investigates the connection between online marketing communications 

and the e-loyalty. To do so, the data from questions 9 to 21 in the main questionnaire was 

taken into a further consideration as the questions-related themselves were initially com-

posed to explore the effects of different factors on e-loyalty of Apple Premium Resellers’ 

customers in Sweden. Especially the questions from 19 to 24 in the main questionnaire was 

highly emphasized on the content of loyalty. Therefore, after testing questions 19, 20 and 

21 in advance, two groups were distinguished, namely: very loyal customers group – the re-

spondents, who “always visit Apple Premium Resellers’ websites before purchasing Apple 

related products”, “said good things about the website” and “will repurchase again” and less 

loyal customers group – the respondents, who “will not repurchase again”. Hence, further in-

Online marketing 
communication 

E-loyalty 
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vestigation was conducted in terms of difference between the group of very loyal custom-

ers and the group of less loyal customers. The research question two was answered by the 

support of descriptive statistics and inferential statistics as well as the antecedents of e-

loyalty (8Cs) previously mentioned in the Frame of Reference section.  
 
Customization 

From the main questionnaire, question 9 – customers’ preference of receiving e-mails and 

question 17 (a) – customers’ choice of necessary improvement were selected for customiza-

tion. After testing question 9, it became clear that the majority of respondents, regardless of 

very loyal or less loyal, favored receiving personalized e-mails according to their prefer-

ences over mass-emails. To be in detail, 82% of very loyal customers liked to receive tai-

lored e-mails compared to 80% of less loyal customers.  

Statistically, the result was showed to be significant (ρ =0.041), thus one can argue that 

there is a significance in terms of e-mail preference between very loyal and less loyal cus-

tomers.  

Which one do you prefer? Loyal and less loyal customers 

  Less loyal customers Very loyal customers Total 

Q9. Which one do 

you prefer? 

Personalized 

emails 
25 33 58 

Mass emails 12 6 18 

 Total 37 39 76 

             Pearson Chi-Square χ2 
0.041 

Figure 27 – Cross-Tab analysis between Very loyal and Less loyal customers (Question 9) 

Regarding question 17 (a), just 32% of very loyal customers chose personalized prod-

uct/service recommendation as a necessary improvement for Apple Premium Resellers 

compared to 60% of less loyal customers (appendix 5.1). 

Result: Very loyal customers are already satisfied with the current operation of Apple 

Premium Resellers. However, a significant size of Apple Premium Resellers’ customers 

needs tailored product/service recommendations from the companies’ side.  
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Contact interactivity 
 
This part concerns question 13 – customers’ satisfaction of Apple Premium Resellers’ cus-
tomer service as well as question 15 (d) and (f) – customers’ satisfaction of website func-
tions. By following the same reasoning in research question one, the hypothesis will be as 
below: 

H0: Loyal customer = Less loyal customer  H1: Loyal customer ≠ Less loyal customer   

 

The null hypothesis being there is no difference between very loyal customers and less loyal 

customers, whereas the opposite hypothesis being there is a difference.  

ANOVA table for Very loyal and Less loyal customers 

  Sumf of Squares df Mean square F Sig 

Q13. Are you satisfied 

with Apple Premium 

Resellers’ customer 

service? 

Between 

Groups 
16.687 1 16.687 22.928 0.000 

Within 

Groups 
54.586 75 0.728   

Total 71.273 76    

Q15d. Are you satis-

fied with the Apple 

Premium Resellers’ 

communication? 

Between 

Groups 
7.412 1 7.412 9.230 0.004 

Within 

Groups 
44.167 55 0.803   

Total 51.579 56    

Q15f. Are you satisfied 

with Apple Premium 

Resellers’ online 

event/promotions? 

Between 

Groups 
6.483 1 6.483 7.878 0.007 

Within 

Groups 
46.086 56 0.823   

Total 52.569 57    

Figure 28 – ANOVA table for Very loyal and Less loyal customers (Questions 13,15d & 15f) 

Since all three questions turned out to be significant, one can reject the null hypothesis. 

Based on the inferential statistical data for question 13, it is significant (ρ =0.00) that very 

loyal customers were more satisfied with Apple Premium Resellers’ customer service than 

less loyal customers were (appendix 3.2). 
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Regarding question 15 (d) and (f), very loyal group was more satisfied with companies’ 

communication and online events (e.g. sale) of web functions than less loyal group (ρ 

=0.007, appendix 3.3). By looking at descriptive data, the corresponding website functions 

showed highest results among the least satisfied customers.  

Result: Apple Premium Resellers’ less loyal customers expect better interactive and com-

municative websites from their product/service providers.  

Cultivation 

Question 17 (c) – customers’ choice of necessary improvement was analyzed in this part. 

Interestingly, both very loyal and less loyal groups equally selected the given choice. In oth-

er words, 22% of very loyal and less loyal customers saw personalized news update as a 

necessary improvement.  

Very loyal and Less loyal customers that prefer personalized update news 

  Less loyal customers Very loyal customers Total 

17c. Personalized up-

date news 

Others                    31 31 62 

Chosen 6  9 15 

 Total 37 40 77 

             Pearson Chi-Square χ2 
0.487 

Figure 29 – Cross-Tab analysis between Very loyal and Less loyal customers regarding (Question 17b) 

Result: Currently, more than 80% of Apple Premium Resellers’ customers in general are 

satisfied with how they receive updated news or information. 

 
Care 
Question 13 – customers’ satisfaction of Apple Premium Resellers’ customer service, ques-

tion 15 (h) – customers’ choice of website improvement and question 17 (b) – customers’ 

choice of necessary improvement were chosen for this part. According to the final result 

from question 13, it was concluded that very loyal customers are more satisfied of Apple 

Premium Resellers’ customer service than less loyal customers (appendix 3.2). In terms of 

descriptive data, question 15 (h) was valued the highest among very loyal customers (ap-

pendix 7.1). Speaking of question 17 (b), 37% of very loyal group considered personalized 

after sale service as a needed improvement in contrast to 44% of less loyal group (appendix 

5.1). 
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Result: Majority of Apple Premium Resellers’ customers are satisfied with the current after 

sale service. However, Apple Premium Resellers need to improve their post-purchase ser-

vice, which especially can be seen after the fact that the delivery function of the website 

was seen very important by very loyal customers.  

 
Community 

Question 17 (d) – customers’ choice of necessary improvement was discussed in this part. 

15% of very loyal group believed that company’s interaction with its customers through 

social media websites or blogs can be an essential improvement compared to 5% of less 

loyal group.  

Result: The sample size needed for this question was too small and therefore, was defined 

as insignificant (appendix 5.2) 

 

Choice 

This part looks at question 10 – whether customers purchase electronic products on the In-

ternet and question 12 – customers’ satisfaction of Apple Premium Resellers’ product of-

fers. Question 10 indicated that 86% of very loyal customers purchase electronic products 

from e-retailers in comparison to 74% of less loyal customers (appendix 5.3 ). Based on the 

data from inferential statistics for question 12, it came to a conclusion that very loyal cus-

tomers were more satisfied with Apple Premium Resellers’ product offers than less loyal 

customers(ρ =0.000, appendix 3.5). 

