
THESIS WITHIN: Business Administration 

NUMBER OF CREDITS: 30 ECTS 

PROGRAMME OF STUDY: Civilekonomprogrammet 

AUTHORS: David Kanter & Oskar Källström  

TUTOR: Mart Ots 

JÖNKÖPING May 2019 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

 

 

 

 

“Wanna browse for some 
Black Friday deals?” 

 
An exploratory research uncovering meanings of Utilitarian and Hedonic 

motivation of Swedish consumers towards online shopping during 

consumption events with Black Friday Weekend as empirical example. 

 



 ii 

Acknowledgement 

The authors of this thesis would like to express their sincere appreciation to all people who 

contributed throughout the development of this thesis. 

 

Special acknowledgement is directed to our tutor Mart Ots, for his guidance during the thesis 

process. Also special thanks to Adele Berndt, associate professor in Business administration at 

Jönköping University, for her assistance when questions came up. The authors also want to 

send their sincere gratitude to every participant who took part in the focus groups. By devoting 

your time and engagement, you contributed with valuable information that was essential for 

the completion of this thesis. 

 

Finally, the authors want to thank all their family and friends, who have not only given their 

supported during this thesis, but throughout our four years at Jönköping International Business 

School. We feel gratification for your patience, support and understanding. 

 

Thank you 

                                                                      

 
  

David Kanter   Oskar Källström 

 

 

 

 

 

 

Jönköping International Business School 

May 2019 

 



 iii 

Abstract 
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Background Most current research on consumption events like Black Friday has been done 
in an US context. Black Friday do not have any cultural heritage or any other 
social connection to Sweden, however, it is already considered as the second 
most significant sales opportunity annually in the country. Additionally, 
research has confirmed that online retailing has been faster than offline 
retailing regarding adoption to consumption events. Therefore, to qualitatively 
investigate motivation towards Black Friday consumption online, in a 
Swedish context, would provide new insight in the field. 
 

Purpose This research serves to contribute to the research of motivation towards 
consumption events online, viewed upon from the consumers perspective. By 
uncover meanings for utilitarian and hedonic motivation dimensions towards 
consumption events online, using Black Friday Weekend as an empirical 
example, this research aims to, besides adding to previous research, clarify 
ambiguous situations and provide valuable insights for online retailers that 
may lead to potential business opportunities. 
 

Method In order to achieve in-depth understanding of the topic, a qualitative study 
with exploratory design was conducted. Data was gathered through focus 
group interviews with participants chosen through a purposive sampling 
technique. The data was analyzed through thematic analysis which generated 
the empirical findings. 
 

Conclusion Throughout this research, sixteen themes related to motivation emerged, eight 
utilitarian and eight hedonic. The themes offer more accuracy and a deepened 
understanding of motivation towards consumption events online for the 
empirical foundation researched by explaining meanings of the motivation 
dimensions in this particular context, namely Black Friday Weekend in 
Sweden.  
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Definitions 
Consumption event: A time-limited in store or online happening with the intention to increase 
sales. It is often associated with extra opening hours, price-cuts, and major marketing efforts 
from retailers. 

Black Friday: Consumption event originating from the US that occurs on the last Friday in 
November each year and starting up the US holiday season.  

Black Friday Weekend: Lasts from Black Friday until and including Cyber Monday. This 
concept will be used extensively throughout the report and constitute as base for our research. 

Cyber Monday: Event that occurs on the Monday after Black Friday. Created as an online 
equivalent to Black Friday. Included in Black Friday Weekend 

Environmental delivery options: The option to choose a delivery with less impact on the 
environment than standard delivery. For instance, through factors like packaging, means of 
transport and prolonged arrival time. 

Hover states: Website feature that allows for a window or image to expand to a larger size 
when the cursor stays within a certain area. 

Swish: Swedish mobile application that allows money transfer based on phone number. 

Utilitarian motivation: Drive towards functionality, associated with problem solving, 
satisfying of needs or accomplishment of a duty (Childers, Carr, Peck & Carson, 2001). 

Hedonic motivation: Drive to experience something emotionally gratifying, linked to the 
classical motivation principle that people approach pleasure and avoid pain (Arnold & 
Reynolds, 2003). 

Race to the bottom tactics: Expression referring to price wars between retailers that occurs 
due to competition. 

Member checks: A qualitative technique used to establish credibility and respondent validation 
in results where the data is returned to the participants to check for accuracy and resonance with 
their experiences (Birt, Scott, Cavers, Campbell & Walter 2016). 

Klarna: Swedish company providing payment solutions for the e-commerce sector. 

Trustpilot: Consumer review website which host reviews of businesses worldwide.  

Price comparison websites: Websites that enables overview and comparison of retailers’ 
prices. For instance, “Pricerunner” or “Prisjakt” 
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1 Introduction 

1.1 Background 
The consumption culture has a profound impact on the psychology of individuals and is 

contributing to the overarching idea that in order to be happier, better and more successful as 

individuals, we have to consume more (Emerald, 2004). Modern consumerisms take several 

cultural expressions. Shaped by social and economic conditions, it crystallizes consumer culture 

debased on materialism, while at the same time presenting it as core for social life (Perera & 

Gunawardana, 2014). One of the more contemporary forms of cultural expression, in which 

consumption significantly appears, is made through so called consumption events, namely 

holidays circled around shopping. Black Friday and by extension Black Friday Weekend might 

be one of the most evident examples of this phenomenon. Black Friday originates from the US 

and occurs on the Friday after Thanksgiving, thus the last Friday of November. The day which 

kicks of the US holiday season has been one of the nation’s major shopping days since way 

back in time (Kwon and Brinthaupt, 2015; Stanley, 2018; ICSC, 2002). The term “Black 

Friday”, on the other hand, is said to be traced back to the 1950s by Philadelphian police 

officers, referring to the traffic jams and crowding in the stores the day after Thanksgiving 

(Pruitt, 2018; Daly, 2018; Vasel, 2014, Apfelbaum, 1966). Other theories suggest that the 

name’s origin refers to the stock crash in 1869 or historically the first day each year of 

profitability for retailers, illustrated by black digits in their books (Swilley & Goldsmith, 2013; 

Parmar & Rupp, 2018; Pruitt, 2018; 2018, Daly, 2018). The term stuck and spread, and in the 

1990s Black Friday became an unofficial retail holiday that swept the nation and started to 

appear in print all across the US (Fletcher, 2009; Diamond, 2017). Moreover, in recent decades, 

in line with digitalization and the fact that e-commerce gained more and more market share, 

Black Friday has bloomed even further and reached new height in terms of sales to become the 

single biggest annual shopping day in the US (Field, 2018; Stanley, 2018; Parmar & Rupp, 

2018). The undoubted impact e-commerce has had on Black Friday Weekend could be 

illustrated further by the fact that in recent years there is an observed decline in people who 

visit brick and mortar stores during the event, but the total sales continue to increase (Amadeo, 

2019; Bose & Fares, 2018; Weinswig, 2017).  

