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Abstract 
This research paper will, based on the frame of references and through a quantitative study, 
describe how Generation Y prefers to communicate with customer service departments. The 
purpose is to help companies lower their expenses by focusing on one of the two traditional 
communication tools, telephone or e-mail.  

Since more knowledge can arouse new questions this study was executed with an abductive 
approach. After studying theories regarding Generation Y a hypothesis was created: Customers 
from Generation Y will choose e-mail rather than telephone, when they are in need of personal 
customer service from a company. A simulation is used to get a better understanding of social 
behaviour. In this case two scenarios was simulated to test the research hypothesis. In the first 
scenario, the customer needs to contact customer service because of an error the company had 
made. However, in the second scenario is the contact necessary because of a mistake done by the 
customer. In these scenarios the participants had to make a choice between telephone and e-mail. 
The reasons for two scenarios are founded on the hypothesis that Generation Y prefers e-mail as 
communication tool, regardless of the situation.  

In this quantitative study with Facebook as survey platform, two hundred fifty-nine answers were 
gathered. Out of these, two hundred twenty-five were respondents belonging to Generation Y. 
The data collected from this research was analysed and the result showed we could reject our 
hypothesis in scenario one. In this case it was significantly proved that members from 
Generation Y prefer telephone instead of e-mail when the company has made an error. In 
scenario two where the customer had made a mistake there was a slight tendency to choose 
telephone. However, this could not be significantly proved and therefore we could not reject our 
hypothesis. To further explore the respondents’ choices a comparison between scenario one and 
two was made. A cross-tabulation showed that more than fifty per cent of the respondents that 
chose telephone in scenario one changed their preferred communication tool in scenario two.  

Our research led to a conclusion that members of Generation Y do not have one communication 
tool they always prefer to use and their choice of communication tool is not based on the fact that 
they were brought up during the digital revolution. 
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Sammanfattning 
Den här kandidatuppsatsen kommer, med hjälp av en kvantitativ undersökning och tidigare 
studier, beskriva hur Generation Y föredrar att kommunicera med kundtjänstavdelningar. Syftet 
är att hjälpa företag att sänka sina kostnader genom att fokusera på ett av de två traditionella 
kommunikationsverktygen, telefon eller e-mail. 
 
Eftersom att mer kunskap ofta väcker fler frågor har den här undersökningen utförts med en 
abduktiv ansats. Genom att studera teorier om Generation Y skapades uppsatsens hypotes: 
Kunder från Generation Y kommer att välja e-mail istället för telefon när de behöver personlig 
hjälp från ett företags kundtjänst. Simulering används för att få en bättre förståelse för sociala 
beteenden. I det här fallet simulerades två scenarion för att testa undersökningens hypotes. I det 
första scenariot behöver kunden komma i kontakt med kundtjänst på grund av ett fel som 
företaget har orsakat. I scenario två är kontakten nödvändig på grund av ett misstag som kunden 
själv har gjort. I både scenarion måste undersökningsdeltagaren göra ett val mellan telefon och e-
mail. Två scenarion skapades tack vare uppsatsens hypotes att Generation Y föredrar e-mail som 
kommunikationskanal, oberoende av situationen. 
 
I den här kvantitativa undersökningen, med Facebook som undersökningsplattform, samlades 
tvåhundrafemtionio svar in. Av dem tillhörde tvåhundratjugofem respondenter Generation Y. 
Den insamlade datan analyserades och resultatet visade att undersökningens hypotes kunde 
förkastas i scenario ett. I det här fallet kunde det signifikant bevisas att medlemmar från 
Generation Y föredrar telefon istället för e-mail när företaget har gjort fel. Det var även i 
scenario två en liten tendens att fler väljer telefon istället för e-mail när de själva gjort ett misstag. 
Men skillnaden kunde inte signifikant bevisas vara korrekt och därmed kan hypotesen i detta fall 
inte förkastas. För att vidare undersöka respondenternas val utfördes en jämförelse mellan de två 
scenarierna. En korstabell visade att mer än femtio procent av de respondenter som valde telefon 
i scenario ett ändrade sitt val i scenario två.  
 
Vår undersökning ledde till slutsatsen att medlemmar från Generation Y inte har ett 
kommunikationsverktyg de alltid föredrar att använda och deras val av kommunikationskanal 
inte baseras på det faktum att de växte upp under den digitala revolutionen. 
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1. Introduction 
In chapter one reader is introduced to the subject and why it is interesting to investigate it. It 
begins with background information that leads to a problem discussion where the question why 
this subject is interesting will be answered. This is followed by a problem formulation that will 
culminate in the purpose and finally the thesis limitations are presented.  

1.1  Background 
In business society there has always been a focus on cost efficiency and how to make the most 
out of every dime (Duncan and Elliot, 2004). In managers search for ways to lower their 
expenses there is one important factor that can be forgotten, what their customers wants. When a 
company faces the harsh reality that cost reduction needs to be made, they should think twice 
before attacking the customer service departments (Forsyth, 1999; Solomon, 2012).  

  
“Many of the world’s most successful businesses provide terrific customer service”  (Branson, 

2012, p. 229). 
  

Abu-ELSamen, Akroush, Al-Khawaldeh and Al-Shibly (2011) and Branson (2012, ch. 53) points 
out the importance of great customer service and the value it brings to a company. Satisfied 
customers generate a positive word-of-mouth when they spread the words about the great 
support they gained from a company’s customer service. Excellent customer service is a cheap 
and effective marketing effort (Harris, 2007, ch. 1). To keep up with competitors, and the fast 
moving environment, companies try to cut their costs wherever possible (McGrath, 2009). Every 
part needs to be examined and evaluated, so that unnecessary cost factors can be diminished or 
completely removed (ibid.). One important thing to remember in the quest for cost efficiency is 
that cutting costs do not automatically leads to positive results (ibid.). Short-term thinking 
companies that are cutting costs in their customer service departments will in the end lose their 
customers and the profit that they generate (Solomon, 2012, p. 38; Weston, 2003).  
 
Customer service has always played a part in our history and it has evolved alongside the 
development in our society (Hayes & Dredge, 1998). Parts of the marketing strategy, such as 
pricing, product features and quality, have become homogenous (Abu-ELSamen, Akroush, Al-
Khawaldeh & Al-Shibly, 2011). Customers cannot distinguish products and services from each 
other since all companies appear to offer the same things (ibid.). However, customer service is 
one of few elements that still differentiate one company from another (ibid.).  
 
In order to provide a more customized service Harris (2007, ch. 1) wants companies to get to 
know their customers better. “A company can attract and retain customers by knowing and 
delivering what they want, when they want it, how they want it, making it easy and problem-free 
for customers to interact with the organisation” (Berndt, 2004, p. 19). Companies create 
customer groupings and one of the most common groupings is made after demographic 
similarities, (Harris, 2007, ch. 1).  
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A generation is a demographic group defined as people who share years of birth and has 
experienced the changes in society at the same stages in their lives (Kupperschmidt, 2000). 
Various generations need to be handled differently and companies need to use different 
communication methods to reach them (Glass, 2007). Even though researchers disagree 
regarding the age brackets generations should be divided in, there are four main generations: 
Veterans/Traditionalists, Baby Boomers, Generation X and Generation Y (Eisner, 2005; Evans, 
et al., 2008; Fretwell & Hannay, 2011; Glass, 2007; Kupperschmidt, 2000). 

 

Veterans/Traditionalists 1925-1940 

Baby Boomers 1941-1960 

Generation X 1961-1976 

Generation Y 1977-1994 
(Eisner, 2005; Evans, et al., 2008; Fretwell & Hannay, 2011; Glass, 2007; Kupperschmidt, 2000)  

  
Generation Y is known as digital natives since they grew up in an online environment  (Aquino, 
2012; Eisner, 2005). In December year 1990 the World Wide Web (also known as www) was 
introduced and made Internet available for private use. Thanks to this innovative technology new 
ways for human interaction were created (Milld, 2008). At this time members of generation 
Veterans had enjoyed some years as retired while Generation Y were still running around in their 
diapers, born to be online. According to Findahl (2012) ninety-two per cent of the Swedish 
population in the ages 16 – 24 use Internet on a daily basis. Meanwhile only twenty per cent of 
the Veterans are daily users. The large differences between generations usage of communication 
tools makes it necessary for company’s to have multiple tools available for their customers 
(Glass, 2007).  
 
Generation Y are described as emotionally needy (Crumpacker & Crumpacker, 2007; Fretwell & 
Hannay, 2011) and emotions affect how humans respond in different situations (Frijda & 
Mesquita, 1994; Bodenhausen, Kramer & Sheppard, 1994). Carstensen and Charles (2001) 
explain that younger adults have stronger reactions to incidents in their environment, than older 
adults.  
 