Result: Less than 15% of Apple Premium Resellers’ very loyal customers do not purchase 

electronic products on the Internet. On the other hand, slightly over 25% of less loyal cus-

tomers do not purchase electronic products on the Internet and are currently dissatisfied 

with Apple Premium Resellers’ product offers.  

 
Convenience 

In this part, question 15 (b), (c), (e) and (g) were put together. Inferential data suggested 

that very loyal customers were more satisfied in all four categories than the other customers 

with ρ = 0.000 (appendix 3.4). However, descriptive data demonstrated that searching tool 

and online payment functions were evaluated higher among the least satisfied customers. 

The rest, product/service information and company information functions showed higher 

results among satisfied customers in general.   
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Result: Apple Premium Resellers’ less loyal customers are dissatisfied with the companies’ 

searching and online payment functions, which need to be improved and maintained along 

with other functions on the website.  
 
Character 

This part concerns question 15 (a). According to descriptive data, very loyal customers 

evaluated design of the website highest as one can see the distribution of very loyal cus-

tomers was skewed toward 4 and 5 (appendix 7.2).  

Result: Very loyal customers are more satisfied with the design of Apple Premium Re-

sellers’ websites than less loyal customers.  

 

In addition, according to inferential statistical data, it was clear that questions 19, 20 and 21 

showed a positive correlation with questions 14 and 15 (appendix 6). In other words, the 

general satisfaction of Apple Premium Resellers’ websites and their website functions has a 

positive correlation with the group of very loyal customers, meaning that the number of 

satisfied customers of Apple Premium Resellers increases or decreases with the quality of 

their websites in general and also specific functions within the websites. Furthermore, very 

loyal group contained a greater number of expert-level Internet users while less loyal 

groups showed a higher number of beginner-level Internet users as shown below 

 
How do you rate yourself as an Internet user? (Very loyal and Less loyal customers) 

  Less loyal customers Loyal customers Total 

Q4. How do you 

rate yourself as an 

Internet user 

Beginner 12 1 13 

Good 16 16 32 

Expert 9 23 32 

 Total 37 40 77 

  Pearson Chi-Square χ2 0.000 

Figure 30 – Cross-Tab analysis Very loyal and Less loyal customers (Internet using skills)  

As the ρ =0.000, there is a relation between the loyalty and the level of Internet using skills.   
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6 Conclusion  

From the findings of research question 1, it can be concluded that the application of the 

Long Tail strategy can create a higher customer satisfaction towards online marketing 

communications. 

On the one hand, by looking at Anderson’s perspective, such results as encouraging cus-

tomers to visit websites more often, improving communication functions, enhancing the websites in 

general and also sending personalized recommendations inevitably fulfill the core thinking of suc-

cessful communication process; hence, the Long Tail strategy can add value to the online 

marketing communications between Swedish Apple Premium Resellers and their custom-

ers. 

On the other hand, by looking at Sugaya’s perspective, communicating directly with cus-

tomers through online blogs, Swedish Apple Premium Resellers can make their online mar-

keting communications process more effective as well as more efficient and thus, make 

customers more satisfied. Personalized e-mails or e-magazines are proved to be preferred 

by Swedish Apple Premium Resellers’ customers and therefore, it also improves the online 

marketing communications process with their customers.  

By combining the conclusions of Anderson’s and Sugaya’s (original developers of the 

Long-Tail) research aspects, authors can conclude that the Long Tail strategy can add value 

to online marketing communications between Swedish Apple Premium Resellers and their 

customers. 

From the findings of research question 2, it can be concluded that online marketing com-

munications can enhance the e-loyalty of Apple Premium Resellers’ customers in Sweden 

when the customers are satisfied after three stages of purchasing process on the companies’ 

websites.  

Firstly, when potential customers of Swedish Apple Premium Resellers purchase products 

on the corresponding companies’ websites, their initial loyalty judgments are made based 

on fundamental functions of the websites. To be specific, potential customers are satisfied 

with Swedish Apple Premium Resellers’ websites when product and service information can be 

found effortlessly, searching tools are easily navigated and choice of products is abundant. Thus, 

those commercial websites that fulfilled the above characteristics may place a positive im-

age in customers’ mind. In the absence of such basic functions within their websites, Apple 
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Premium Resellers may lose their customers simply. Secondly, if customers decide to make 

a purchase and continue with further shopping process, Swedish Apple Premium Resellers’ 

websites should have well-organized, interactive customer service including after sale service. By 

maintaining during and post-purchasing services, Swedish Apple Premium Resellers can at-

tract a significant size of potential customers, who are willing to stay loyal to the corre-

sponding companies. Thirdly, as customers begin to show signs of loyalty towards compa-

nies, it became clear that they care less about major functions of the companies’ websites. 

Instead, loyal customers start shifting their attention to more detailed functions, such as the 

home delivery or design of the websites.  

Overall, the result from research question 2 can be concluded that the more satisfied the 

customers with Swedish Apple Premium Resellers’ commercial websites, the more loyal the 

customers to the company in the long-run. 

All-in-all, authors consider that the purpose of this research has been fulfilled as final con-

clusions have answered the research questions. In other words, the Long-Tail strategy can 

enhance e-loyalty by adding value to online marketing communications in the case of Ap-

ple Premium Resellers’ customers in Sweden. 

Further research 

Authors of this thesis consider that the purpose is fulfilled as final conclusions have an-

swered the research questions. However, authors are confident that a plenty of fascinating 

studies within this topic can be done in the future. By having the Long-Tail business strate-

gy as a core focus, this research has been conducted by taking two specific topics – online 

marketing communications and e-loyalty – into consideration. For further research, for in-

stance, one can test if other customer relationship topics, can be benefited from the appli-

cation of Long-Tail business strategy. Or else, one can investigate if other “Marketing Mix” 

parts can be “mixed” with the Long-Tail effect.  

Moreover, this study has been applied in the case of specific Apple Premium Resellers. Au-

thors, however, do believe that the Long-Tail business strategy can be applied in any busi-

ness scenarios and thus, similar research can be conducted in the case of other businesses 

within the same industry or same geographical region. 