 

Since the National Retail Federation (NRF, 2017) began tracking in 1992, Black Friday sales 

has typically increased with an average of 3,4% every year and has only dropped in sales one 
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year, back in the financial crisis in 2008 (Amadeo, 2018; NRF, 2017). To further state the 

increased significance of Black Friday in the US, more than half of the money spent on shopping 

during the holiday season of November and December, was spent on Black Friday in 2009 

(Amadeo, 2018). Due to these facts, many retailers have chosen to release their holiday-deals 

prior to Black Friday or prolong the consumption event to a whole weekend, from Friday to 

Monday, or sometimes even longer, in order to outshine competition, avoid customer hysteria, 

and the race-to-the bottom tactics that occur on that single day (Parmar & Rupp, 2018). As a 

consequence, the Monday after Thanksgiving, named Cyber Monday in 2005 was established 

on its own as an online counterpart to Black Friday. Cyber Monday has started to rival Black 

Friday for the US single biggest annual shopping day (Swilley & Goldsmith, 2013; Parmar & 

Rupp, 2018; McGrath, 2019; Stanley, 2018). 

 

In recent years, Black Friday has been adopted by retailers in various countries’ markets 

worldwide, mainly for competitive purposes and increased sales. Black Friday was first 

introduced on the Swedish market in 2013 by the Swedish home electronics retailer Elgiganten 

and after its introduction the consumption event has been adopted by all kinds of industries. 

However, apparel, home electronics, beauty and health products and media are generally the 

biggest categories of consumed goods in Sweden during the event (Postnord, 2018; Svensk 

Handel, 2018a). Since 2014 the shopping holiday has increased annually with roughly 40% in 

Sweden on average within all kinds of industries, and from a study by Svensk handel (Swedish 

commerce) in 2018, it is shown that Swedish retailers already consider Black Friday Weekend 

as the second most significant sales opportunity during the year after the Christmas shopping 

(Karlsson, 2018; Svensk Handel, 2018a). The year 2018 was not an exception, according to 

Postnord (2018) the leading provider of communication and logistics solutions within the 

Nordic countries, Black Friday had a turnover of 6.7 billion Swedish kronor, an increase with 

1,4 billion (27%) compared to last year. On the European markets, only Denmark can show a 

greater annual sales increase than Sweden, which indicates that the US phenomenon has been 

a large hit on the Swedish market after its introduction (Karlsson, 2018).  

 

Sweden has the third highest share of online shoppers in Europe annually (81%), where 68% 

stated they shop online at least once a month. From 2013 the European countries e-commerce 

spending has increased with about 16% annually constituting 9,8% of the total retail sales in 

2018, and the forecast tells us the e-commerce spending is going to increase further with 14,3% 

in 2019 (Ecommerce Operation, 2018; E-barometern, 2018). Furthermore, according to 
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Ecommerce Report Sweden by Ecommerce Foundation (2018), Sweden ranks first in the world 

with regards to internet inclusivity, which evaluates countries by internet availability, 

affordability, relevance, and readiness. In addition, the country ranks second globally with 

regards to logistical performance, which reflects the perception of a country's logistics based 

on quality of trade and transport related infrastructure (Ecommerce Foundation, 2018).  

 

Simon Saneback, founding partner on the business network Wellstreet Group and a frequent 

speaker at some of Europe's largest e-business conferences, add to the discussion by claiming 

that: - “Sweden has a fantastic e-commerce community, in my opinion I would claim it is the 

strongest of the Nordic countries…whilst there is regulation in place with regards to e-

commerce, they are not as stringent as in certain other EU countries” (Ecommerce Foundation,  

2018, p.18).  

 

Despite Black Friday’s rapid growth on the Swedish market, HUI Research (2018) 

demonstrated that there was a 3% decrease with regards to the visitor volumes in the shopping 

malls on Black Friday compared to 2017, which indicates that the Swedes seem to increasingly 

turn to the web for shopping on these kinds of consumption events as well. 

 

1.2 Problematization 
Neither Thanksgiving, or Black Friday as a consumption event, have any cultural heritage in 

Sweden or any other social connection to the country. Neither does Swedish workers have the 

day off on the last Friday in November. Nevertheless, approximately 96% of the Swedish 

population aged 18-79 noticed it was Black Friday on the 23rd November in 2018 (Postnord, 

2018). These circumstances raise interest to the underlying shopping motivation factors behind 

the boom on the Swedish market. Further knowledge about these underlying factors are 

essential to fully understand the nature of Swedish consumers’ behavior towards Black Friday 

Weekend.  

 

After revising earlier published articles and studies regarding the phenomenon of Black Friday 

as a consumption event, the authors of this thesis observed that the majority of studies have 

been performed in a US context. The fact that Black Friday has its cultural heritage in the US 

raises further interest in possible differences to other, non-traditional countries’ markets that 
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recently has adopted the consumption event for other than purely cultural purposes. Thus, 

investigation of Black Friday consumption in other countries’ markets ought to be of relevance. 

With the exception from a few studies from the UK, little consideration has been given to other 

European markets. As the Swedish market constitute one of the most successful adopters of 

Black Friday and as Swedish trade institutes and organizations are convinced of the importance 

as well as the continued growth of these kinds of events, this particular market serves as a 

favorable case study which deserves to be analyzed further (Karlsson, 2018; Svensk Handel, 

2018a).  

 

Lundin, Arvidsson and Tran (2016) published a non-peer reviewed thesis with base in the 

theoretical framework of utilitarian and hedonic motivator dimensions’ influence on consumer 

attitudes and behavior, where the former refers to the functional aspect of consumption and the 

latter regards the enjoyment of the experience itself (Babin, Darden & Griffin, 1994). Their 

study examines if hedonic and utilitarian motivators influence Swedish consumers’ attitudes 

towards consumption events, and by extension their purchase intentions towards these, 

comparing both online and offline retailing. Their conclusion, with consideration to their given 

empirical foundation (Swedish consumers age range 18-70 years), was that all their studied 

motivators had a positive effect on consumers’ attitudes towards consumption events. 

Additionally, a strong positive relation between attitudes and purchase intention was found 

(Lundin et al., 2016).  