Since Generation Y will have a large impact on business and economics (Van de Bergh & Behrer, 
2011) they are a generation companies needs to raise their awareness about (Harris, 2007, ch. 1). 
It is valuable for companies to learn how they prefer to communicate to gain knowledge for 
future customer service improvements. 
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1.2 Problem Discussion 
The idea behind our paper arose when one of our friends needed to contact a company to get 
personal help to solve a problem. He chose to call the company and Josefin was surprised he did 
not send them an e-mail instead. Anna said she would also call them if she needed help. That is 
how the discussion regarding customer service started. We began to ask people in our 
surroundings how they would contact a customer service department to get help. There were 
clear disagreements concerning preferred communication tool. The discussions we had with our 
friends made us curious about customer service and our generation, Generation Y.  
 
In order to serve customers more appropriate Harris (2007, ch. 1) want companies to get to know 
them. Businesses group their customers after different characteristics and one common grouping 
is made after demographic similarities. Customers are linked together through demographic 
information such as similar age, income, education, stage in the family life cycle, mobility 
patterns and more (Harris, 2007). Generation Y is, according to Van de Bergh and Behrer (2011, 
ch. 1), one of the largest demographic groups and their impact on business and economics will 
continue to increase in the next three decades. Being one of the largest demographic groups with 
a large impact on business and economics (ibid.), Generation Y is a group that companies need 
to gain knowledge about and get to know better (Harris, 2007, ch. 1). Excellent customer service 
results in customer satisfaction, which is a key factor for long-term business prosperity (Abu-
ELSamen, Akroush, Al-Khawaldeh and Al-Shibly, 2011). An important factor, which 
contributes to customer satisfaction, is to gain knowledge about the company’s customers 
(Forsyth, 1999).  
 
Generation Y is known as digital natives since they grew up in an online environment with 
unlimited access to Internet (Aquino, 2012; Eisner, 2005). Much of their communication is 
performed online and they feel most comfortable interacting with others through digital 
communication channels, such as instant messaging and e-mails (Crumpacker & Crumpacker, 
2007; Fretwell & Hannay, 2011; Glass, 2007). They do not prefer talking to someone face-to-
face or through the telephone (ibid.). Meanwhile, a research made by Findahl (2012) shows that 
ninety-seven per cent of the Swedish population prefer to use the telephone as communication 
tool and Harris (2007, p. 77) say that a large amount of customer service interaction takes place 
by telephone. Although, Walsh and Godfrey (2000) explain that web-based contact with 
customers provides a substantial saving for companies, compared with telephone contact.  
 
Emotions are a phenomenon that changes people’s behaviour, according to Lench, Flores and 
Bench (2011).  Depending on a specific situation, the response is partially based on ones 
emotions (Frijda & Mesquita, 1994). It is shown in a previous research made by Carstensen and 
Charles (2001) that younger adults have a stronger reaction to situations in their environment 
than older adults. 
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There is a difference between what theories say about the population of Sweden’s 
communication habits and how Generation Y prefers to communicate. It is also explained that 
emotions affects how people react in different situations. There is an interest for companies to 
find out what communication tool the generation prefer and if they choose different means of 
communication depending on the situation. If e-mail is Generation Y’s choice, companies can 
save money by focusing less on telephone contact. Since it is according to Walsh and Godfrey 
(2000) cheaper with web-based contact. 
 
In this research paper our main focus is Generation Y’s choice of communication tool, based on 
their demographic similarities, which indicates that the majority of them will choose e-mail. 
Since theories also say our emotions affect our reactions in different situations, we decided to 
add this component to the research.   

1.3 Purpose 
The thesis will, based on the frame of references and through a quantitative study, explain how 
Generation Y prefers to communicate with customer service departments.  The purpose it to help 
companies lower their expenses by focusing on one of the two traditional communication tools, 
telephone or e-mail. It is important for companies to understand Generation Y because they are 
the next generation that will have a large economic impact on society. Understanding them can 
help companies with making the right decisions when it comes to cost reduction. With this 
research paper the goal is to add a piece in the Generation Y puzzle. 

1.4 Limitations 
The research is limited to communication between customer service departments and the 
Swedish Generation Y population. Thanks to the technological evolution there are multiple ways 
for customers to interact with companies and the significance of social medias and chat functions 
are increasing (Findahl, 2012). Social media communication is often public and our definition of 
personal customer service contact (see 1.5.2) is that the conversation is private. Therefore, social 
media communication is excluded. Although chat functions can be private and they fulfil our 
definition of personal customer service contact (see 1.5.2), they are also excluded from this 
research. Face to face communication is excluded because of the lack of technical tools involved 
in the interaction. Year 2012 telephone and e-mail were the two most common means of 
communication in Sweden (Findahl, 2012). Hence, they are the communication tools that will be 
examined in this thesis.  
 
The research paper will focus on the Swedish Generation Y population because they are a large 
demographic group that will have a large impact on business and economics in the next three 
decades (Van de Bergh & Behrer, 2011, chapter 1). They are also interesting to take a closer look 
at because they tend to react stronger than older adults in different situations (Carstensen & 
Charles, 2001) and the fact that they are emotionally needy (Crumpacker & Crumpacker, 2007; 
Fretwell & Hannay, 2011) may affect their choices more than the upbringing during the digital 
revolution (Aquino, 2012; Eisner, 2005).  
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2. Frame of References 
The frame of reference chapter will give the reader in depth knowledge about Customer Service 
and Generation Y. The chapter also addresses cost efficiency and the effect emotions have on a 
person’s action in different situations.  

2.1 Evolution in Customer Service 
The customer service part of the theory chapter is required so the reader will get an 
understanding of its development and how it have been affected by the evolution in our society. 
Customer service is a great marketing activity and if performed right, high customer satisfaction 
can be reached, leading to new customers and future revenue.  
  
The need and use of customer service, or customer interaction, is dated back to when we first 
started to buy products and use services provided by others (Castillo, 2012). Customer 
interaction is a better name for the type of service that was offered when stores and service 
locations arose, according to Castillo (2012). It was a face-to-face customer service that occurred 
when a customer entered a store (ibid.). Since then, the evolution in customer service has 
followed the development of new technologies in our society. Woods (1999) mean that it was 
during the 1950s companies started to realise that customers is more than just a mean for 
transactions. By investigating what customers’ want, organisations should develop their plans for 
future product and customer service improvements (Woods, 1999). 
  
Customer service has developed rapidly and many companies do not even call it customer 
service today, claims Dunham (2006). The service has gone from providing help and information 
to something more. Customers today expect more than just being helped with their problem, they 
want to feel satisfied. That is why it is important to provide the overall optimal customer 
experience (Abu-ELSamen, Akroush, Al-Khawaldeh & Al-Shibly, 2011), especially in a 
business environment where the competiveness is constantly increasing (Dunham, 2006). 
Customer satisfaction is an overall feeling of contentment a customer feel after interacting with a 
customer service department (Harris, 2007, ch. 1). To stay in the frontline Diether and Fähnrich 
(2007, ch. 1) expresses the importance of always improving the company’s services while 
fulfilling the customers’ needs and anticipations. “A company can attract and retain customers by 
knowing and delivering what they want, when they want it, how they want it, making it easy and 
problem-free for customers to interact with the organisation” (Berndt, 2004, p. 19). 
  
Customer service can be performed with many different tools and for an enormous number of 
reasons. Today, academics and researchers can agree upon one thing, the core of customer 
service is to add value for the customer (Abu-ELSamen, et al. 2011; Harris, 2007; Solomon; 
2012). According to Heskett et al. (1994) are customers highly value oriented defining values as 
“the results they receive in relation to the total costs” (Heskett et al., 1994, p. 166). Included in 
total cost is the price of the product and other costs that emerged when they acquire a service 
(ibid.). 
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The rapid development in technology has affected customer service operations and new 
information technologies have forever changed the interaction between companies and their 
customers (Armistead & Kiely, 2003; Burke, 2002; Froehle, 2006; Solomon, 2012). The 
telephone has been an appreciated communication tool for many years (Burke, 2002) and the 
preferred tool among the Swedish population (Findahl, 2012). E-mail is now the second most 
preferred way for Swedes to communicate with others (Findahl, 2012). However, since Internet 
was introduced, the attention has slightly shifted to other technologies, like instant messaging 
and e-mail (Burke, 2002; Froelhe, 2006). Dana Mattioli (2010) says “executives are paying more 
attention to customer service in an effort to increase sales and gain market share in the economic 
recovery” (Dana Mattioli, 2010, p. 1, ¶ 1). New technology is not only good from a customer 
management perspective, it also creates efficiencies to service providers (Walsh & Godfrey, 
2000). For instance, the cost of Web-based contacts provides a substantial saving compared with 
telephones (ibid.). 
  