Lastly, this research has been conducted in Sweden. Therefore, similar studies can be ex-

perimented in any countries.  
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Appendix 1. Survey  

Appendix 1.1. English version 

1. Gender:                        Male    Female 

2. Age:   - 20  21-30  31-40  41-50  51 - 

3. Which one suits you?              Studying    Working     Others 

4. How do you rate yourself as an Internet user?     Beginner      Good       Expert 

5. Do you shop online?           YES    NO 

6. Do you visit commercial websites to get information?      YES    NO 

7. Do you receive commercial emails or E-magazines?       YES    NO 

8. Do you read all the commercial emails and E-magazines?      YES    NO 

9. Which one do you prefer?    

a. Mass emails/magazines with general information 

b. Personalized emails/magazines with customized information 

10. Would you shop electronic products online?       YES    NO 

11. Please rank the importance of following online shopping characteristics: 

1 means LEAST important & 5 means MOST  important 

Convenience            1   2   3   4   5 

Ex. Can shop at any time and get products delivered home  

Access to more information on stores’ websites       1   2   3   4   5 

Ex. More detailed product information on websites 

 More interaction with suppliers (stores)      1   2   3   4   5 

Ex. Possibility to leave comments and get feedback from customer services 

 Cheaper price         1   2   3   4   5 

 

More product or service options        1   2   3   4   5 

 

1 means least satisfied & 5 means most satisfied 

12. Are you satisfied with the products Apple Premium Resellers offer?  

1   2   3   4   5 

 

13. Are you satisfied with the customer services Apple Premium Resellers offer?  
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1   2   3   4   5 

 

If you have visited their websites for information or purchase MORE THAN ONCE, please Answer 13 – 
15 and Continue from 17 

If you have NOT visited or ONLY VISITIED ONCE of those websites, please Skip 14-15 and Con-
tinue from 16 

14. Are you satisfied with their websites generally?       1   2   3   4   5  

 

15. Are you satisfied with following functions of their websites?   

-- Design of the website            1   2   3   4   5 

-- Product (Service) information          1   2   3   4   5  

-- Product/Service Searching tools          1   2   3   4   5 

-- Communication (Leave messages or send emails through website)    1   2   3   4   5 

-- Company information            1   2   3   4   5 

-- Online Promotions/Events          1   2   3   4   5 

-- Online Payment function           1   2   3   4   5 

-- Delivery services            1   2   3   4   5 

 

16. Choose the reasons that you have not often visited their websites  

(Cross your choices, can be more than one) 

___ I don’t know they have websites 

___ I only go to stores to look for information 

___ I don't like the design of their websites 

___ I can’t find what I need on their websites 

 

17. Would you prefer the following improvements?  

(Cross your choices, can be more than one) 

___ Personalized Product/Service recommendations 

___ Personalized After Sales Service 

___ Personalized Update News/Information 

___ Company Blog where customers can communicate with supplier directly 

___ Smart phone APPs  

___ Better Online Payment Tools 
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18. From which sources did you hear about Apple Premium Resellers’ websites? 

___ Search engine 

___ Another website 

___ Newspaper/magazine article 

___ Friend or business associate 

___ Advertisement 

___ Don’t know/ don't remember 

___ Other 

 

19. When you want to buy Apple related products, do you always visit Apple Premium 
Resellers’ websites before making a decision? 

YES       NO 
 

20. Have you said positive things to others about Apple Premium Resellers’ websites?    

YES       NO 
 

21. Will you consider repurchasing from these Apple Premium Resellers?     

YES       NO 
 

22. Have you considered switching to other Apple resellers to purchase “Apple related 
products”?     

YES       NO 
 

23. Will you switch to other Apple resellers if they offer cheaper prices than the Apple 
Premium Resellers offer? 

YES       NO 
   

24. Do you think a good commercial website can increase your loyalty to the company? 

YES       NO 
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Appendix 1.2. Swedish version 

  

1 . Kön:      Man  Kvinna 

2. Ålder:                              - 20  21-30  31-40  41-50  51 - 

3. Sysselsättning:    Studerar Arbetar Annat 

4. Hur bra anser du att du är som internetanvändare?                                                                      

                                                                       Nybörjare Bra        Expert 

5. Shoppar du online?       Ja Nej 

 

6. Går du in på kommersiella websidor för att få information?  Ja Nej 

 

7. Får du reklam eller E-tidningar på din e-mail?    Ja Nej 

 

8. Läser du alla reklam och E-tidningar på din e-mail?   Ja Nej 

9. Vilken föredrar du? 

a. Mass e-mail/tidningar med generell information. 
b. Personaliserad e-mail/tidningar som är personligt anpassad. 

 

10. Skulle du köpa elektroniska produkter på nätet?   Ja Nej 

 

11. Var god och välj följande påstående från skala 1-5,  

där 1 är MINST viktig och 5 är MEST viktig 

Tillgänglighet:                                                                                            1   2   3   4   5 

Ex: Du kan köpa när du vill och får det hemlevererad 

Tillgång till mer information på företagets hemsida:                             1   2   3   4   5 

Ex: Mer detaljerad produktinformation 

Kundservice:                                                                                               1   2   3   4   5 

Ex: Har möjligheten att lämna kommentarer samt få hjälp av kundservicen 

Billigare priser:                                                                                           1   2   3   4   5 

Större utbud av produkter och service:                                                     1   2   3   4   5 
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Var god och markera ditt val på följande frågor, där 1 är MINST nöjda och 5 är MEST nöjda: 

12. Är du nöjd med de produkter som Apple Premium Resellers erbjuder? 

1 2 3 4 5 

13. Är du nöjd med den kundservice de erbjuder på Apple Premium Resellers? 

1 2 3 4 5 

Har du besökt Apple Premium Resellers websida för information eller handlat mer än 1 
gång, var god och svara på fråga 13 till 15, och sedan fortsätta med fråga 17.  

 

Har du inte besökt eller bara besökt Apple Premium Ressellers websida 1 gång, var god 
och hoppa över fråga 14 till 15 och fortsätt från fråga 16.  

 

14. Är du nöjd med deras websida? 

1 2 3 4 5  

15. Är du nöjd med följande funktioner på deras websida: 

Websidans design:    1 2 3 4 5 

Produkt/Service information:  1 2 3 4 5     

Sökverktygen för produkter/Service: 1 2 3 4 5 

Kommunikation:    1 2 3 4 5 

Ex: Lämna meddelanden eller skicka e-mail till deras websida 

Företagsinformation:   1 2 3 4 5 

Online erbjudanden/Event:   1 2 3 4 5 

Online betalningsfunktion:   1 2 3 4 5 

Hemleverans     1 2 3 4 5 

 

16. Välj följande anledningar till varför du inte/inte ofta har besökt deras websida (Mar-
kera ditt svar, det kan vara mer än ett svar) 

___ Jag visste inte att de hade en webbsida                                                                            

___ Jag går bara till butiker för att få information 

___ Jag tycker inte om deras design på deras webbsida 

___ Jag hittar inte det jag letar efter på deras webbsida 
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17. Välj följande förbättringar som du skulle vilja ha på deras webbsida  

(Markera ditt svar, det kan vara mer än ett svar) 

___ Skräddarsydda Produkter/Service 

___ Personligt efter service 

___ Skräddarsydda nyhetsuppdateringar/information 

____ Företagsblogg där kunder kan följa och kommentera 

____ Smart Phone Apps 

____ Bättre online betalningsvillkor 

 

18. Från vilka källor fick du höra om Apple Premium Resellers? 

 (Markera ditt svar, det kan vara mer än ett svar) 

___ Söktjänster 

___ Annan webbsida 

___ Tidningar/magasinartiklar 

___ Bekanta 

___ Reklam 

___ Vet ej/Kommer ej ihåg 

___ Annat 

 

19. Kollar du alltid upp med Apple Premium Reseller webbsida innan du köper Apple-
produkter?   

Ja Nej 

20. Har du sagt positiva kommentarer till andra om Apple Premium Resellers webbsida?  

Ja Nej 

21. Kan du tänka dig att handla hos Apple Premium Resellers igen?  

Ja Nej 

 

22. Har du funderat på att besöka andra Apple återförsäljare för att handla Apple   relate-
rade produkter? 

Ja Nej 
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23. Kan du tänka du att byta till andra Apple återförsäljare ifall de erbjuder en billigare 
pris? 