 

Research has shown that Swedish online retailing has been faster than offline retiling regarding 

adoption to consumption events. Thus, it would be of value for Swedish retailers to more fully 

comprehend motivation towards online shopping on consumption events (EFN, 2015; Svensk 

Handel, 2018b). Particularly, it would be of interest to perform a qualitative study regarding 

hedonic and utilitarian motivators for Swedish consumers towards online shopping on 

consumption events with Black Friday Weekend as empirical example. Furthermore, such a 

study would not just reveal the symptoms of why Swedish inhabitants shop on consumptions 

events, but potential underlying factors that are causing those symptoms as well. Furthermore, 

other market problems and opportunities could be identified by this research that could benefit 

both online retailers and other stakeholders, for instance by aiding their marketing strategies 

towards Black Friday Weekend. 
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Even though consumption events as Black Friday continue to grow both in Sweden and in large 

parts of the rest of the world, researchers argue that the current form of consumption culture in 

the global society is ecologically unsustainable and must come to an end, thus, it should no 

longer be acceptable to conduct business as usual (Black Friday Global, 2018; Emerald, 2004; 

Perera & Gunawardana, 2014; Brown, 2003). We live on a planet that combines a rapidly 

growing population and a relentless growth in individual consumption with a finite set of natural 

resources consumed in a faster pace than they can be replenished in (WWF, 2008). These 

circumstances have led to the fact that we have moved from using about half the planet’s 

biocapacity in the 1960s, to a situation where we will need the equivalent of approximately two 

planets to maintain our lifestyle in the 2030s. Thus, we already live way beyond the planet’s 

limits, yet our demands continue to escalate. Given the worrying situation, it seems obvious 

that we cannot continue to engage in the ever-increasing levels of consumption encouraged by 

consumerism without major consequences (WWF, 2008, Life squared, 2009). Therefore, 

consumers are becoming more and more conscious of unsustainable consumption and 

businesses try to satisfy these increasing demands by engaging in “Green consumerism”, 

referring to the collection of efforts to persuade individuals to buy goods and services that has 

less harmful environmental impact associated with their production, distribution and disposal 

(Hamilton, 2010).  

 

The authors of this thesis argue that it is relevant to question how these changes in both 

consumer demands and sustainable consciousness from suppliers will affect the future 

motivation towards consumption events as Black Friday. In fact, increased interest in 

movements against Black Friday could already be witnessed from all around the globe, for 

instance through “White Monday” the Swedish born Black Friday antidote which occurs on the 

Monday prior to the Black Friday Weekend (SR, 2017; White Monday, 2018). Another example 

would be the “Buy nothing day” a 24-hour shopping detox which occurs the same day as Black 

Friday to protest against mass consumerism (Neal, 2018; Sommarlad, 2018). Most likely, 

consumption events as Black Friday will be here to stay, but it is possible that they are facing 

changes in the future (NRF, 2015; Cheng, 2017). Although Black Friday sale figures keep 

increasing, there are indications that Swedish consumers are being more cynical towards the 

consumption event (Karlsson, 2018; De Lange, 2018). Due to this dilemma, a study to uncover 

the underlying meanings of Swedish consumers motivations towards Black Friday ought to be 

of relevance.  
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1.3 Purpose 
This thesis will contribute to the research of online shopping consumer motivation towards 

consumption events, investigated from the consumers’ perspective although the results from 

the study is intended to be of relevance for online retailers. The research will follow an 

exploratory design, as it aims to clarify ambiguous situations and discover ideas that may lead 

to potential business opportunities (Babin & Zikmund, 2016).  

 

The purpose of this thesis will be to conduct a qualitative study to uncover meanings of 

utilitarian and hedonic motivation dimensions towards online shopping on consumption events 

for Swedish consumers, with Black Friday Weekend as empirical example. 

 

Knowledge and understandings regarding these meanings could provide valuable insights for 

Swedish online retailers who want to exploit the buzz in the Swedish market towards this 

particular consumption event and optimize their strategic business decisions.  

 

Furthermore, Sweden is considered to be one of the world’s leading countries with regard to 

sustainability, illustrated further by research that indicates that 84% of the Swedes view 

themselves as climate conscious (RobecoSAM, 2018; Swisscanto Invest, 2017; 

Naturvårdsverket, 2018). Additionally, anti-consumerism movements as White Monday gets 

increased recognition from both consumers and suppliers in the country (White Monday, 2018; 

SVT, 2018). As no other studies on motivation including sustainability related to consumption 

events were found, the authors of this thesis, aim to inductively uncover meanings of consumer 

motivation sprung from retailers’ sustainability consciousness with regards to Black Friday 

Weekend as part of this research. The examination of the relationship between these two 

parameters, sustainability and Black Friday Weekend, could inspire and help retailers who 

struggle with changing their appeal towards Black Friday and want to engage in Green 

consumerism. 

 

To fit the purpose of this study, the following research questions have been developed: 

 

RQ: What is the meaning of utilitarian and hedonic motivation dimensions towards online 

shopping on Black Friday Weekend for Swedish consumers? 
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1.4 Delimitations 
In this research, the authors have chosen to put emphasis on a qualitative, exploratory 

perspective. Subsequently, this research does not aim to quantify any variables or data, nor will 

it account for any relations or behavior quantitatively. Due to the newness of the phenomenon 

that is Black Friday on the Swedish market, this study has been limited to Swedish consumers, 

which still constitutes as a so far unexplored segment with regard to the researched topic. 

Furthermore, due to the fact that online retailing has been faster adopters of consumption events 

compared to offline retailing, the rapid e-commerce growth in Sweden in recent years, and 

strong prerequisites for continued growth, this study has been limited solely to online shopping 

(EFN, 2015; Svensk handel, 2018b; E-barometern, 2018). In addition, the authors of this thesis 

have chosen to focus the study to consumers aged 20-24, as they are within the part of the so 

called digital native generation, and the share of online shoppers in EU increased most notably 

for this age category (16-24 years) from 44% in 2007 to 71% in 2017. Furthermore, the second 

highest shares of online shoppers among internet users in the EU countries between 16 and 24 

were registered in Sweden (89%) (Eurostat, 2018). The authors of this thesis argue that limiting 

the research to this generation could provide indications of future trends among Swedish e-

shoppers in general, and their motivation towards consumption events online in particular. 

Additionally, it has been stated that the younger generations are much more attentive to 

sustainability, environmental and social issues, which strengthens the argumentation to 

inductively investigate these motivations (Lein, 2018; Cotton, 2019). 

 

1.5 Expected contribution 
This thesis will extend the work of examining consumption events by solely focus on the online 

context and add to previous motivation theory as the research will use the dimensions from the 

research of hedonic and utilitarian shopping motivators and qualitatively uncover meanings of 

these dimensions for a Swedish empirical foundation explicitly. Finally, this research aims to 

contribute with valuable insights for online retailers, that could be adapted through marketing 

practices or exploitation of other business opportunities related to consumption events.  
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2 Literature Review 

2.1 Earlier research 

2.1.1 Black Friday 
Earlier studies in the field of knowledge have treated Black Friday Weekend consumption 

mainly in a US context. Harrison, Reilly and Gentry (2010) investigated motivations of Black 

Friday shoppers through a video-ethnography study. The study follows Midwest American 

families prior to the consumption event, planning the activities, and during the event in the 

stores. The findings portrayed Black Friday as a cultural spectacle that contained elements of 

organizational rituals, such as roles, rules, and shopping strategies. Later in 2011, Boyd Thomas 

and Peters (2011) added to Harrison et al.’s (2010) study by conducting a qualitative study that 

investigated collective consumption rituals associated with Black Friday amongst US 

inhabitants. The results of the study suggest that Black Friday compounds of unique shopping 

rituals, blending traditional shopping with holiday rituals in its social construction. 