Humans are not homogenous or uniform in character. According to Armisted and Kiely (2003) is 
the change in customer needs a factor that affects the delivery of services. Customers have 
different preferences and that is important knowledge for numerous reasons (ibid.). Froelhe 
(2006) argue its importance due to the significant role it has for making better operational 
decision on several levels, including future technology investments. Without research on what 
the customers prefer “organizational decisions is made without adequate information and 
understanding” (Froelhe, 2006, p. 7). If companies do not take this in consideration and make 
decisions before executing a proper research, it will have an impact on customer’s perception 
and satisfaction (Froelhe, 2006). “The balance of power has shifted. The customer reigns” 
(Walsh and Godfrey, 2000, p. 92). 
  
Arend (1992) explains that the best way to retain customers is to deliver high-class customer 
service. When products and services are getting more homogenous, customers have a hard time 
separating different products from each other (Abu-ELSamen et al., 2011). “[...] providing a 
product or service alone is not enough in today’s competitive environment” (Harris, 2007, p. 2). 
Customer service is a marketing activity that differentiates one company from another and can, 
according to Abu-ELSamen et al. (2011), create a competitive advantage. Heskett et al. (1994) 
indicates that when customer service is designed and delivered to meet targeted customer’s needs, 
the outcome is customer satisfaction. That creates loyal customers, leading to positive word-of-
mouth and repeat business. In the end, that generates revenue growth and profitability (ibid.). 
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2.1.1 Culture, technology and customer service 
Organizations use of technology to serve customers is growing and Parasuraman (2000) believes 
that people´s readiness to use these new technologies differs. Technology readiness is a factor 
that affects customer’s attitudes toward a service tool. Parasuraman (2000) defines technology-
readiness as people´s tendency “to embrace and use new technology for accomplishing goals in 
home life and at work” (Parasuraman, 2000, p. 308).  The influence of national culture is, 
according to Hofstede (1983), one key issue for organizations. Over the last decades it has 
become clearer that national and even regional culture is important and managements need to be 
aware of its importance when communicating with different cultures (ibid.). Hofstede (1983) 
wants to define culture as a collective mental programming, “it is that part of our conditioning 
that we share with other members of our nation, region or group […]” (Hofstede, 1983, p. 76). 
Hofstede (1983) presents four dimensions of national culture.  One of these can be used to 
explain a nations readiness to use new technologies - individualism versus collectivism. People 
in an individualist society tends to look after their own self-interests, meanwhile in collectivist 
societies the ties between individuals is very tight. In collectivist societies “everybody is 
supposed to look after the interest of his or her in-group and to have no other opinions and 
beliefs than the opinions and beliefs in their in-group” (Hofstede, 1983, p. 79). They are more 
inclined to follow their older relatives and do what they have always done, without questioning 
(ibid.). Tan et al. (1998) claims that people from an individualist country, like Sweden is more 
prone to use computer-mediated communication tools, since they are less afraid to do things in a 
new way. 
  
In 1976, Edward Hall coined the expressions high-context and low-context communication when 
explaining cultural differences influence on communication (Hall, 1976). The degree of context 
refers to how much people rely on other things than words to convey meaning. In some cultures 
what you do not say, for example body language, has more meaning than what you express in 
words (ibid.). Low-context cultures are, according to Demirci and Ersoy (2008), often also 
individualist societies where the need for nonverbal signals are less and people have an open and 
direct way to communicate with each other. Sweden is according to Hofstede (1983) an 
individualist society and Hooker (2003) claims that the country has a low-context 
communication culture. Ross (2001) implies that people from low-context cultures might feel 
more comfortable with using electronic communication tools because they require fewer 
nonverbal cues.  
  

 13 



2.2 Generation Y 
This part of the Frame of References chapter will introduce the reader to Generation Y and what 
characterizes the generation. Generation Y is one of the largest demographic groups with a big 
impact on business and economics. Because of their strong impact companies needs to gain 
knowledge about them to meet their needs in the most suitable way.  

2.2.1 General facts  
Generation Y is a demographic group normally born between 1977 and 1994 but the beginning 
and ending dates vary depending on different theories. The age brackets starts from year 1977 to 
1982 and ends between 1994 and 2003 (Shih & Allen, 2007). The generation has been given 
different names and are also known as the Net Generation, The Millenials, Me Generation and 
Nexters (Shaw & Fairhurst, 2008; Martin, 2005; Sweeney 2005). 

2.2.2 Characteristics 
Members of Generation Y are described as independent, confident and individualists (Martin, 
2005, Sayers, 2007). Since early age they have been told from both society and their parents that 
they can do anything they like and that they are special. The encouragements have given them a 
great confidence and a belief in succeeding in almost everything they do (Crumpacker & 
Crumpacker, 2007). But Crumpacker and Crumpacker (2007) also explain that Generation Y is 
being described as emotionally needy and high maintenance and they want constant feedback on 
their performances. Chen and Choi, (2008); Crumpacker and Crumpacker, (2007); Martin, 
(2005); Shaw and Fairhurst, (2008) all agree that Generation Y demand immediate gratification 
or else they get irritated. This is a result of overprotecting parents who have given them almost 
everything they wanted and satisfied all of their needs during their upbringing (Woodruffe, 2009). 
The parents of Generation Y are called Helicopter Parents (Van den Bergh & Behrer, 2011, ch. 
1; Woodruffe, 2009). The name Helicopter Parents refers to how they are hovering over their 
children, being overprotective and catering to all of their needs (Van den Bergh & Behrer, 2011, 
ch. 1). 
  
At work Generation Y demand constant change, they want to have a job where they can move 
from project to project and from position to position. A challenge for Generation Y’s employers 
is to customize their work tasks and schedules to fit their lives in the best possible way (Martin, 
2005). The generation is constantly searching for flexibility and freedom, at work, in school and 
in their private lives and achieving a work-life balance is highly sought after (Crumpacker & 
Crumpacker, 2007; Sweeney, 2005). If they had to make a decision between work and family, 
they would select family (Crumpacker & Crumpacker, 2007). This makes them less loyal to their 
employers than previous generations who would prioritize work (Crumpacker & Crumpacker, 
2007; Hannay & Fretwell, 2011).  
 
Generation Y are digital natives born in an online environment. They grew up during the Digital 
revolution and have always had the possibility to use the Internet (Aquino, 2012; Eisner, 2005). 
This has made them become multitaskers who consume 31 hours of media within a 24-hour 
period and they are spending more than 6 hours online every day (Eisner, 2005).  They are “[…] 
continually wired, plugged in, and connected to digitally streaming information, entertainment, 
and contacts” (Eisner, 2005, p. 6). Integrated technological devices have made it possible for 
them to always be online, be accessible and interact with others wherever they are. Not being 
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connected to any devices makes them feel bored, and it is in their natural habit to always be 
available (Van den Bergh & Behrer, 2011, ch. 1). 

2.2.3 Customers 
Much of Generation Y’s communication and search for information is made online using 
Facebook, Twitter, Google, Wikipedia and YouTube (Aquino, 2012).  The unlimited access to 
information has made them become very demanding and questioning (Shaw & Fairhurst, 2008). 
During their whole life they have been offered a wider range of products and services than any 
generation before them. Thanks to the technological development, improvements in offerings 
have constantly been able to be made. This has led to high expectations of obtaining improved, 
personalized and customized products and services. Not being offered a wide range of choices 
makes them disappointed and it is difficult for companies to meet the needs of Generation Y 
(Sweeney, 2005). Being the generation that is disloyal to brands makes them a challenge for 
companies to retain as customers. It is important for companies to create meaningful messages 
and marketing activities that catches their attention and give them something to talk about (Sebor, 
2006). Since this creates an urge for members of Generation Y to be a company’s customers 
(ibid.). 

2.2.4 Communication 
Generation Y prefer to communicate with others through e-mail and text messaging rather than 
face-to-face or by telephone (Crumpacker & Crumpacker, 2007; Fretwell & Hannay, 2011; Glass, 
2007). The more services that can be provided online by companies, the better it is (Sweeney, 
2005). It is important to be available in all different medias using the most comfortable way of 
communicating to meet their needs and keeping them satisfied to avoid losing them as customers 
(Cheese, 2007; Sebor, 2006; Sweeney, 2005). Sebor (2006) mentions in her article “Y me” how 
Generation Y are use to impersonal customer service. Having personal service is not the same as 
good service; they care more about a quick and effective response (ibid.). ”They are comfortable 
with communication technologies, don't want their hand held through the interaction, and want to 
get off the phone or computer as quickly as possible” (Sebor, 2006, p. 27). 