Ja Nej 

24. Tycker du att en kommersiell webbsida kan öka din kundlojalitet? 

Ja Nej 

TACK FÖR DIN MEDVERKAN!  
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Appendix 2: ANOVA 

Appendix 2.1 Between gender (Q14 and Q15b) 

Gender  Sumf of Squares df Mean square F Sig 

Q14. Are you satisfied 

with Apple Premium 

websites generally? 

(Q15b. Are you satisfied 

with the Apple Premium 

Resellers product/services 

information?) 

Between 

Groups 

5.825 

(11.358) 

1 

(1) 

11.358 

(11.358) 

4.702) 

(8.373) 

0.031 

(0.004) 

Within 

Groups 

291.170 

(252.302) 

235 

(186) 

1.239 

(1.356) 

  

Total 

296.996 

(263.660) 

235 

(187) 

   

Note: Value in brackets are from Q15b 

Appendix 2.2 Social Status with Bonferroni adjustment (Q14 & Q15b)  

Note: * The mean difference is significant at the 0.05 level, values for Q15b is in the bracket 

Q14. Are satisfied with Apple Premium Resellers websites generally? 
(Q15b. Are you satisfied with Apple Premium Resellers product/service information?) 

  

95% Confidence Interval 

(I)Social 
status 

(J)Social 
status 

Mean di-
iference (I-J) 

Std.error Sig. 
Lower 
Bound 

Upper 
Bound 

Studying Working 

 
0.462* 

 
(0.698*) 

 

     0.151 
 

(0.173) 

     0.007 
 

(0.000) 

      0.10 
 

(0.28) 

 
0.82 

 
(1.12) 

 

 Other 

 
1.100* 

 
(1.351*) 

 

 
0.199 

 
(0.229) 

 
0.000 

 
(0.000) 

 
 0.62 

 
(0.80) 

 
1.58 

 
(1.90) 

Working Studying 

 
-0.462* 

 
(0.406*) 

 

 
0.151 

 
(0.173) 

 

      0.007 
 

(0.000) 

 
-0.82 

 
(-1.12) 

 

       0.10 
 

(-0.28) 

 Other 

 
0.638* 

 
(0.515*) 

 
0.200 

 
(0.234) 

 
0.005 

 
(0.018) 

 
 0.16 

 
(0.09) 

 
1.12 

 
(1.22) 

Other Studying 

 
-1.100* 

 
(-1.351*) 

 
0.199 

 
(0.229) 

 

 
0.000 

 
(0.000) 

 
-1.58 

 
(-1.90) 

 
-0.62 

 
(-0.80) 

 Working 

 
-0.638* 

 
(-0.653*) 

 

 
0.200 

 
(0.234) 

 
0.005 

 
(0.018) 

 
-1.12 

 
(-1.22) 

 
-0.16 

 
(-0.09) 
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Appendix 2.3 Age groups with Bonferroni adjustment (Q14&15b)  

Q14. Are satisfied with Apple Premium Resellers websites generally? 
(Q15b. Are you satisfied with Apple Premium Resellers product/service information?) 

  

95% Confidence Interval 

(I)Age (J)Age Mean diiference (I-J) Std.error Sig. Lower Bound Upper Bound 

20 below 21-30 

 
-0.395 

 
(-0.406) 

 

     0.207 
 

(0.246) 

     0.581 
 

(1.000) 

     -0.98 
 

(-1.11) 

 
0.19 

 
(0.29) 

 

 31-40 

 
0.032 

 
(0.110) 

 

 
0.240 

 
(0.292) 

 
1.000 

 
(1.000) 

 
-0.65 

 
(-0.72) 

 
0.71 

 
(0.94) 

 41-50 

 
0.964* 

 
(1.045*) 

 

     
     0.300 

 
(0.344) 

 
0.015 

 
(0.028) 

 
0.11 

 
(0.07) 

 
1.82 

 
(2.02) 

 51 above 

 
1.280* 

 
(1.281*) 

 

    0.296 
 

(0.339) 

   0.000 
 

(0.002) 

        0.44 
 

 (0.32) 

       2.12 
 

(2.24) 

21-30 20 below 

 
0.395 

 
(0.406) 

 

 
0.207 

 
(0.246) 

 

   0.581 
 

(1.000) 

 
-0.19 

 
(-029) 

 

      0.98 
 

(1.11) 

 31-40 

 
0.428 

 
(0.515) 

 
0.174 

 
(0.215) 

 
0.146 

 
(0.175) 

 
-0.06 

 
(-0.10) 

 
0.92 

 
(1.13) 

      41-50 

 
1.359* 

 
(1.451*) 

 

 
0.250 

 
(0.282) 

 

  0.000 
 

 (0.000) 

        0.65 
 

(0.65) 

        2.07 
 

(2.25) 

 51 above 
              1.675* 

 
(1.686*) 

 
0.244 

 
(0.275) 

 

   0.000 
 

 (0.000) 

        0.98 
 

(0.91) 

        2.37 
 

(2.47) 

31-40 20 below 

 
-0.032 

 
(-0.110) 

 
0.240 

 
(0.292) 

 

 
1.000 

 
(1.000) 

 
-0.71 

 
(-0.94) 

 
0.65 

 
(0.72) 

 21-30 

 
-0.428 

 
(-0.515) 

 

 
0.174 

 
(0.215) 

 
0.146 

 
(0.175) 

 
-0.92 

 
(-1.13) 

 
0.06 

 
(0.10) 

 41-50 

 
0.932* 

 
(0.935*) 

 

 
0.278 

 
(0.323) 

 
0.009 

 
(0.042) 

 
-1.72 

 
(0.02) 

 
-0.14 

 
(1.85) 

 51 above 
 

1.248* 
 

0.273 
 

0.000 
 

0.47 
 

2.02 
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(-1.171*) 

 

 
(0.316) 

 
(0.003) 

 
(0.27) 

 
(2.07) 

41-50 20 below 

 
-0.964* 

 
(-1.045*) 

 

 
0.300 

 
(0.344) 

 
0.015 

 
(0.028) 

 
-1.82 

 
(-2.02) 

 
-0.11 

 
(-0.07) 

 
 

21-30 

 
-1.359* 

 
(-1.451*) 

 
0.250 

 
(0.282) 

 
0.000 

 
(0.000) 

 
-2.07 

 
(-2.25) 

 
-0.65 

 
(-0.65) 