Furthermore, Boyd Thomas and Peters (2011) argued that Black Friday consumption rituals are 

meaningful to consumers because of the collective, adventurous, and competitive nature of the 

consumption event. The same year, Simpson, Taylor, O´Rourke & Shaw (2011) conducted an 

observational research analyzing consumer behavior and commentary of Black Friday 

customers. The observers most often reported calmness (47%), courteousness (32%), happiness 

(27%), anxiety (25%), excitement (24%), and irritability (24%) among the shoppers. 

  

In a quantitative study, Swilley and Goldsmith (2013) examined online and offline consumer 

motivation, attitudes and behaviors towards Black Friday and Cyber Monday with business 

students at a Midwestern university as empirical foundation. The authors investigated shopping 

convenience, its relation to perceived usefulness and shopping enjoyment, and its links to 

consumers’ attitudes and purchase intentions on Black Friday and Cyber Monday. The study’s 

main findings were that consumers found Cyber Monday online shopping as much more 

convenient compared to offline brick-and-mortar Black Friday shopping. Furthermore, 

shopping enjoyment lead to positive attitude towards shopping both online and offline, even 

though it was found to be a greater predictor of shopping offline at the mall. On the contrary, 

perceived usefulness was found to be the main predictor of positive attitude towards online 

shopping. Moreover, no significant difference between genders regarding Black Friday and 
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Cyber Monday shopping were found in an online context, although women were more likely to 

shop at the mall on Black Friday compared to men (Swilley & Goldsmith, 2013).  

  

Kwon and Brinthaupt (2015) investigated the relationship between consumers’ motivation 

(particularly hedonic motivation) and experience, comparing Black Friday shoppers and non-

shoppers from an US southeastern public university. Corresponding to their findings, Black 

Friday shoppers reported higher level of hedonic shopping motivation compared to non-

shoppers. In addition, consumers with a more positive Black Friday experience reported to have 

a greater intention to shop on Black Friday once more. Moreover, Black Friday shoppers appear 

to be especially attracted to experience of pleasurable shopping emotions where the 

consumption event, as such, may be particularly good at stimulating those emotions. Lennon, 

Kim, Lee and Johnson (2017) examined the role of consumer emotions on Black Friday and 

determined the antecedents to those emotions, tested on a sample of students with prior Black 

Friday shopping experience from four US colleges. Both positive and negative emotions were 

revealed and linked to the anticipation or accommodation of the retailer’s expected 

performance, customer service and capability, expectations of the provided deals on Black 

Friday, and the experience as a whole. Generally, positive emotions were generated through 

goal attainment and doorbuster discounts and negative emotions were associated with stock 

outs and extensive wait in line (Lennon et al., 2017). 

 

Possibly due to the newness of Black Friday in many countries, little consideration has yet been 

put to investigate the phenomenon in other European countries’ markets. Although, Smith and 

Raymen (2017) investigated Black Friday as an event, in a British context, viewed upon from 

a social angle. By conducting an observational study including qualitative interviews, carried 

out in a major city in the north of England, the researchers sought to understand motivations 

and meanings related to individuals who opted to defy the crowds in physical stores on Black 

Friday, rather than surfing on the web. Specifically, the researchers sought to understand 

behaviors of so called “extreme shoppers” against the context of the social harms associated 

with contemporary consumer culture. Smith and Raymen’s (2017) conclusions portray the 

event, Black Friday, as a “competitive arena” in which individual success is measured through 

competence in the marketplace, illustrated through the bulging shopping bags, dented credit 

cards, and the consumers’ “war stories”. The “extreme shoppers” motivation is reflected by the 

superego’s command to enjoy above all else, compulsively maintaining the anxiety-inducing 

cycle of consumption (Smith & Raymen, 2017). Moreover, McLeod, Cherrett, Bailey and 
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Dickinson (2016) investigated University of Southampton students online shopping behavior 

and attitudes towards the week following Black Friday analyzing which delivery methods they 

typically choose and their willingness to pay extra for alternative, more sustainable delivery 

options. The results implied that the students were particularly cost conscious when selecting 

delivery methods, where 83% to some extent agreed on that they chose the least costly option 

whenever possible. However, students responded somewhat positively towards the importance 

of reducing carbon footprint and to the idea of waiting longer for deliveries if it meant retailers 

could bundle more orders into one delivery (McLeod et al., 2016). 

 

2.1.3 E-commerce 
Electronic commerce is commonly referred to use of internet for the sake of buying, selling or 

trading products and services, but shall be considered as all electronically mediated 

transactions, financial, informational, or other services deliveries, between an organization and 

any third party it deals with. The main business incentives for introducing e-commerce are 

opportunities for increased revenues, and reduced costs, as renting or property setup costs, but 

other advantages might be shortened product life cycles and facilitation of consumer feedback, 

leading to improved service quality and corporate image (Chaffey, 2015). Additionally, e-

commerce has the potential to offer consumers a better experience compared to conventional 

shopping methods, however, to make this potential a reality, businesses must focus on its value 

proposition to their customers (Keeney, 1999). In this section, the most common type of e-

commerce, business to consumer (B2C) e-commerce, where companies providing products or 

services to individual consumers online will be discussed (Chaffey, 2015). 

  

The number of internet users worldwide has almost increased with ten times since the 

millennium shift and the growth continues (Murphy & Roser, 2019). In addition, studies have 

shown a positive relation between internet surfing hours and online shopping activity 

(Liebermann, Stashevsky, Messinger & Galetta, 2009), and consumers with previous 

experience of online shopping perceived less risk towards it compared to consumers who never 

tried online shopping before (Huang, Schrank & Dubinsky, 2004). Thus, consumers with high 

internet experience are more likely to prefer online shopping over offline channels (Frambach, 

Roest & Krishnan, 2007). Due to these facts, B2C e-commerce is one of today’s quickest 

growing industries worldwide with the sale figures for 2019 estimated to almost 2.4 trillion 

dollars (Huseynov & Yildirim 2016, Statista, 2019).  
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In 2018, the biggest industries online in Sweden were home electronics and clothing and shoes 

with 32% and 18% share of the market respectively. Although, clothing and shoes constitutes 

as the most frequent category bought online as a share of 39% of the total online consumers 

stated they shopped online for this category. The most preferred payment methods were invoice 

and credit card with 38% and 22% respectively, and the most preferred delivery method was 

pickup location from postal representatives (E-barometern, 2018). In addition, Luke Flomo, 

head of e-commerce at Trustly payment solutions, highlight the importance of fast return 

policies free of charge as an important issue for Swedish online shoppers, even though it could 

be a substantial resource drain for retailers (Ecommerce Foundation, 2018; Minnema, Bimolt, 

Gensler & Wiesel, 2016). This argument is further confirmed by the fact that free return policies 

were highlighted by 86% of the Swedish consumers as an important factor when shopping 

online (E-barometern 2018). Furthermore, free returns could be a way to easier attract first time 

buyers and thus gain new customers, as a positive correlation was found between the degree to 

which consumers could return items free of charge and consumers purchase intention towards 

that online retailer (Pei, Paswan & Yan, 2014), corresponding to Hjort & Lantz (2013) findings 

that the number of orders made from a retailer, increased with free delivery and return policies. 