2.3 Cost efficiencies effect on customer service  
Due to the hard business climate with more competitors and scarcer resources cost efficiency is 
necessary today. This chapter gives a short presentation of why it is important to think long and 
hard before making cost reductions in the customer service departments. If wrong decisions are 
made, the urge to save money can actually lead to the loss of customers and revenue. 
  
McDowell (2010) say cost advantages is created by implementing a strategy that focus on 
making all parts of an organization more efficient. It has never been easy for companies to make 
ends meet and the need for cost reductions have always been essential (ibid.). Solomon (2010) 
characterizes a successful company with many attributes. One of these is to strive for cost 
efficiency but never at the customer’s expense. “Masterful companies understand where to make 
use of Lean-style systems and where they´re inappropriate” (Solomon, 2010, p. 38).  
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Duncan and Elliott (2004) studied the relationship between efficiency, financial performance and 
customer service. The study showed a positive correlation between customer service and 
financial performance. The correlation between efficiency and customer service was not as 
positive and strong.  This explains that increasing the efficiency in customer service does not 
lead to a higher financial performance. Focusing on improving customer service does. 
 
Tim McCormick (2009) presents the traditional method for cost reduction; companies need to 
think Value for money. The approach is to investigate the three E’s: economy, effectiveness and 
efficiency. In the efficiency area companies need to look at how they can increase the output, 
while decreasing the input (ibid.). However, “if cost reduction focuses on the features most 
valued by the customers, then failure is probable” (Tim McCormick, 2009, p. 22). 

2.4 The effect of emotions 
The research paper contains two different scenarios to test the generation’s choice of 
communication tool. Since Generation Y are said to be influenced by their emotions we created 
two slightly different scenarios, to test if they changed their mean of communication. This part of 
the theory chapter aims to explain how emotions affect how we react. 
 
Lench, Flores and Bench (2011) explain emotions as a phenomenon that changes the way people 
think, feel and behave. Emotions are complex parts of the process of interacting with the 
environment (Frijda & Mesquita, 1994). They are responses to what happens in the environment, 
mood responses caused by a specific situation (Frijda & Mesquita, 1994; Bodenhausen, Kramer 
& Sheppard, 1994). The different emotional states, anger, shame, happiness, guilt and other, 
each produce their own behavioural tendencies that Bondenhausen et al. (1994) claims result in 
distinctive responses. Frijda and Mesquita (1994) consider anger to be an emotion derived from 
an event caused by someone else, this may cause a response to retaliate. The one who is angry 
takes the position of power meanwhile the one who made an error feels guilt and shame (ibid.). 
Shame is an emotion humans want to avoid and we put a lot of effort in to preventing it from 
occurring, but when it do occur we lose status and power in a relationship (ibid.). According to 
Diener and Eid (2001) all emotions have a social function, for instance they affects the power 
relationship between persons involved in a situation. Various emotions lead to different 
consequences (ibid.).  
 
Frijda and Mesquita (1994) also explains the major social functions of emotions, the function to 
regulate the balance of power with the persons involved in a situation, “by threats of retaliation 
(as in anger) or by submissions and conformity (as through shame and guilt emotion)” (Frijda & 
Mesquita, 1994, p. 82). Emotions have another social function, they determines general patterns 
of social interaction, for instance if we feel guilt we tend to take a carefulness approach in regard 
to others (Frijda & Mesquita, 1994). 
  
Carstensen and Charles (2001) means that our culture and demographic affect how strongly we 
react in different situations. For instance, their research showed that younger adults have a 
stronger reaction than older adults, in situations that occur because of a fault someone else made. 
They believe that older persons have a greater understanding for the complexity and uncertainty 
of life and therefore are more forgiven (have a tendency for a lower reaction) than young adults 
(Carstensen & Charles, 2001).  
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3. Research hypothesis  
The theory chapter culminated into the research paper’s hypothesis;  

 
Customers from Generation Y will choose e-mail rather than telephone, when they are in need of 
personal customer service from a company. 
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4. Methodology 
In this chapter the research method is presented and why the chosen approach is appropriate to 
achieve the research objectives. The difference between quantitative and qualitative research 
approach is presented. Included is also the choice to use the descriptive method and the chapter 
is completed with a criticism of sources. 

4. 1 Approach 

4.1.1 Inductive, deductive and abductive approach 
According to Jacobsen (2002) you need to decide on one of two approaches, a deductive or 
inductive approach. With a deductive reasoning Jacobsen (2002) means that the researcher first 
gains general assumptions and after that investigate if they match reality. Jacobsen (2002) 
explains that the researcher gain assumptions and expectations from theories and by conducting a 
research determine if the assumptions were correct. An inductive reasoning is the opposite 
(Jacobsen, 2002), to execute the research without first examining what previous theories says. 
The researcher try to minimize the effect that preconceived thoughts may have on the results, an 
expectation and assumption free approach. Björklund and Paulsson (2012) claim there is a third 
approach, an abductive reasoning. Abductive reasoning is a combination of an inductive and 
deductive approach, which do not lock the researcher to use only a theory-to-empirical, or 
empirical-to-theory approach (Björklund & Paulsson, 2012; Patel & Davidsson, 2003). Patel and 
Davidsson (2003) explains that analyses in an abductive approach is a process where the 
researchers uses reasoning based on both empirical data and theory to answer questions. The 
answers lead to more questions and potentially a review of the theories. It is a process where 
theory and empirical material constantly evolves. The empirical and theoretical study is 
conducted in parallel since they are interdependent (ibid.). 
 
We chose the abductive approach since we want to be able to change the research paper as we 
proceed. Our feeling was that our subject continuously would arouse new questions and lead us 
into interesting paths. We did not want our predetermined approach to prevent us from 
investigating angles we might found exciting and interesting. 

4.1.2 Quantitative - qualitative 
Primary data can be collected either through a quantitative or qualitative research (Wild & 
Diggines, 2009). Clark-Carter (1997) explains a method as a systematic approach to a research. 
There are a wide variety of methods used for research and a main distinction is made between 
quantitative and qualitative methods (ibid.). A quantitative method is used when numerical 
measurement is required and with a qualitative approach verbal data, in terms of words, is being 
collected and analysed (ibid.). A quantitative method is, according to Jacobsen (2002), most 
suitable when the research is tried on a sample to make general assumptions of a population. 
 
For this thesis a quantitative research method was chosen. The choice was made because the 
research objective strives to make general assumptions. The purpose is to figure out which 
communication tool Generation Y prefers to use when interacting with customer service 
departments.   
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4.1.3 Research method 
The most commonly used research methods are descriptive and explanatory methods (Jacobsen, 
2002). Jacobsen (2002) means that it is a difference between describing something and 
explaining it. If you aim to investigate a subject thoroughly and gain knowledge about why 
something is the way it is, a descriptive method is preferred. Mattson and Örtenblad (2008) says 
an explanatory research method is used when the goal is to understand and explain how things 
relate to each other by investigating different variables.  
 
The research paper’s hypothesis is: customers from Generation Y will choose e-mail rather than 
telephone, when they are in need of personal customer service. It is an assumption of what 
communication tool this generation prefers. We aim to describe a potential correlation between 
Generation Y and one preferred communication tool. Therefore, the descriptive method is 
appropriate. 

4.2 Implementation  

4.2.1 Secondary data collection 
Secondary data is collected by someone else than the researcher with another purpose in mind 
(Stevens, Wrenn, Sherwood & Ruddick, 2006). According to Stevens et al. (2006) secondary 
data is equally important as primary data, even though the name suggests something else.  Before 
a primary data collection tool is built, the researcher needs to find relevant secondary data. 
Gathering previous data regarding the observed subject saves time and most importantly gives 
the researcher a solid base to build their own research upon (Stevens et al., 2006). Internet is a 
great platform where secondary data can be found and according to Stevens et al. (2006) is it a 
good place to find relevant information, especially regarding certain topics. On the premise it is 
not the only source for secondary data (Stevens et al. (2006).    
 