 

31-40 

 
 

-0.932* 
 

(-0.935*) 
 

 
0.278 

 
(0.323) 

 
0.009 

 
(0.042) 

 
-1.72 

 
(-1.85) 

 
-0.14 

 
(-0.02) 

 

51 above 

 
0.316 

 
             (0.235) 

   

 
0.327 

 
(0.365) 

 
1.000 

 
(1.000) 

 
-0.61 

 
(-0.80) 

 
1.24 

 
(1.27) 

51 above 

20 below 

 
 

-1.280* 
 

        (-1.281*) 
 

      
0.296 

 
(0.339) 

 
0.000 

 
(0.002) 

 
-2.12 

 
(-2.24) 

 
-0.44 

 
(-0.32) 

 

21-30 
 

-1.675* 
 

 
0.244 

 

 
0.000 

 

 
-2.37 

 

 
-0.98 

 

  
 

 
(1.686*) 

 
(0.275) (0.000) (-2.47) (-0.91) 

 

31-40 

 
-1.248* 

 
(-1.171*) 

 

     0.273 
 

(0.316) 

      0.000 
 

(0.003) 

     -2.02 
 

(-2.07) 

     -0.47 
 

(-0.27) 

 

41-50 

 
-0.316 

 
(-0.235) 

 

    0.327 
 

(0.365) 

      1.000 
 

(1.000) 

      -1.24 
 

(-1.27) 

       0.61 
 

(0.80) 

Note: * The mean difference is significant at the 0.05 level, values for Q15b is in the bracket 
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Appendix 3 Mann Whitney U test  

Appendix 3.1 Gender (Q14&Q15b) 

                       

Gender 
N Mean Rank 

Sum of 

Ranks 

Mann-

Whitney U 
Sig 

Q14. Are you satisfied 

with Apple Premium 

websites generally? 

(Q15b. Are you satisfied 

with the Apple Premium 

Resellers product/services 

information?) 

Female 

104 

(77) 

128.79 

(1) 

13394.50 

(11.358) 

5897.500 

(8.373) 

0.031 

(0.004) 

Male 

133 

(111) 

111.34 

(186) 

14808.50 

(1.356) 

  

Total 

237 

(188) 

235 

(187) 

   

Note: Value in brackets are from Q15b 

Appendix 3.2 Loyal and less loyal customers (Q13) 

 
Loyal and less loyal 

customers 
N Mean Rank 

Sum of 

Ranks 

Mann-

Whitney U 
Sig 

Q13. Are you satis-

fied with Apple Pre-

mium Resellers cus-

tomer service? 

 

Less loyal customers 37 28.80 1065.50 362.500 0.000 

Loyal customers 40 48.44 1937.50   

Total 77     

Appendix 3.3 Loyal and less loyal customers (Q15d & Q15f) 

 Loyal and less loyal 

customers 
N 

Mean 

Rank 

Sum of 

Ranks 

Mann-

Whitney U 
Sig 

Q15d. Are you satis-

fied with Apple Pre-

mium Resellers online 

communication? 

(Q15f. Are you satisfied 

with the Apple Premium 

Resellers online 

event/promotions?) 

Less loyal customers 

27 

(27) 

23.00 

(23.41) 

621.00 

(632.00) 

243.00 

(254.00) 

0.007 

(0.007) 

Loyal customers 

30 

(31) 

34.40 

(34.81) 

1032.00 

(1079.00) 

  

Total 

57 

(58) 

    

Note: Value in brackets are from Q15f 
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Appendix 3.4 Loyal and less loyal customers (Q15b,c,e,g) 

 Loyal and less 
loyal customers 

N Mean 
Rank 

Sum of 
Ranks 

Mann-Whitney 
U 

Sig 

Q15b. Are you satis-

fied with the Apple 

Premium Resellers 

Product/service in-

formation 

Less loyal 
customers 

27 19.50 536.50 148.500 0.000 

 
Loyal 
customers 

 
31 

 
38.21 

 
1184.50 

  

 
Total 

 
58 

    

Q15c. Are you satis-

fied with the Apple 

Premium Resellers 

website searching 

tools? 

Less loyal 
customers 

27 19.72 532.50 154.500 0.000 

 
Loyal 
customers 

 
31 

 
38.02 

 
1178.50 

  

 
Total 

 
58 

    

Q15e. Are you satis-

fied with the Apple 

Premium Resellers 

company infor-

mation on the web-

site? 

Less loyal 
customers 

27 2.30 602.00 224.000 0.001 

 
Loyal 
customers 

 
31 

 
35.77 

 
1109.00 

  

 
Total 

 
58 

    

Q15g. Are you satis-

fied with the Apple 

Premium Resellers 

online payment 

function? 

Less loyal cus-
tomers 

27 20.94 565.50 187.500 0.000 

 
Loyal custom-
ers 

 
31 

 
36.95 

 
1145.50 

  

 
Total 

 
58 

    

 

Appendix 3.5 Loyal and less loyal customers (Q12) 

 
Loyal and less loyal 

customers 
N Mean Rank 

Sum of 

Ranks 

Mann-

Whitney U 
Sig 

Q12. Are you satis-

fied with the prod-

ucts Apple Premium 

Resellers offer? 

 

Less loyal customers 37 29.42 1088.50 385.500 0.000 

Loyal customers 40 47.86 1914.50   

Total 77     
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Appendix 4 Kruskallis test  

Appendix 4.1 Age (Q14&Q15b) 

 Age N Mean Rank Chi-Square Sig. 

Q14. Are you satisfied with 

Apple Premium Resellers 

websites generally? 

 

(Q15b. Are you satisfied with 

the Apple Premium Resellers 

product/service information?) 

 
20 below 

 

28 
 

(22) 

114.93 
 

(93.89) 

48.348 
 

(38.629) 

0.000 
 

(0.000) 

 
 

21-30 
 

 
128 

 
(102) 

 
139.64 

 
(111.58) 

  

 
 

21-40 

 
44 
 

(31) 

 
115.83 

 
(90.11) 

  

 
 

41-50 

 
18 
 

(16) 

 
63.94 

 
(50.94) 

  

 
 

51 above 

 
19 
 

(17) 

 
45.45 

 
(41.82) 

  

 
 

Total 

 
237 

 
(188) 

   

Appendix 4.2 Social status (Q14&Q15b) 

 Social Status N Mean Rank Chi-Square Sig. 

Q14. Are you satisfied 

with Apple Premium 

Resellers websites gen-

erally? 

Studying 
101 

(85) 

138.29 

(114.69) 

24.703 

(29.130) 

0.000 

(0.000) 

Working 
95 

(72) 

112.91 

(84.24) 
  

(Q15b. Are you satisfied 

with the Apple Premium 

Resellers product/service in-

formation?) 