  

Due to the statistics accounted for earlier in this text, one relevant question to address would 

be; why are consumers suddenly preferring online shopping? Price has been proven to be one 

main driving factor for online shopping (Bones & Hammersley, 2015). Other consumer 

advantages with e-commerce could be navigation, great access to information, the ability to 

view multiple items at once, specify style, color, size and also be able to compare between 

products and services. Additionally, it is also convenient; consumers can sit down at home calm 

and quiet at any time they prefer, 24 hours per day, and does not have to physically run back 

and forth between stores. Moreover, online shopping excludes borders, as consumers can 

purchase products and services online from all around the world with the possibility to get them 

delivered all the way to their door (Ashman & Vazquez, 2012; Huseynov & Yildirim 2016). 

  

On the other hand, there are also concerns that make consumers feel uncertain about online 

shopping, one example is lack of trust, defined as the belief that a seller will not behave ethically 

and will take advantage of the vulnerability of the customer (Mohamed Fadel Bukhari, 

Ghoneim, Dennis & Jamjoom 2013). Accordingly, e-trust has emerged as a concept among e-

retailers, indicating that, as described by Sylvian Rousmant at Mazars audit agency, - 
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“consumers believe in online trading where they make business transactions”. Rousmant 

continue by describing, - “For example, when a consumer purchases a product from an online 

shop, e-trust recognizes the expectation of that consumer to receive exactly what he or she 

ordered” (Ecommerce Foundation, 2018, p.16). Naturally, trust constitute an important element 

of all kinds of business to consumer transactions, but arguably it is of greater importance for 

online retailers, due to the fact that consumers holds more uncertainty against online 

transactions than towards traditional offline transactions (Kim, Ferrin & Rao, 2008; Grabner-

Kräuter & Kaluscha, 2008). Partly, that is due to the fact that some consumers feel better and 

safer with physical interaction and human dialogue when purchasing a product or service, 

especially if that is something they do not normally purchase (Chaffey, 2015). Therefore, e-

retailers’ communication should be very efficient and rich, and information and product 

presentation should be reliable and useful for the customer as it might well be the sole 

interaction a consumer might have with a product prior to the purchase (Chaffey, 2015, Flavián, 

Guinaliu & Gurrea, 2006). Other factors influencing consumer trust might be secure payment 

systems and protection of private customer data (Flavián et al., 2006). 

  

To summarize, a customer with an overall positive online shopping experience, sense a decline 

in future uncertainty about shopping on that particular website, which further highlights the role 

of consumer familiarity to online shopping (Flavián et al., 2006). Bones and Hammersley 

(2015) argue that e-commerce effectiveness will be a defining differentiator for competitive 

success over the coming years and failure to get it right might hit online retailers’ revenue and 

profitability, leading to business collapse in the long run. 

 

2.1.3 Motivation theory 
Motivation theory, as proposed by McGuire (1974), states that motives of human actions, 

affective or cognitive, are principally intended to grant personal satisfaction and gratification. 

Tauber (1972), the contemporary considered pioneer within shopping motivation research, 

published a study that develops a number of shopping motivation classifications. Tauber’s 

(1972) study argues for the idea that consumers are motivated by several psychosocial needs 

other than those concerning the very procuring of the product itself. The study states shopping 

to be defined as a series of behaviors by the consumer which include either acquiring the 

product or the value of the very shopping process. For example, a consumer could be motivated 

just by finding the product he or she searches for. Although, attempting to attract other people’s 
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attention, waste time or spending time together with friends are also motivating reasons. In 

summary, Tauber (1972) advocates for the notion that people do not only shop for the functional 

(utilitarian) purpose of the purchased products, but also for the satisfactory (hedonic) purpose 

of the whole shopping practice. 

 

Westbrook and Black (1985) connect the study of Tauber (1972) with the topology of human 

motives by McGuire (1974), subsequently suggesting shopping behavior to come about for 

three essential reasons. These three reasons are; to acquire a product, to acquire both a desired 

product and provide satisfaction with non-product-related needs, and to primarily attain goals 

not related to product acquisition. Westbrook and Black (1985) continue by encapsulating these 

three reasons into seven dimensions for shopping of which all can be described as holding both 

utilitarian and hedonic features but that some are more hedonic or more utilitarian in essence. 

Moreover, Westbrook and Black (1985) define shopping motivation research overall to 

generally explore “forces investigating behavior to satisfy internal need states”. 

 

Through the inclusion of new elements for shopping motivation such as emotion, feeling, 

enjoyment, aesthetics and pleasure, Hirschman and Holbrook (1982) expand the work of Tauber 

(1972). The study conducted by Hirschman and Holbrook (1982) reasons that motivation 

research on consumers began in the 1950s as it then concentrated on the emotions that could 

arise concerning the very product purchased itself but that these studies later came to be 

criticized on their validity. As cited in To, Liao and Lin (2007), the work of Hirschman and 

Holbrook (1982) stipulates distinct definitions for hedonic shopping motivations. Further, the 

perspective Hirschman and Holbrook (1982) proposes develops the extent of shopping research 

that was previously restrained by traditional views. From that point on, the research topic of 

motivation for shopping has gradually transferred from the functional and concrete utilitarian 

position to the hedonic, more abstract view. In the 1990s, Batra and Ahtola (1991) tested the 

constitution of consumer attitudes on four American brands on all of which a two-folded 

composition arose, hedonic and utilitarian, thus implying that any given brand has attributes of 

both utilitarian and hedonic type. Babin et al. (1994) builds on the findings of Hirschman and 

Holbrook (1982), as their study investigates how the utilitarian motivators could be denoted as 

“work” while hedonic motivators could be denoted as “fun” or “work that could be fun” from 

a consumer’s shopping perspective. 
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In the late 1990s, researchers increasingly begun to look into the behaviors of shopping online 

as technology of computers improved. Childers, Carr, Peck and Carson (2001) constructed a 

study with the goal of exploring online shopping by combining research from consumer 

behavior with research concerning information system. The widely cited article gives 

recommendations on why it is important to include hedonism when constructing online 

shopping media and not treat a given media as a simple information system despite the 

utilitarian online consumer perspective, being to shop in a time-efficient manner. The notion 

that hedonic motivation is an extension of utilitarian motivation is argued by Parsons (2002). 

Additionally, Parsons (2002) means that both types of motivation are critical for companies to 

remain and increase the company’s competitive advantage. Vijayasarathy (2004) aims to 

explain consumer intention to use online shopping through a set of motivators within an 

adjusted technology acceptance model and comes up with support for several utilitarian 

motivators as predictors of attitude towards online shopping. To et al. (2007) state that 

consumers do not solely fit into being only utilitarian or only hedonic, but rather have a stronger 

inclination towards one more than the other but that utilitarian and hedonic motivations affects 

consumer behavior in different ways.  

 

The previously mentioned study by Swilley and Goldsmith (2013) on consumer intentions on 

Black Friday and Cyber Monday is one of few research articles to focus on contemporary 

consumption events in general with Black Friday and Cyber Monday as empirical example. 