The research process started with books, articles and web pages being scrutinized to get the 
knowledge needed to create a primary data collection tool. Statistics regarding the demographic 
of Sweden and Swedes communication habits were also examined. The subjects viewed were 
Generation Y and customer service; they created the foundation that the simulations were 
founded upon. Because we were curious about how emotions affect people’s reactions and the 
goal is to help companies with there cost efficiency work, these areas were also viewed. To 
deepen our knowledge information regarding quantitative research methods was gathered. 
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4.2.2 Primary data collection  
Primary data has never been collected before and serve as a mean to address a specific problem 
(Wild & Diggines, 2009, ch. 4). Wild and Diggines (2009, ch. 4) explain that different types of 
primary data is important for different types of researches.   
 
For this thesis the primary data will be collected through a survey where the participants will be 
subject to a simulation. Their choice in a real-life experience is what is being tested. That choice 
will be analysed and compared against secondary data collected about how they should react. 
The problem that can occur is that the simulation will measure the wrong phenomena. To 
minimize the risk we tested the simulation on a focus group (see 4.4.1).  

4.2.2.1 Primary data collection tool: Simulation  
”[…] to plan future strategies managers can also make use of customer-service scenarios (Kiely 
et al., 2005) to increase their understanding of how different customer segments might react in 

typical service situations” (Armistead & Kiely, 2003, p. 168). 
 

One purpose of using simulation as research method is to get a better understanding of social 
behaviour (Gilbert & Klaus, 2005). To gain information on how to improve your business, 
simulation is a useful tool (Gilbert, 1999). “Building a model is a well-recognized way of 
understanding the world: something we do all the time, but which science and social science has 
refined and formalized” (Gilbert & Klaus, 2005, p. 2). A simulation is a type of modelling where 
the researcher according to Gilbert and Klaus (2005) creates scenarios and the participants 
provides the output. Their response is the result that will be analysed. 
 
The research is built on a three-step approach that is often used when executing a simulation 
(Goldspink, 2002). The first step is to create a model based on the existing hypothesis. Second, 
the simulation will be tried to test the validation of the collected data (ibid.). The last step is, 
according to Goldspink (2002) to carry out the tested simulation on the target group, in our case 
Generation Y. 
 
Two customer-service scenarios were simulated and the participants had to chose between using 
the telephone or e-mail. In the first scenario, the company had made a mistake and therefore the 
customer needed to seek help by contacting their customer service department. The second 
simulation was designed so that the customer needed to seek help because of a mistake he or she 
had made. Emotions are reactions to events that occur in our environment and they affect our 
behaviour (Bodenhausen, Kramer & Sheppard, 1994; Frijda & Mesquita, 1994; Lench, Flores & 
Bench, 2011). That is why we created two scenarios, to see if participants chose different 
communication tools depending on different situations.  

4.2.2.2 Research tool 
The research tool used was Enalyzer.com, it is an online survey tool which we connected with 
Facebook. We created a public event so that everyone who came across it could participate; the 
goal was to collect as many responses as possible.  
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4.2.3 Population 
The population investigated is Generation Y. The purpose is to discover which communication 
tool they prefer to use when they contact a companies customer service department. Data 
collected by Statistics Sweden (2012) shows that 2 233 104 of Sweden’s citizens were a part of 
Generation Y in year 2012, they represented almost one quarter (23,4%) of the total Swedish 
population. 

4.2.3.1 Sample 
Generation Y in Sweden consist of 2 233 104 people (Statistics Sweden, 2012). From the 
population a sample will be made (Jacobsen, 2002). The result from the sample is used to 
generalize the whole population (ibid.).  
 
A convenience sample is according to Jacobsen (2002) a sample where data is gathered from 
easy accessible participants and they can choose if they want to take part of the survey or not. 
One risk with a convenience sample is that samples who could have been relevant for the survey 
is excluded. The convenience sample is a nonprobability sampling method, and another risk with 
this type of method is that we can collect a systematically biased selection. It is only the persons 
that have access to the survey that can participate, so a large group of the population is excluded 
(Jacobsen, 2002). It is impossible to know how these groups may affect the outcome if they 
would have taken part of the survey (ibid.). Therefore, it is hard to generalize the sample to the 
population.  
 
Our sample is a convenience sample since the data was collected through Facebook. Facebook 
users were invited to participate in the simulation through a public event. A public event is a 
Facebook event where all our friends are invited and they can invite their friends, they can even 
share the event on their personal Facebook pages. This means that more people can see the 
survey and choose to participate. Public events on Facebook are a great way of reaching a wide 
range of participants and it can be compared to viral marketing. Viral marketing is a type of 
communication where people pass companies messages further on in their social networks 
(Dobele, Lindgreen, Beverland,  Vanhamme &  van Wijk, 2007).  
 
The choice to use a convenience sample is not recommended. But we chose to go through with 
this sample method anyway, thanks to the possibility of reaching a wide range of respondents 
through Facebook.  
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4.2.4 Response alternatives 
According to Jacobsen (2002) it is possible to have one response option where the respondents 
can write their own answer. It is especially important to have an open answer if you wish to 
capture all potential reasons. This makes it possible to seize all possible angles to why someone 
made the choice they did (ibid.). Jacobsen (2002) says open-ended answers should be 
categorised to make it easier to analyse them. 
 
We chose to have seven predetermined answers and the eighth answer was Other where the 
respondents got to type in their own opinion. The respondent could select up to three reasons 
they found applicable on their choice of communication tool. 

 

4.3 Criticism of sources  

4.3.1 Secondary data 
We are aware that some of our sources are web pages and the reliability of them can always be 
questioned. They have been used with precaution in the theory chapters and all of them have 
been viewed thoroughly to minimize reliability problems. We also know that some of the books 
were published more than thirty years ago. They are sources regarding general customer service 
and quantitative research methods and are not sources concerning Generation Y or technology 
evolutions affect on customer service. We consider their reliability to be high since the relevance 
of them has not changed; the history of customer service is still the same history. Parasuraman’s 
theories concerning customer service are old but well-known and referred to in newly published 
journals and books. So are also Hofstede’s and Hall’s scientific contributions. That is why we 
have chosen to keep these sources and considers them to be credible. 

 

Reasons for choosing e-mail  

I prefer to write to someone 

Cheapest 

I feel uncomfortable using the telephone 

Avoid telephone queue 

Avoid misunderstandings  

Save information  

Easiest way to get answer 

Other  

Reasons for choosing telephone 

I prefer talking to someone 

Cheapest 

I feel uncomfortable using e-mail 

Avoid waiting for answers  

Avoid misunderstandings 

Easiest to ask follow-up questions 

Easiest to get answers 

Other  
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4.3.2 Primary data: pitfalls 
A survey on Facebook may cause a biased result though a part of the population is not users of 
Facebook. According to Findahl (2012) research on Internet usage in Sweden, approximately 85 
per cent of Generation Y is active on Facebook and other social networks. We are aware that we 
exclude the part of Generation Y that does not use Facebook. The result of this study is therefore 
only applicable on the members of Generation Y that are Facebook members.  
 
Another risk with Facebook as survey platform is that our friends are the ones who get invited to 
the event. In an attempt to reach a wider audience we made the event public. We also pleaded to 
our friends to invite their friends and share the event in hope of reaching more people from the 
population. During the two weeks we had the survey active, we posted about the event on 
Facebook four times each to remind our friends and constantly encourage them to share the event 
and invite their friends.  
 
We are aware of the risks we are taking but we have decided to go through with the research on 
Facebook anyway. This was decided thanks to the high percentage of the population being active 
members on Facebook and our hope that our friends will help us spread the event.  

4.4 Validity and Reliability 
Information that is collected must fulfil two requirements, validity and reliability (Jacobsen, 
2002). With validity means that the research needs to measure what it intends to measure, and 
that the information can be used in other contexts.  With reliability means that the research can 
be trusted, it has been performed in a trustful way. If the research would be done again would it 
measure the same thing? If the answer is yes, the research is reliable (Jacobsen, 2002).  

4.4.1 Validity - Focus group 
According to Jacobsen (2002) is a focus group used to try the operationalization of a quantitative 
research. A focus group is also a good method to try the validity of the content in a research, do 
it measure what we want it to measure? A first step in reaching a high level of validity is when 
the focus group approves concepts and language used in the research (ibid). Goldspink (2002) 
created a three-step approach, which we chose to follow. Step two is to test the simulation to see 
the validity of the data. This approach ensures that the content measure what the research was 
supposed to measure.  
    
We created scenarios that were tested by a focus group to ensure the validity and reliability. The 
focus group gave feedback on how to improve the simulation and its design. Their contribution 
helped increase the validity and minimize the risk of a biased result because of misinterpretations.  
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5. Empirical material  
In this chapter the empirical data collected will be presented for the reader. To get a better 
overview the data is presented in tablets and diagrams.  
 