Other 
39 

(30) 

77.87 

(58.80) 
  

Total 
235 

(187) 
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Appendix 5 Crosstab chi-square 

Appendix 5.1 Loyal and less loyal customers (17a & 17b) 

  Less loyal customers Loyal customers Total 

17a. Personalized 

product/service rec-

ommendation 

        Others 

                   21 

                  (25) 

 27 

(25) 

48 

(50) 

        Chosen 

16 

                  (12) 

 13 

              (15) 

29 

(27) 
(17b. Personalized after 

sales service) 

 

Total 

37 

(37) 

40 

(40) 

77 

(77) 

  

           Pearson Chi-Square χ2 

0.331 

(0.642) 

Appendix 5.2 Loyal and less loyal customers (Q17d) 

  Less loyal customers Loyal customers Total 

 

Q17d.  Company 

Blog 

Others                   35 34 23 

Chosen 
2  6 53 

 Total 37 40 77 

             Pearson Chi-Square χ2 
0.168 

 

Appendix 5.3 Loyal and less loyal customers (Q10) 

  Less loyal customers Loyal customers Total 

Q10. Do you buy 

electronic products 

online? 

No                    19 5 23 

Yes 18  35 53 

 Total 37 40 77 

             Pearson Chi-Square χ2 
0.001 
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Appendix 6 Correlation Matrix 

 Q19. Do you always visit 

Apple Premium Resellers’ 

website before making a 

decision? 

Q20. Have you said posi-

tive things to others about 

Apple Premium Resellers 

websites? 

Q21. Will you consider 

repurchasing from these 

Apple Premium Resellers 

again? 

Q19. Do you always visit 

Apple Premium Resellers’ 

website before making a 

decision? 

1   

Q20. Have you said posi-

tive things to others about 

Apple Premium Resellers 

websites? 

0.395** 1  

Q21. Will you consider 

repurchasing from these 

Apple Premium Resellers 

again? 

0.100 0.223** 1 

Q14. Are you satisfied 

with Apple Premium Re-

sellers websites generally? 

0.365** 0.406** 0.245** 

Q15a. Are you satisfied 

with the design of Apple 

Premium Resellers web-

site? 

0.316** 0.328** 0.295** 

Q15b. Are you satisfied 

with the Apple Premium 

Resellers product/service 

information? 

0.335** 0.325** 0.223** 

Q15c. Are you satisfied 

with Apple Premium Re-

sellers website searching 

tools? 

0.321** 0.372** 0.192* 

Q15d. Are you satisfied 

with Apple Premium Re-

sellers online communica-

tion? 

0.174* 0.310** 0.116 

Q15f. Are you satisfied 

with Apple Premium Re-

sellers online 

event/promotions? 

0.121 0.257** 0.089 
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Q15g. Are you satisfied 

with Apple Premium Re-

sellers online payment 

functions? 

0.190* 0.237** 0.220** 

Q15h. Are you satisfied 

with Apple Premium Re-

sellers delivery service? 

0.337** 0.270** 0.170* 

Note: *. Correlation is significant at the 0.05 level (2-tailed) and **. Correlation is significant at the 0.01 level (2-tailed) 
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Appendix 7 Charts 

Appendix 7.1 Loyalty chart (Q15h) 

 

Appendix 7.2 Loyalty chart (Q15a) 
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Appendix 8 Frequency Table 

Gender 

Variable Frequency Percent 

Valid 

Female 113 44,7 

Male 139 54,9 

Total 252 99,6 

Missing System 1 ,4 

Total 253 100,0 

Age 

Valid 

20 below 30 11,9 

21-30 136 53,8 

31-40 44 17,4 

41-50 21 8,3 

51 above 21 8,3 

Total 252 99,6 

Missing System 1 ,4 

Total   253 100,0 

Occupation 

Valid 

Studying 110 43,5 

Working 96 37,9 

Other 44 17,4 

Total 250 98,8 

Missing System 3 1,2 

Total   253 100,0 

Internet using skills 

Valid 

Beginner 23 9,1 

Good 116 45,8 

Expert 113 44,7 

Total 252 99,6 

Missing System 1 ,4 

Total   253 100,0 

Q5. Do you shop online? 

Valid 

No 29 11,5 

Yes 223 88,1 

Total 252 99,6 

Missing System 1 ,4 

Total 253 100,0 

Q6. Do you visit website to get information? 

Valid 

No 59 23,3 

Yes 192 75,9 

Total 251 99,2 

Missing System 2 ,8 

Total 253 100,0 

Q7. Do you receive commercial or emails? Valid 
No 48 19,0 

Yes 203 80,2 
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Total 251 99,2 

Missing System 2 ,8 

Total 253 100,0 

Q8. Do you read all of them? 

Valid 

No 178 70,4 

Yes 66 26,1 

Total 244 96,4 

Missing System 9 3,6 

Total 253 100,0 

Q9. Which one do you prefer? 

Valid 

Personalized 
email 

192 75,9 

Mass email 51 20,2 

Total 243 96,0 

Missing System 10 4,0 

Total 253 100,0 

Q10. Do you buy electronic products online? 

Valid 

No 43 17,0 

Yes 203 80,2 

Total 246 97,2 

Missing System 7 2,8 

Total 253 100,0 

Q11 a. Please rank the importance of convenience 

Valid 

2 7 2,8 

3 44 17,4 

4 121 47,8 

5 72 28,5 

Total 244 96,4 

Missing System 9 3,6 

Total 253 100,0 

Q11 b. Please rank the importance of acess information 

Valid 

1 1 ,4 

2 7 2,8 

3 38 15,0 

4 130 51,4 

5 66 26,1 

Total 242 95,7 

Missing System 11 4,3 

Total 253 100,0 

Q11 c. Please rank the importance of interaction with 
suppliers 

Valid 

1 1 ,4 

2 20 7,9 

3 37 14,6 

4 120 47,4 

5 64 25,3 

Total 242 95,7 
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Missing System 11 4,3 

Total 253 100,0 

Q11 d. Please rank the importance of cheaper price 

Valid 

2 6 2,4 

3 31 12,3 

4 108 42,7 

5 98 38,7 

Total 243 96,0 

Missing System 10 4,0 

Total 253 100,0 

Q11 e. Please rank the importance of goods variety 

Valid 

1 1 ,4 

2 43 17,0 

3 54 21,3 

4 98 38,7 

5 47 18,6 

Total 243 96,0 

Missing System 10 4,0 

Total 253 100,0 

Q12. Are you satisfied with what Apple Premium Re-
sellers offer? 

Valid 

1 3 1,2 

2 27 10,7 

3 59 23,3 

4 112 44,3 

5 42 16,6 

Total 243 96,0 

Missing System 10 4,0 

Total 253 100,0 

Q13. Are satisfied with Apple Premium Resellers cus-
tomer service? 

Valid 

1 23 9,1 

2 61 24,1 

3 66 26,1 

4 68 26,9 

5 19 7,5 

Total 237 93,7 

Missing System 16 6,3 

Total 253 100,0 

Q14. Are you satisfied with Applem Premium Resellers 
websites generally?    