Looking at the Swedish context, as previously stated, Lundin et al. (2016) of Lund University, 

conducted a non-peer reviewed quantitative study testing the significance of hedonic and 

utilitarian motivation dimension on attitudes of Swedish consumers on both online and offline 

retail on consumption events with Black Friday as empirical example. Their conclusion was 

that all their studied motivators had a positive effect on consumers’ attitudes towards 

consumption events and further that there was a strong positive relation between attitudes and 

purchase intention (Lundin et al., 2016). 
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3 Theory 

3.1 Utilitarian motivation 
Utilitarian motivation is defined as acquiring the benefit of a product or service needed and is 

described as rational, goal oriented and associated with more instrumental and functional 

attributes (To et al., 2007; Hirschman & Holbrook, 1982; Batra & Athola, 1991). Utilitarian 

shopping motivation generally starts from a mission or task, and the perceived shopping value 

might be dependent on whether the particular “consumption need” was accomplished, which 

often implies that an expedient product or service is consumed in an efficient manner (To et al., 

2007; Babin et al., 1994). Internet allows consumers to find all necessary information they need 

about a product or service with only a few clicks, thus, increasing the utilitarian motivation for 

consumers to use it (Bakos, 1997). 

  

To et al. (2007) found that utilitarian motivation is a powerful predictor of intention to search 

and shop online. The utilitarian view envisions the consumer as thoughtfully considering and 

evaluating of either product or service-related information prior to a purchase decision (Childers 

et al., 2001). Furthermore, utilitarian shopping motives include both convenience-seeking 

search for quality, and reasonable price rates (Sarkar, 2011). Thus, a consumer driven by 

utilitarian motivation collects information out of necessity rather than of entertainment (Bloc & 

Richins 1983). In their study, To et al. (2007) further argues, in accordance with findings from 

Keeney (1999) and Blake, Neuendorf and Vladiserri (2005), that the major reasons for why 

consumers engage in online shopping are utilitarian related. Furthermore, according to Sarkar 

(2011) it can be implied that an individual with relatively high utilitarian shopping motivation 

will be more likely to perceive greater benefits of online shopping, in comparison to an 

individual with lower utilitarian shopping motivation, as it relates to savings in time and effort 

(Forsythe, Liu, Shannon & Gardner,  2006). 

 

The utilitarian perspective assumes that the buyer is a logical problem solver, reflecting 

shopping with a work mentality and may be most appropriate to explain shopping trips 

described by consumers as an errand that they just want to get through with (Sarkar, 2011; 

Hirschman & Holbrook, 1982). Therefore, utilitarian motivation is not influential of unplanned 

or impulse shopping behavior to the same degree as hedonic motivation (Babin et al., 1994). In 
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the same fashion, consumers influenced by utilitarian motivation might not continue to browse 

once they have found what they are looking for (Scarpi, 2012). 

 

Based on earlier research that investigates online shopping and the relation between utilitarian 

motivation and consumer attitudes, purchase intention and search intention, from Swilley and 

Goldsmith (2013), Childers et al. (2001), To et al. (2007), Vijayasarathy (2004), and Batra and 

Athola (1991), three utilitarian dimensions have been identified as theoretical base for the 

empirical work of this thesis. These dimensions are convenience, cost savings, and perceived 

usefulness. 

 

3.1.1 Convenience 
Convenience has been found to be one of the major motivations for consumers to be inclined 

to shopping online (Beauchamp & Ponder, 2010; Colwell, Aung, Kanetkar & Holden, 2008; 

Jiang, Yang & Jun, 2013). To et al. (2007), in coherence with Rohm and Swaminathan (2004) 

found convenience to be a significant motivating factor in the online shopping context. In 

addition, Swilley and Goldsmith (2013) found an indirect relation between convenience and 

attitude, where convenience had an effect on consumers’ perceived shopping enjoyment and 

usefulness, which in turn was found having a positive relation to consumers’ attitudes (Swilley 

& Goldsmith, 2013). Childers et al. (2001) found that convenience was a predictor of usefulness 

and enjoyment for online shopping as well as influencing consumer’s attitude (Childers et al., 

2001). Regarding consumption events as Black Friday on the Swedish market, Lundin et al. 

(2016) found a weak but evident correlation between convenience and consumer attitudes, and 

in turn purchase intention. In addition, it was found that the perception of convenience for 

consumption events was stronger for online shopping compared to shopping in physical stores 

(Lundin et al., 2016). 

  

Due to the fact that Black Friday Weekend occurs on a set time and date consumers who want 

to take advantage of the deals on the consumption event are bound to a limited time frame. On 

that topic, convenience is referred to as “the time and effort saving experienced when 

purchasing goods or services” (Rohm & Swaminathan, 2004). Consumers want to be able to 

shop in an atmosphere that allows reduction in search costs and the ability to find products 

efficiently, 24 hours for seven days a week (Childers et al., 2001). According to Burke (1997), 

Ghosh (1998), and Marganosky and Cude (2000) convenience is a major motive for shopping 



 17 

online and consumers are more likely to use the internet compared to physical stores for the 

sake of convenience and for the variety of items available on the same platform (Kim & Kim, 

2006; Swaminathan, Lepkowska-White & Rao, 1999). Additionally, interactive shopping could 

lower the cost of acquiring pre-purchase product information (Bakos, 1991). Furthermore, 

Swilley and Goldsmith (2013) argues that consumers want shopping to be convenient, 

especially during the holiday season. This is confirmed by their findings in their study that 

online Cyber Monday shopping was perceived as more convenient by US consumers, compared 

to brick-and-mortar heavy Black Friday shopping (Swilley & Goldsmith, 2013). If convenience 

is the main expected benefit sought after, online shopping may best suit utilitarian consumers, 

as they perceive the act of shopping as a task that need to be completed as quick and efficient 

as possible (Scarpi, 2012). 

 

Convenience includes both elements of when and where a consumer can shop (Childers et al., 

2001). Jiang et al. (2013) derived five different dimensions of convenience, namely, access, 

search, evaluation, transaction, and possession/post-purchase convenience. Access convenience 

reflects consumers’ ability to be able to shop online anywhere at any anytime. Search 

convenience reflects speed of downloading, web-site design, and easy-to-use search functions 

such as navigation. Evaluation convenience reflects available product descriptions that enables 

comparisons between items online. Transaction convenience reflects simple, quick and safe 

check out processes and online payment methods. Possession convenience reflects kept 

promises, on-time delivered, undamaged products corresponding to the placed order, and post-

purchase convenience reflects convenient product return policies (Jiang et al., 2013). The study 

by Jiang et al. (2013) indicates that each of the five dimensions has a positive effect on the 

overall levels of consumers perceived online shopping convenience.  