The data was collected during a two-week period and 259 responses were received. Of the 259 
survey participants, 225 respondents were in the age bracket 19-36 years old and formed our 
Generation Y sample. 
 

5.1 Age of Generation Y respondents

 

5.2 Gender 
53,8% of the respondents was females and 46,2% males.  

 

Gender Responses 

Females 121 (53,8%) 

Males 104 (46,2%) 

Total:  225 
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5.3 Educational level 
Regarding the highest level of education 1,3% replied elementary school, 23,6% upper 
secondary school, 19,6% one to two years of higher education and 55,6% had finished three or 
more years of higher education.  
 

Education Responses 

Elementary school 3 (1,3%) 

Upper secondary school 53 (23,6%) 

Higher education 1-2 years 44 (19,6%) 

Higher education 3+ years 125 (55,6%) 

Total: 225 

 
 

5.4 Occupation  
For main occupation 47,1% are employed, 46,2% studies higher education, 2,2% are upper 
secondary school student, 3,1% are unemployed and 1,3% are self-employed. 
 

Occupation Responses  

Employed 106 (47,1%) 

Higher education 104 (46,2%) 

Upper secondary school 5 (2,2%) 

Unemployed  7 (3,1%) 

Self-employed 3 (1,3%)  

Total: 225  
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5.5 Scenario 1 
Each month you get an invoice from X Company. This month you see an additional sum on the 
invoice that you do not recognize. The invoice do not need to be paid for another two weeks but 
you feel annoyed over the company’s mistake. You want to get in contact with X company to 
solve the problem. Do you choose e-mail or telephone?  
 

Scenario 1 Responses 

E-mail 64 (28,4%) 

Telephone 161 (71,6%)  

 
 

Scenario 1: Reason for choosing telephone Responses 

Easiest to ask follow-up questions 108 (26,9%) 

Avoid waiting for answers 96 (23,9%) 

I prefer talking to someone 83 (20,6%) 

Avoid misunderstandings 61 (15,2%) 

Easiest way to get answer 52 (12,9%) 

Other  2 (0,5%) 

Cheapest 0 (0,0%) 

I feel uncomfortable using e-mail 0 (0,0%) 
 
 

Scenario 1: Reason for choosing e-mail Responses 

Avoid telephone queue 39 (24,5%) 

Save information 38 (24,2%) 

I feel uncomfortable using the telephone 22 (14,0%) 

I prefer to write to someone 20 (12,7%) 

Easiest way to get answer 18 (11,5%) 

Avoid misunderstandings 8 (5.0%) 

Cheapest 7 (4,5%) 

Other 5 (3,1%) 
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5.6 Scenario 2 
Each month you get an invoice from Y Company. You have misplaced this month’s invoice and 
you are aware of Your mistake. The invoice do not need to be paid for another two weeks but you 
need to get in contact with X company to ask them send you a new one. Do you choose to call or 
send e-mail? 

Scenario 2 Responses 

E-mail 101 (44,9%) 

Telephone 124 (55,1%)  

 
Scenario 2: Reason for choosing telephone Responses 

Avoid waiting for answers  76 (27,1%) 

I prefer talking to someone 56 (20,0%) 

Easiest way to get answer  55 (19,6%) 

Avoid misunderstandings 46 (16,4%) 

Easiest to ask follow-up questions 42 (15,0%) 

Other  4 (1,4%) 

I feel uncomfortable using e-mail  1 (0,4%) 

Cheapest 0 (0,0%) 
 

Scenario 2: Reason for choosing e-mail Responses 

Avoid telephone queue 65 (30,9%) 

Save information 61 (28,9%) 

Easiest way to get answer  32 (15,2%) 

I prefer to write to someone 16 (7,6%) 

I feel uncomfortable using the telephone 15 (7,1%) 

Avoid misunderstandings 10 (4,7%) 

Other 7 (3,3%) 

Cheapest 5 (2,4%) 
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5.7 Categorization of Other 
After collecting the data we categorised the alternative Other after five different topics. The 
reasons concerning Time were about the amount of time until the invoice had to be paid, or the 
perceived time of the different options. Three of the reasons were confirmation-seeking reasons; 
the respondents had an urge to get an immediate or written response. Three of the reasons 
concerned the fact that the respondents thought the problem was simple and therefore chose the 
communication tool they did. The percentage of responses in the category Other was low in both 
scenarios. (See Appendix 3 for further details concerning option Other.) 
 
 

Catergorization: 

Time (11) 

Influence decisions (1) 

Confirmation seeking (3) 

Ease of access (1) 

Simple problem (3) 
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6. Analysis 
In this chapter the analysis of the collected data is presented. First is the two scenarios tested 
separately with the help of a one-sample T-test. After they have been separately viewed the 
correlation between the choice in scenario one and two are tested with a cross-tabulation and a 
chi-square test. 
 
The initial work consisted of adding the collected data in SPSS. In SPSS we analysed our 
collected data and compared interesting variables to each other. The next step was to determine 
our confidence interval. Jacobsen (2002) claims a 95 % confidence interval is one of the most 
common confidence interval used in studies. Confidence intervals are, in mathematical statistics, 
an estimate of the uncertainty associated with estimations of population parameters that have 
been developed from sample data (ibid.). The 95 % confidence interval was chosen to determine 
the uncertainty of the results of the primary data.  

6.1 One-Sample T-test 
According to Jacobsen (2002) is the T-test used to test the probability that a hypothesis is true. 
Our hypothesis is: Customers from Generation Y will choose e-mail rather than telephone, when 
they need personal customer service from a company.  

6.1.1 One-sample T-test: Choice of communication tool  
Crumpacker and Crumpacker (2007) and Glass (2007) say that Generation Y prefer to 
communicate with others through e-mail and text messaging rather than using the telephone. The 
telephone is the most frequently used customer service communication tool (Froelhe, 2006) and 
the communication tool most preferred by the Swedish population (Findahl, 2012). Sweden is a 
low-context culture, which according to Ross (2001) is a culture that feels comfortable using 
electronic communication tool. 

6.1.2 One-sample T-test: Choice of communication tool in scenario 1  
In choice number one, 71,6 per cent of the respondents chose telephone and 28,4 per cent of 
them chose e-mail when they needed to contact customer service to solve a problem made by the 
company. This contradicts what theories say about Generation Y but agrees with what Findahl 
(2012) has found out about the Swedish population. Nevertheless, is our result disagreeing with 
Ross (2011) theory about Swedes being more open to the use of electronic communication tools. 
 
To perform the T-test values 0 = e-mail and 1 = telephone were set. This means that a Mean 
under 0,5 indicates that the majority of the respondents chose e-mail rather than telephone. In our 
case the Mean was 0,72 meaning that more than 50 % of the respondents chose telephone.  
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The next step was to try if our Mean (0,72) was significantly different from 0,5. With a 
significant level of 0,05 (95 % confidence interval) the value in column Sig. (2-tailed) needs to 
be under 0,05 to be significant. In column Sig. (2-tailed) we read 0,000 that indicates our Mean 
is significantly separate from 0,5.  

 
 
Result: We can say, with a 95 per cent confidence, that more than 50 per cent chose telephone as 
communication tool when the company had made the mistake. In this scenario we can reject our 
hypothesis that Customers from Generation Y will choose e-mail rather than telephone, when 
they need personal customer service from a company. 

5.1.3 One-sample T-test: Choice of communication tool in scenario 2  
In choice number two, where the problem was the respondents fault 55,1 per cent chose the 
telephone and 44,9 per cent chose e-mail as communication tool. In this scenario there is also a 
contradiction with what theories say about Generation Y but the difference is not as great as in 
the first scenario. 
 
This test was performed in the same way as the test in 5.1.2 and the values of the variables were 
set to 0 = e-mail and 1 = telephone. In this test the Mean was 0,55 meaning that more than 50 % 
of the respondents chose telephone. 

 
Once again we need to try if the Mean (0,55) was significantly different from 0,5. With a 
significant level of 0,05 the value in column Sig. (2-tailed) needs to be under 0,05 to be 
significant. In column Sig. (2-tailed) we read 0,125, which indicates our Mean is not 
significantly separate from 0,5.  
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Result: We cannot with a 95 per cent confidence say that more than 50 per cent chose telephone 
as communication tool when they, as customers, had caused the problem. In scenario two we fail 
to reject our hypothesis that Customers from Generation Y will choose e-mail rather than 
telephone, when they need personal customer service from a company. 

6.2 Comparison of choice 1 and choice 2 
According to Frijda and Mesquita, (1994); Bodenhausen, Kramer and Sheppard, (1994) emotions 
are mood responses to what happens in a specific situation. Diener and Eid (2001) also explains 
that all emotions have a social function, for instance they affect the power relationship between 
persons involved in a situation, and various emotions lead to different consequences.  
 