Valid 1 23 9,1 

2 61 24,1 

3 66 26,1 

4 68 26,9 

5 19 7,5 

Total 237 93,7 
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Missing System 16 6,3 

Total 253 100,0 

Q15 a. Are you satisfied with the design of Apple Pre-
mium Resellers website? 

Valid 

1 22 8,7 

2 34 13,4 

3 53 20,9 

4 49 19,4 

5 27 10,7 

Total 185 73,1 

Missing System 68 26,9 

Total 253 100,0 

Q15 b. Are you satisfied with the Apple Premium Re-
sellers ' Product/service information? 

Valid 

1 23 9,1 

2 39 15,4 

3 53 20,9 

4 53 20,9 

5 20 7,9 

Total 188 74,3 

Missing System 65 25,7 

Total 253 100,0 

Q15 c. Are you satisfied with the Apple Premium Re-
sellers website searching tools? 

Valid 

1 23 9,1 

2 51 20,2 

3 61 24,1 

4 42 16,6 

5 10 4,0 

Total 187 73,9 

Missing System 66 26,1 

Total 253 100,0 

Q15 d. Are you satisfied with the Apple Premium Re-
sellers online communication? 

Valid 

1 24 9,5 

2 47 18,6 

3 62 24,5 

4 40 15,8 

5 6 2,4 

Total 179 70,8 

Missing System 74 29,2 

Total 253 100,0 

Q15 e. Are you satisfied with Apple Premium Resellers 
company information on the website? 

Valid 

1 21 8,3 

2 37 14,6 

3 62 24,5 

4 55 21,7 

5 7 2,8 

Total 182 71,9 

Missing System 71 28,1 
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Total 253 100,0 

Q15 f. Are you satisfied with Apple Premium Resellers 
online event/promotions? 

Valid 

1 12 4,7 

2 59 23,3 

3 57 22,5 

4 29 11,5 

5 5 2,0 

Total 162 64,0 

Missing System 91 36,0 

Total 253 100,0 

Q15g. Are you satisfied with Apple Premium Resellers 
online payment function? 

Valid 

1 8 3,2 

2 45 17,8 

3 54 21,3 

4 35 13,8 

5 22 8,7 

Total 164 64,8 

Missing System 89 35,2 

Total 253 100,0 

Q15h. Are you satisfied with Apple Premium Resellers 
delivery service? 

Valid 

1 4 1,6 

2 34 13,4 

3 53 20,9 

4 47 18,6 

5 26 10,3 

Total 164 64,8 

Missing System 89 35,2 

Total 253 100,0 

Q16a.  Why have you not/often visit APRs website?: 
Didnt know they have a website 

Valid Picked 35 13,8 

Not picked 218 86,2 

Total 253 100,0 

Q16b.  Why have you not/often visit APRs website?: 
Only go to stores to look for information 

Valid Picked 44 17,4 

Not picked 209 82,6 

Total 253 100,0 

Q16c.  Why have you not/often visit APRs website?: 
Don't like the design of their websites 

Valid Agree 28 11,1 

Not picked 225 88,9 

Total 253 100,0 

Q16d.  Why have you not/often visit APRs website?: 
Can’t find what I need on their websites 

Valid Picked 27 10,7 

Not picked 226 89,3 

Total 253 100,0 

Q17a. Would you prefer the following improvements:  
Personalized product/service recommendations 

Valid Picked 113 44,7 

Not picked 140 55,3 

Total 253 100,0 

Q17 b. Would you prefer the following improvements: Valid Picked 105 41,5 
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Personalized after sale service Not picked 148 58,5 

Total 253 100,0 

Q17 c. Would you prefer the following improvements: 
Personalized udate news/information 

Valid Picked 58 22,9 

Not picked 195 77,1 

Total 253 100,0 

Q17 d.  Would you prefer the following improvements: 
Company blogs 

Valid Picked 33 13,0 

Not picked 220 87,0 

Total 253 100,0 

Q17 e. Would you prefer the following improvements:  
Smart phone APPs 

Valid Picked 54 21,3 

Not picked 199 78,7 

Total 253 100,0 

Q17 f.   Better online payment tools 

Valid Picked 34 13,4 

Not picked 219 86,6 

Total 253 100,0 

Q18 a. Sources you heard about APRs: Search engine 

Valid Picked 82 32,4 

Not picked 171 67,6 

Total 253 100,0 

Q18 b. Sources you heard about APRs: Another website 

Valid Picked 35 13,8 

Not picked 218 86,2 

Total 253 100,0 

Q18 c. Sources you heard about APRs: Newspaper 

Valid Picked 39 15,4 

Not picked 214 84,6 

Total 253 100,0 

Q18 d. Sources you heard about APRs: Friend or Business 
association 

Valid Picked 79 31,2 

Not picked 174 68,8 

Total 253 100,0 

Q18 e. Sources you heard about APRs: Advertisments 

Valid Picked 36 14,2 

Not picked 217 85,8 

Total 253 100,0 

Q18 f. Sources you heard about APRs: dont know 

Valid Picked 19 7,5 

Not picked 234 92,5 

Total 253 100,0 

Q18 g. Sources you heard about APRs: other 

Valid Picked 43 17,0 

Not picked 210 83,0 

Total 253 100,0 

Q19. do you always visit Apple Premium Resellers’ web-
sites before making a decision? 

Valid 

No 152 60,1 

Yes 70 27,7 

Total 222 87,7 

Missing System 31 12,3 

Total 253 100,0 

Q20. Have you said positive things to others about Ap-
ple Premium Resellers’ websites?    

Valid 

No 146 57,7 

Yes 75 29,6 

Total 221 87,4 
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Missing System 32 12,6 

Total 253 100,0 

Q21.Will you consider repurchasing from these Apple 
Premium Resellers again?     

Valid 

No 37 14,6 

Yes 186 73,5 

Total 223 88,1 

Missing System 30 11,9 

Total 253 100,0 

Q22. Have you considered switching to other Apple re-
sellers to purchase “Apple related products”?     

Valid 

No 43 17,0 

Yes 182 71,9 

Total 225 88,9 

Missing System 28 11,1 

Total 253 100,0 

Q23. Will you switch to other Apple resellers if they of-
fer cheaper prices than the Apple Premium Resellers of-
fer? 

Valid 

No 13 5,1 

Yes 212 83,8 

Total 225 88,9 

Missing System 28 11,1 

Total 253 100,0 

Q24.Do you think a good commercial website can in-
crease your loyalty to the company? 

Valid 

No 74 29,2 

Yes 152 60,1 

Total 226 89,3 

Missing System 27 10,7 

Total 253 100,0 
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Appendix 9 Data Requirement Tables 

Appendix 9.1 Data Requirement Table 1 

Research question 1: Can the Long-Tail strategy add value to the online marketing communications between Apple Premium 
Resellers and their customers in Sweden? 

Type of research: Descriptive and wish to examine the differences between different groups of customers. 

Investigative questions Variable(s) required Detail in which data measured Included in questionnaire 

Are customers satisfied with 
Apple Premium Resellers’ 
commercial websites in gen-
eral? (Opinion) 

Opinion of customers to 
the general design of Apple 
Premium Resellers’ web-
sites. 