 

3.1.2 Cost Savings 
Cost savings has been observed as an important factor for consumers to adopt to online 

shopping (Keeney, 1999; To et al., 2007). One advantage of shopping online compared to brick-

and-mortar stores is the ability to compare prices and the possibility to find the lowest price 

there is (Grewal et al., 2010; Swaminathan et al., 1999). Chandon, Wansink and Laurent (2000) 

describe reduction in price as a utilitarian benefit, in contrast to, for instance, a free gift which 

could be described as a hedonic benefit. Price reduction per se can create a perception of 

monetary savings (cost savings) and subsequently reduce the pain of paying for the consumer 
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(Blattberg & Neslin, 1990). On that subject, Miller (2000) points out that the virtual quality of 

online stores enables retailers to save cost of personnel, rent, store installation, maintenance and 

decoration, allowing a lower product or service price. It has been suggested that economic 

shoppers reflect utilitarian values, and that most online stores aim to provide utilitarian benefits 

to their customers by offering cost savings, either purely economic or related to time and effort 

(Scarpi, 2012; Sarkar, 2011). Furthermore, the study by To et al. (2007) found that cost saving 

had a positive influence on utilitarian motivation which in turn was found positively affecting 

purchase intention and search intention online (To et al., 2007). Black Friday is a consumption 

event related to exclusive deals and price reductions that could create utilitarian value by 

facilitating the decision regarding the product or service acquisition task (Babin et al., 1994). 

Moreover, Lundin et al. (2016) quantitatively found cost savings to be the primary motivator 

towards consumption events amongst Swedish consumers. Due to these aspects, including cost 

savings as a dimension in this research ought to be of relevance.  

 

3.1.3 Perceived Usefulness 
Perceived usefulness is defined as “the extent to which a consumer believes that online 

shopping will provide access to useful information and facilitate comparison” and describes if 

the consumer perceives the products or service on sale as relevant or useful (Vijayasarathy, 

2004). Consumers intend to shop online because they feel it will be useful for their shopping 

needs (Swilley & Goldsmith, 2013). Studies that have incorporated the technology acceptance 

model (TAM), first proposed by Davis (1985), which comprises technology user motivation 

core variables explaining behavioral intentions, have consistently found support for the 

relationship between perceived usefulness and behavioral intentions (Vijayasarathy, 2004; 

Mathieson, 1991; Riemenschneider & Hardgrave, 2001). Perceived usefulness is considered as 

a key variable in the TAM that directly or indirectly explain the outcomes (Scherer, Siddiq & 

Tomdeur, 2019). Additionally, results from Vijayasarathy’s (2004) research highlight that 

salient beliefs as usefulness are highly relevant in evaluating attitudes towards online shopping. 

  

From a utilitarian online shopping perspective, it is critical that the consumer finds the website 

easy to use and navigate through, and finds it simple in content, context and infrastructure 

(Scarpi, 2012; Burke, 2002). On that matter, it has been found that a simple layout, including 

easy sequential steps and straightforward information, which remembers anything that requires 

repetition, such as passwords, credit card numbers and addresses, enhances consumer’s 
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perception that shopping online is a useful way of shopping, which positively correlating with 

utilitarianism (Lawler & Joseph, 2006; Scarpi, 2012).  

  

According to Swilley and Goldsmith (2013), perceived usefulness is positively linked to 

consumer attitude towards shopping on Black Friday and Cyber Monday. In addition, several 

studies have indicated that perceived usefulness of the media significantly influences consumer 

attitude towards online shopping as well as online purchase intentions and repurchase intentions 

(Shih, 2004; Swilley & Goldsmith, 2007; Vijayasarathy, 2004; Song & Zhang, 2004; Childers 

et al., 2001). Additionally, Lundin et al. (2016) found an evident relation between perceived 

usefulness and attitudes towards consumption events amongst Swedish consumers. In addition, 

it was found that perceived usefulness for consumption events was stronger for online shopping 

compared to shopping in physical stores (Lundin et al., 2016). 

 

3.2 Hedonic motivation 
Hedonic value is, in contrast to the objective focus of functionality and task completion 

distinguishing utilitarian value, subjective and personal. It emphasizes amusement, excitement 

and playfulness (Holbrook & Hirschman, 1982). Hirschman and Holbrook (1982) defines 

hedonic consumption as aspects of consumer behavior which concern emotive, multisensory 

and fantasy features of consumption. When reviewing shopping as an experience, the sole focus 

on the aspect of product acquisition would not reflect the totality of the practice (Bloch & 

Richins, 1983). In the context of shopping, hedonic value indicates the perceived value of 

emotion and entertainment experienced by the consumer from engaging in the activity 

(Bellenger, Stanton & Steinberg 1976). Shopping that is hedonically valuable is entailed by 

perceived freedom, increased arousal, heightened involvement, escapism and fantasy 

fulfillment according to Bloch and Richins (1983) and Hirschman (1983).  

 

Babin et al. (1994) directed an empirical study that proves the existence of utilitarian and 

hedonic value within shopping. The authors argue that consumers often will shop for 

appreciating the practice of shopping rather than focus on completing a task. Furthermore, 

Babin et al. (1994) establish that hedonic shopping value influences unplanned shopping, a 

claim further confirmed later by To et al. (2007). Moreover, To et al. (2007) evidences that 

hedonic value influences hedonic motivation for shopping online. Scarpi (2012) declares that 

hedonism and utilitarianism are two different dimensions and not the counterparts to one same 
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dimension. Moreover, the author validates the hedonic orientation amongst consumers online 

to be more profitable than utilitarian orientation and that retailers online hence should design 

their online domain in such a manner that optimizes its hedonic potential. Scarpi (2012) defines 

orientation towards shopping as “the general predisposition of consumer towards the act of 

shopping”. Additionally, the study determines that consumers browsing online with a hedonic 

approach displayed the highest rate of purchase occurrence online as well as repetitive visits. 

In comparison, utilitarian oriented consumers showed no significant sign of intentional loyalty 

and thus seemed to be one-time buyers. However, majority of researchers regarding utilitarian 

and hedonic motivation on online shopping agree on the idea that utilitarian motivation is the 

prime driver of the two and the principal reason for people to shop online is related to 

utilitarianism (Alba et al., 1997; Ghosh, 1998; Keeney, 1999; Morganosky & Cude, 2000; 

Verhoef & Langerak, 2001; Blake et al., 2005). 

 

Based on previously published work stating what hedonic dimensions that have received 

greatest support and significance for online shopping, (Babin et al., 1994; To et al., 2007;  

Scarpi, 2012; Childers et al., 2001; Swilley & Goldsmith, 2013; Arnold & Reynolds, 2003 

(Westbrook & Black., 1985; Parsons, 2002; Han and Han, 2001) Chandon et al., 2000) three 

dimensions have been identified as theoretical base for the empirical work of this thesis. The 

first dimension is enjoyment, with the two subcategories adventure and explore, and 

environment, the second is authority and status and the third is value expression. 