A cross tabulation is a useful statistical analytic technique to see if there is a relation between 
different variables. We want to see if there is a relation between the choice of communication 
tool in scenario 1 and in scenario 2. In the first scenario, the company caused the problem that 
made the respondent contact the customer service. In the second scenario, the respondent caused 
the problem that made them contact customer service.  
 
The analyses of the entire sample showed a difference between the first and the second choice. 
E-mail had a 57,8 per cent increase and telephone had a 23,0 per cent decrease.  
 

 E-mail Telephone 
Count 
% within C1* 

64 
28,4% 

161 
71,6% 

Count 
% within C2* 

101 
44,9% 

124 
55,1% 

Δ (C2-C1) 
C1  57,8%  23,0% 

* C1= Choice one, C2= Choice two 
 
To see the change in choice we used a cross-table. The Cross tabulation shows that 64 
respondents chose e-mail in the first scenario and 101 in the second. 161 respondents chose 
telephone in the first scenario and 124 in the second. Out of the 64 persons that chose e-mail in 
the first scenario 15 chose the other mean of communication in the second scenario. 52 of the 
161 that chose telephone in the first scenario chose e-mail in the second one as well. In per cent 
this means that 12,1 per cent of those who chose e-mail in the first scenario changed to telephone. 
Out of those who chose telephone in the first scenario 51,5 per cent changed their preferred 
communication tool in the second scenario.  
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Trying to find a statistical covariance between two variables is a central part of all statistics. A 
helpful test to use is a Chi-Square test. The purpose of the test is to check a hypothesis to see if 
there is a covariance between two variables in a population (Jacobsen, 2002).  
 
A chi-square test starts by deciding a null-hypothesis saying there is no covariance between the 
chosen variables, followed by choice of confidence interval. The most common confidence 
interval is 95 per cent. If the test shows a covariance between the variables the null hypothesis 
can be rejected and we can say by 95 per cent confident that there is a covariance between the 
variables in the population (Jacobsen, 2002).   
 
In our case to see if there is a covariance between choice of communication tool in scenario 1 
and scenario 2, following null-hypothesis was created: The respondents will not change mean of 
communication depending on the situation. 
 
To test the significance we performed a chi-square test using SPSS and focused on row Pearson 
Chi-Square and column Asymp. Sig (2-sided). This shows a value of 0,000, which confirms a 
relation between the choice of communication tool in scenario 1 and scenario 2. Members of 
Generation Y change communication tool depending on the situation - if the sample is 
representative of the population. The result means that we can reject our null hypothesis; the 
respondents will not change mean of communication depending on the situation.  

 
Result: By using a cross tabulation we found that there is a greater tendency, amongst the 
respondents that chose telephone in the first choice, to change communication tool in the second 
choice. This may indicate that different situations might affect the choice of communication tool 
and that Generation Y does not have one preferred tool, regardless of the situation.  
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7. Conclusion and result  
In this final chapter we present our own thoughts about the findings of this. The chapter 
starts with a discussion regarding the two scenarios and their different outcomes. We 
continue by presenting our thoughts about the chosen research method and why we consider 
the findings to be interesting for companies. The chapter finish with some suggestions for 
further future research.  

7.1 Discussion  
Our purpose was to investigate how members of Generation Y prefer to communicate with 
customer service departments. The hypothesis, created on the basis of previous studies, was that 
members of Generation Y would chose e-mail as preferred communication tool. In the first 
scenario were the company caused the simulated problem, we found that they prefer to call the 
company. This was significantly proved with the help of a one sample T-test. Therefore, we can 
reject our hypothesis in scenario one: Members of Generation Y will not choose e-mail as 
communication tool when the company made the error they seek help solving. 
 
In scenario two, the problem was caused by a mistake made by the customer. 55,1 per cent 
choose to use the telephone in this simulation. We tried the significance with the help of the 
same test as in scenario one. In this case we cannot say that members of Generation Y will 
choose telephone as communication tool when they have made the mistake. Since it was not 
significantly proved it cannot be applicable on the population. 
  
We thought it was interesting to create two different scenarios where the difference only 
depended on the situation they were subjected to. With two scenarios we also aimed to 
strengthen our theory that members of Generation Y have one preferred communication tool. 
Scenario one was significantly proved and can be applicable on the Facebook using Generation 
Y population. Scenario two was not. What we found interesting with these dissimilarities is that 
if they have one preferred communication tool it should have been the same result in scenario 
one and two. We think this shows that we cannot say that the whole population will chose one 
sort of communication tool based on their demographic similarities. 
 
Generation Y prefers telephone even though they are born online and probably will grow old and 
not even have landline phones. Still they prefer to call companies instead of sending them an e-
mail, at least when the company has made the mistake. This shows people’s choice of 
communication tool is not affected by their upbringing. It is affected by something else.  
 
The Swedish members of Generation Y are not only brought up in an online environment. They 
come from a culture that is low-context and individualistic, two more factors indicating they 
should be even keener to use new technologies and electronic communication tools. But they still 
prefer the telephone. 
 
If a generation should be more eager to use one communication tool only on the basis of their 
demographic they should chose the same communication tool in both scenarios. But we saw that 
they changed tool depending on the situation. This tells us that choice of communication tool is 
not conditioned by demographics; it is affected by something else. We cannot generalise a 
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generation and tell how they prefer to communicate, simply because they belong to the same 
demographic group. 
 
We cannot say that the different situations caused different emotions to evoke, but we can say 
that the situation affects the communication tool. Our theory is that when a company makes an 
error Generation Y have a greater tendency to call them. Previous studies shows that younger 
adults have a tendency to react more to things happening in their environment. We think that 
they may get very frustrated and wants to lash out. We also believe that when the company have 
made a mistake Generation Y customers feel the power in the relationship. Having this power 
position gives them courage to call the company, since it is slightly more intimate to talk to 
someone instead of writing. We think that it is easier to show anger over the telephone than by e-
mail. Therefore, it might be a possibility that customers that knows they have not made a mistake 
call for help instead of writing.  
 
When Generation Y customers have made the mistake they tend to shift their communication 
tool to e-mail. We think this depends on a shift in the power balance relationship. If they make a 
mistake they are probably a bit ashamed and have lost certain power. They may then chose a 
communication tool where they have the distance of a computer between them and the customer 
service department. Since Generation Y believes in always succeeding in everything they do, 
they may have a tendency to feel ashamed over insignificant things. This may cause a greater 
feeling of embarrassment, and in that case there might be easier to ask for help over e-mail. 
Where they do not have to face the sound of judgment and resentment.  
 
The reasons behind why a respondent chose e-mail or telephone were presented in the Empirical 
material chapter. We choose to formulate the study in this way with the hope that respondents 
would reflect on why they made the choice they did. Our hypothesis was Customers from 
Generation Y will choose e-mail rather than telephone, when they are in need of personal 
customer service from a company. To be able to reject or fail to reject our hypothesis we did not 
find it necessary to analyse the reasons because they did not affect the result. 
 
Using a convenience sample did affect the result of the study. Partially because we used 
Facebook as platform for data collection and we only invited our friends. Our hope was that they 
would help us reach more participants. Since we cannot measure the viral reach of our event, we 
cannot say who took part of the survey. In the methodology chapter we explained that members 
of Generation Y who are not Facebook users were excluded from our study. Our fear with the 
exclusion was that we would get rid off a large part of the population who prefers to call instead 
of writing to a customer service department. Since we believe that those who are Facebook users 
should be more prone and comfortable with Internet based communication channels, we would 
get a biased result claiming e-mail is the whole populations preferred communication tool. Since 
this study showed Facebook users prefer telephone, we feel the reason to reject our hypothesis 
gets even stronger. Another fact affecting the result was that the majority of the respondents were 
in the age bracket 23-25, Generation Y has a larger age gap: 19-36. This gives a biased result 
because we did not capture a spread evenly enough to generalize the result on the whole 
Generation Y population.  
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From a company perspective this research is important. They can focus more of their efforts on 
the customers preferred communication tool if they know which one it is. Since our study 
showed that Generation Y prefer telephone, they can focus their resources on enhancing it and 
making it outstanding. Our research also showed that different situations affect the choice of 
communication. If further research theoretically can prove our theory that we choose one certain 
communication tool depending on the emotions aroused from a situation. Then companies can 
educate their customer service personal to deal with different types of emotions in different 
channels. This knowledge can help companies reach a higher level of customer satisfaction. For 
instance, if an angry customer tends to choose communication through telephone, the customer 
service department can be educated to handle anger over telephone in a customer satisfying way. 
 