Rate the general design of their 
websites from 1 to 5.  

(1 means least satisfied, 5 means 
most satisfied) 

Question 14.  

Do customers feel that each 
function of the website per-
form well? (Opinion) 

Opinion of customers to 
the performance of website 
functions, such as prod-
uct/service info, comment 
board or searching tools. 

Rate the performance of each 
function from 1 to 5.  

(1 means least satisfied, 5 means 
most satisfied) 

Question 15.  

What are the reasons that 
some customers dislike or 
ignore Apple Premium Re-
sellers’ websites? 

(Behavior) 

What are the reasons that 
customer has not visited 
their sites often? 

Multi choices from: 

--I don’t know they have websites 

-- I only go to stores to look for 
information 

-- I don't like the design of their 
websites 

-- I can’t find what I need on their 
websites 

Question 16 

What are customers’ prefer-
ences towards a good online 
communication channel? 

Different online communi-
cation tools, which custom-
ers may prefer. 

--Personalized Product/Service 
recommendations 

-- Personalized After Sales Service 

--Personalized Update 
News/Information 

--Company Blog where customers 
can communicate with supplier di-
rectly 

--Smart phone APPs 

--Better Online Payment Tools 

Question 17 

What are ways of knowing 
Apple Premium Resellers’ 
commercial websites? 
(Behavior) 

Different channels where 
customers hear about the 
websites from. 

Search engine/ other web-
sites/newspaper/magazine/ 
friend/business associate/ Ad/ 
others 

Question 18.  

Do customers’ opinions 
differ depending on: 

   

Age 

Gender 

Current status (Attributes) 

Different age ranges; 

Different genders; 

Different status. 

Age below 20, 21-30, 31-40, 41-50, 
51 above; 

Male/ Female; 

Study/ Work/Others 

Question 1-3 
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Online surfing habits 

Online shopping habits 

(Behaviors) 

--Whether surf commercial 
sites; 

--Whether receive commer-
cial materials; 

--Whether shop online; 

--Whether shop electronic 
products online; 

--How do they value differ-
ent online –shopping char-
acteristics; 

--Preference of online 
commercial materials. 

 

--YES/NO (most questions) 

--Rank the importance of different 
online-shopping characteristics; 

--Choose whether to prefer mass 
commercial materials with general 
information or to prefer personal-
ized commercial materials with 
customized information. 

Question 4-11 

 

 

 

   

 

Appendix 9.2 Data Requirement Table 2 

Research question 2: Can improved online marketing communications enhance the e-loyalty of Apple Premium Resellers’ cus-
tomers in Sweden? 

Type of research: Descriptive and wish to examine the differences between different groups of customers and differences under 
different situations. 

Investigative questions Variable(s) required Detail in which data meas-
ured 

Included in questionnaire 

Are customers satisfied with 
Apple Premium Resellers’ 
products and services despite 
of their websites?  

(Opinion) 

--Whether customers are sat-
isfied with their products? 

--Whether customers are sat-
isfied with their services? 

Rate the performance of each 
function from 1 to 5.  

(1 means least satisfied, 5 
means most satisfied) 

Question 12-13 

Do customers feel that each 
function of the website per-
form well? (Opinion) 

Opinion of customers to the 
performance of website func-
tions, such as product/service 
info, comment board or 
searching tools. 

Rate the performance of each 
function from 1 to 5.  

(1 means least satisfied, 5 
means most satisfied) 

Question 15.  

What are customers’ prefer-
ences towards a good online 
communication channel? 

Different online communica-
tion tools, which customers 
may prefer. 

--Personalized Prod-
uct/Service recommendations 

-- Personalized After Sales 
Service 

--Personalized Update 
News/Information 

--Company Blog where cus-
tomers can communicate with 
supplier directly 

--Smart phone APPs 

--Better Online Payment 
Tools 

Question 17 
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Do customers use online 
communication channel to 
help them make purchase de-
cisions?  

(Behavior) 

Whether customers always 
visit Apple Premium Re-
sellers’ websites before mak-
ing purchase decisions? 

Yes 

No 

Question 19. 

Are customers showing loyal-
ty to Apple Premium Re-
sellers’ websites?  (Behavior) 

--Whether have said positive 
things about these websites?  

Yes 

No 

Question 20.  

Whether customers may be 
loyal to the company in dif-
ferent situations? 

(Behavior & Opinion) 

--Whether customers consid-
er repurchasing? 

--Have customers considered 
switching resellers? 

--Will customers switch to 
others if others offer cheaper 
prices? 

Yes 

No 

Question 21 

Question 22 

Question 23 

Is there a direct correlation 
between a good online com-
munication channel and high-
er customer loyalty  

(Opinion) 

Whether customers think a 
good commercial website can 
increase their loyalty to the 
company? 

 

Yes 

No 

Question 24.  

Do customers’ opinions 
differ depending on: 

   

Age 

Gender 

Current status (Attributes) 

Different age ranges; 

Different genders; 

Different status. 

Age below 20, 21-30, 31-40, 
41-50, 51 above; 

Male/ Female; 

Study/ Work/Others 

Question 1-3 

Online surfing habits 

Online shopping habits 

(Behaviors) 

--Whether surf commercial 
sites; 

--Whether receive commercial 
materials; 

--Whether shop online; 

--Whether shop electronic 
products online; 

--How do they value different 
online –shopping characteris-
tics; 

--Preference of online com-
mercial materials. 

 

--YES/NO (most questions) 

--Rank the importance of dif-
ferent online-shopping char-
acteristics; 

--Choose whether to prefer 
mass commercial materials 
with general information or 
to prefer personalized com-
mercial materials with cus-
tomized information. 

Question 4-11 
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Appendix 10 Research Aproaches 

Emphasis of deductive approach Emphasis of inductive approach 

 Scientific principles 

 Moving from theory to data 

 The need to explain causal relationships 

between variables 

 The collection of quantitative data 

 The application of controls to ensure 

validity of data 

 The operationalization of concepts to 

ensure clarity of definition 

 A highly structured approach 

 Researcher independence of what is be-

ings researched 

 The necessity to select samples of suffi-

cient size in order to generalize conclu-

sions 

 Gaining an understanding of the mean-

ings humans attach to events 

 A close understanding of the research 

context 

 The collection of qualitative data 

 A more flexible structure to permit 

changes of research emphasis as the re-

search progresses 

 A realization that the researcher is part 

of the research process 

 Less concern with the need to general-

ize 

Table 1  – Saunders, Lewis & Thornhill (2007, p.120)  

Quantitative data Qualitative data 

 Based on meanings derived from num-

bers 

 Collection results in numerical and 

standardized data 

 Analysis conducted through the use of 

diagrams and statistics 

 Based on meanings expressed through 

words 

 Collection results in non-standardized 

data requiring classification into catego-

ries 

 Analysis conducted through the use of 

conceptualization 

Table 2 – Dey (1993); Healey & Rawlinson (1994, p.472) 
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