We have learned that increased knowledge about customers and their preferences leads to higher 
customer satisfaction. Customer satisfaction leads to future revenue. When companies know how 
their customers prefer to communicate with them, they can focus their efforts on making that 
communication tool outstanding, leading to customer satisfaction. Simultaneously save money 
by reducing spending on less sought communication tools. 

7.2 Suggestions for further research 
Our main focus was to see if a generation had a general preference of communication tool due to 
their demographic similarities, but it was shown that the choice differed depending on which 
scenario they were introduced to. Therefore, it would be interesting to do further research on 
which factors that affect our choice of communication tool.  
 
We did not choose to dig any deeper in the differences between genders, but we saw a greater 
tendency for women to change their communication tool after situation. For that reason we 
suggest a further research regarding genders role in communication choice. Do women change 
their mean of communication, depending on the situation, to a greater extent than men?  
 
The reasons for choosing one of the communication tools were presented in the Empirical 
material chapter. We chose not to analyse them since we did not see them affecting our 
hypothesis, but we still wanted to present why they made the choice they did, since we find it 
interesting from a further research point of view.  
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Appendix 1: 
The original simulation in Swedish 
  
Kön: Kvinna/Man 
Ålder: 
Högsta slutförda utbildning: Gymnasial utbildning / Eftergymnasial utbildning (Universitet, 
Högskola, folkhögskola, Komvux, yrkesutbildning) 
Sysselsättning: Studerande gymnasial utbildning / Studerande eftergymnasial utbildning 
/Anställd / Egen företagare/ Arbetslös  
 
Introduktion 
Du kommer att presenteras för två situationer där du kommer få göra ett val. Vi ber dig att se 
dem som verkliga situationer och att valen du gör speglar hur du skulle göra i verkligheten.  
 
Scenario 1 
Varje månad får du en räkning från X AB. Den här månaden ser du att det är en extra summa på 
räkningen som du inte känner igen. Räkningen behöver inte betalas förrän om två veckor men du 
känner en viss irritation över företagets misstag. Du vill komma i kontakt med X AB för att 
kunna lösa problemet. 
 
Förutsättningar 
Du sitter hemma med dator och telefon framför dig. Båda är påslagna, datorn har tillgång till 
internet och telefonen går att ringa från. Ditt val beror helt enkelt på hur Du föredrar att ta 
kontakt med företaget. Ringer eller mejlar du?  
 
Val  
E-mail/Telefon  
 
Huvudsakliga skälet/skälen till varför jag väljer e-mail är för att... (ange max 3 svarsalternativ)  
jag föredrar att skriva med någon 
det är billigast 
jag känner mig mest bekväm med att skicka e-mail 
undvika missförstånd 
kunna spara informationen 
enklast få svar 
annat... 
 
Huvudsakliga skälet/skälen till varför jag väljer telefon är för att... (ange max 3 svarsalternativ)   
jag föredrar att prata med någon 
det är billigast 
jag känner mig mest bekväm med att använda telefonen 
undvika missförstånd 
det är lätt att ställa följdfrågor 
enklast få svar 
annat... 
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Scenario 2 
Varje månad får du en räkning från Y AB. Du har råkat tappa bort månadens räkning och är 
medveten om Ditt misstag. Räkningen behöver inte betalas förrän om två veckor men du behöver 
komma i kontakt med Y AB för att be dem skicka dig en ny. 
 
Förutsättningar 
Du sitter hemma med dator och telefon framför dig. Båda är påslagna, datorn har tillgång till 
internet och telefonen går att ringa från. Ditt val beror helt enkelt på hur Du föredrar att ta 
kontakt med företaget. Ringer eller mejlar du?  
 
Val  
E-mail/Telefon  
 
Huvudsakliga skälet/skälen till varför jag väljer e-mail är för att... (ange max 3 svarsalternativ) 
jag föredrar att skriva med någon 
det är billigast 
jag känner mig mest bekväm med att skicka e-mail 
undvika missförstånd 
kunna spara informationen 
enklast få svar 
annat... 
 
Huvudsakliga skälet/skälen till varför jag väljer telefon är för att... (ange max 3 svarsalternativ)  
jag föredrar att prata med någon 
det är billigast 
jag känner mig mest bekväm med att använda telefonen 
undvika missförstånd 
det är lätt att ställa följdfrågor 
enklast få svar 
annat... 
 
 
 
 
 
 
 
 
 
 
 
 
  

 43 



Appendix 2:  
The simulation translated to English 
  
Gender: Female/Male 
Ålder: 
Highest level of education: Elementary school, Upper secondary school, Higher education 1-2 
years, Higher education 3+ years 
 
Occupation: Upper secondary student, Higher education student, Employed, Self-employed, 
Unemployed 
 
Introduction 
You will be presented to two scenarios where you will have to make one choice. We ask you to 
consider these situations to be real and that the choice you make reflects the choice you would 
make in real-life. 
 
Scenario 1 
Each month you get an invoice from X Company. This month you see an additional sum on the 
invoice that you do not recognize. The invoice do not need to be paid for another two weeks but 
you feel annoyed over the company’s mistake. You want to get in contact with X company to 
solve the problem. 
 
Conditions 
You are at home with your computer and telephone infront of you. Both are turned on, the 
computer has access to the internet and you can call from your phone. Your choice simply 
depends on how you prefer to contact the company. Do you call or email? 
 
Choice 1 
E-mail/Telephone  
 
The main reasons why I chose e-mail: (select up to 3 reasons) 
I prefer writing with someone 
Cheapest 
I feel uncomfortable using the telephone 
Avoid telephone queue 
Avoid misunderstandings 
Save information 
Easiest to get answers 
Other... 
 
The main reasons why I chose e-mail: (select up to 3 reasons)  
I prefer talking to someone 
Cheapest 
I feel uncomfortable using e-mail 
Avoid waiting for answers 
Avoid misunderstandings 
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Easiest to ask follow up questions 
Easiest to get answers 
Other...  
 
Scenario 2 
Each month you get an invoice from Y company. You have misplaced this month’s invoice and 
you are aware of Your mistake. The invoice do not need to be paid for another two weeks but 
you need to get in contact with X company to ask them send you a new one. 
 
Conditions 
You are at home with your computer and telephone infront of you. Both are turned on, the 
computer has access to the internet and you can call from your phone. Your choice simply 
depends on how you prefer to contact the company. Do you call or email?  
 
Choice 2 
E-mail/Telephone  
 
The main reasons why I chose e-mail: (select up to 3 reasons) 
I prefer writing with someone 
Cheapest 
I feel uncomfortable using the telephone 
Avoid telephone queue 
Avoid misunderstandings 
Save information 
Easiest to get answers 
Other... 
 
The main reasons why I chose e-mail: (select up to 3 reasons)  
I prefer talking to someone 
Cheapest 
I feel uncomfortable using e-mail 
Avoid waiting for answers 
Avoid misunderstandings 
Easiest to ask follow up questions 
Easiest to get answers 
Other... 
 
  

 45 



Appendix 3 
Catergorization of the response option Other 

Time  

• A long time until the invoice has to be paid.    
• I have two weeks so the answer isn’t needed as quickly.  
• Because of the amount of time before the payment needs to be done it’s not hurry.  
• If it had been shorter time I would have called.  
• You can ask more questions without waiting for answers. It goes fast. It’s a long time 

until the invoice has to be paid.  
• Fastest – can get OCR number immediately and post the payment the same day. 
• Important that I receive the information fast. 
• Not necessary with answer right away. 
• It’s fastest  
• Easiest since I do not need the answer right away and it is an easy problem they can fix 

with out the need for follow-up questions 
• I am not in need for an immediate answer 

Influence decisions  

• Easier to affect their decision through telephone, for example that they remove the extra 
cost because of a misunderstanding. 

 
Confirmation seeking  
 

• Good to get a confirmation right away that a new invoice is on the way. Alternatively get 
OCR number and amount direct. 

• Of course I would look up the invoice number and pay to the same one as I had before. 
Then I would send them an e-mail and tell them that it was me. 

• Nice to get a confirmation right away that a new invoice is on the way. Alternatively get 
the OCR number and get the amount right away. 

 
Ease of access 
 

• Probably harder to find the company’s email address. 
 
Easy problems  
 

• Since I know precisely what I want and I can simply explain that through an e-amil 
• Easiest since I do not need the answer right away and it is an easy problem they can fix 

with out the need for follow-up questions 
• No discussion. Monolog instead of dialog.  
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