 

3.2.1 Enjoyment 
The study of hedonic motivation is the study of shopping enjoyment (To et al., 2007). 

Enjoyment motivates and influences attitude towards shopping (Arnold & Reynolds, 2003; 

Childers et al., 2001; Swilley & Goldsmith, 2013). Childers et al. (2001) claimed enjoyment to 

be a component in positive attitude towards online shopping. However, Scarpi (2012) and 

Swilley and Goldsmith (2013) declare that enjoyment is a more influential dimension in 

physical stores than online. Moreover, physical shopping is deemed as more entertaining than 

online shopping according to Scarpi (2012). In spite of these findings, the non-peer reviewed 

thesis by Lundin et al. (2016) found the perception of enjoyment to be stronger for online than 

offline shopping for a Swedish empirical foundation. For the sake of this thesis being delimited 

to online shopping, the authors of this thesis choose to divide enjoyment into two subcategories 

to which enjoyment can be influenced online, namely, adventure and explore, and environment. 
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Adventure and Explore 

Adventure regarding shopping intends that the consumer comes across something interesting 

and unique. Furthermore, the consumer experiences enjoyment from exploring during the 

shopping process (Westbrook & Black, 1985). The consumer’s desire for sensual excitement is 

prime to that of the desire for the product in itself during the process of shopping according to 

Sherry (1990). The computer becomes a tool for the consumer to explore curiosity claims 

Webster, Trevino and Ryan (1993). Consequently, the curiosity experienced by the consumer 

leads to exploration and an adventure. Finally, To et al. (2007) find that adventure and explore 

has a significant positive influence on hedonic motivation to shopping online which in turn 

directly affects search intention and indirectly affects purchase intention positively. 

 

Environment 

Childers et al. (2001) suggest that it is important for retailers not to treat the technology enabling 

online shopping as a functional information system in favor of a hedonic experience. Instead, 

online shopping websites should aim to create an enjoyable online environment. Possibly 

through the use of features such as color, images, video, sound, music, humor, animation and 

games. As stated earlier in this thesis, enjoyment relates to attitude for online shopping. 

Furthermore, the authors of the study conclude that even the most functional online shopping 

like groceries would likely benefit from interactive aspects (Childers et al., 2001). Scarpi (2012) 

argues that hedonism is more profitable than utilitarianism for web operators and therefore a 

website for shopping should aim to exploit all possible features of interaction in order to attract 

those appealed by hedonic motivation. 

 

3.2.2 Authority and status 
Shoppers will attain a sense of authority and status from getting one-on-one service from sales 

personnel (Westbrook & Black, 1985; Tauber 1972). Han and Han (2001) showed that internet 

in comparison to physical stores can offer consumers a more authoritative shopping experience 

in regard to customization as the consumer can control payment method, packaging, design, 

product specifics and shipping. Furthermore, Han and Han (2001) argue that this comes from 

the consumer’s control over the computer. The study of Parsons (2002) builds onto this by 

arguing that shopping online gives the customer the option to decide what to view, when to 

purchase and when to receive delivery. However, Parsons (2002) conclude that the sense of 
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authority and status comes from, not the control of sales personnel as suggested by Westbrook 

and Black (1985) and Tauber (1972), but from the authority and status of friends and coworkers 

knowing about one’s online shopping. In addition, Parsons (2002) finds that the majority of the 

respondents in their study stated that online shopping essentially took away authority from the 

consumer due to the fact of them being exposed to the function of technology.  

 

To et al. (2007), like Han and Han (2001) hypothesized that the controlling of the technology 

of the computer when shopping online provides a sense of authority and status for the consumer. 

Subsequently, the sense of authority and control comes from different causes depending on if 

one is shopping online or offline. Han and Han (2001) test positively the significant positive 

influence of authority and status on hedonic motivation for online shopping which in turn 

directly affects search intention and indirectly affects purchase intention positively. Given the 

pace of which technology is and has been evolving and the fact that it has been over ten years 

since To et al. (2007) examined authority and status as a dimension for online shopping 

motivation, the authors of this thesis find it of relevance to include authority and status as a 

dimension to investigate for online hedonic shopping motivation in this specific context. 

 

3.2.3 Value Expression 
In McGuire’s (1974) theories, considering humans to be competitive doers, he uses the example 

of consumers searching for satisfaction and gratification while looking for bargains and 

discounts to illustrate how humans attempt to improve our self-esteem and by extension our 

success. Babin et al. (1994) denote that value expression is a sense of excitement and pleasure 

with the consumer from conducting the bargaining process with sales personnel. Chandon et al. 

(2000) suggest that consumers see themselves as more intelligent when using a discount. Arnold 

and Reynolds (2003) reason that the event of finding a bargaining is something the consumers 

consider as a “challenge they have won” which therefore yields gratification from a sense of 

achievement. Value expression as a hedonic motivator in the context of this state of happy 

feelings and enjoyment is further reviewed by To et al. (2007). To et al. (2007) specify value 

expression as the pleasure and feelings of happiness concerning the sense of proudness 

consumers can experience from the bargaining process. Although, the study by To et al. (2007) 

find that value has no significant positive impact on hedonic motivation for online shopping. 

However, the non-peer reviewed thesis of Lundin et al. (2016) attests that value expression for 

consumption events is stronger for online shopping. Hence, the authors of this thesis find this 
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dimension relevant to include as our empirical foundation is delimited to online shopping on 

consumption events in Sweden only. 

 

 

Figure 1: Utilitarian and hedonic motivation dimensions used for this study compiled in a 

model by the authors. 
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4 Methodology & method 

4.1 Methodology 
When conducting a research, it is important to distinguish between method and methodology 

to be able to explain the research appropriately. Methodology refers to theory for how the 

research will be undertaken, including research philosophy, approach, design, and strategy. 

While method describes the procedure in which the research will be conducted, in other words, 

how the data will be gathered (Saunders, Lewis & Thornhill, 2016; Babin & Zikmund, 2016). 

As mentioned earlier, this research will be adopting a qualitative method when assembling the 

primary data. However, to fully describe the procedure for this thesis, each concept concerning 

methodology will be elaborated separately below. 

 

4.1.1 Research purpose 
This thesis will follow an exploratory purpose, as it aims to uncover the meanings of six 

utilitarian and hedonic motivation dimensions towards consumption events; where each 

dimension already has been confirmed from previous research to influence consumers’ 

attitudes, purchase and search intentions towards  online shopping (Swilley & Goldsmith, 2013; 

To et al., 2007; Childers et al., 2001). In addition, as anti-consumerism movements against 

Black Friday is emerging, not least in Sweden (SR, 2017; White Monday, 2018), this study will 

also uncover a previously non-researched topic namely motivation sprung from retailers’ 

sustainability consciousness with regards to Black Friday Weekend. The authors of this thesis 

aim to concretize and enhance the understanding of consumer motivations towards Black Friday 

Weekend, and add to previously reported research that deals with consumption events and 

online consumption motivation. Only when the research purpose has been clearly defined, the 

rest of the research design could be conducted properly, and to be able to conduct a research in 

an appropriate manner it should be aligned with and tailored after the research purpose. 

Moreover, this research mainly adopts an external marketing orientating focus, emphasizing 

customers’ perspective (Babin & Zikmund, 2016). 

 

4.1.2 Research philosophy 
According to Saunders et al. (2016), research philosophy relates to the development of 

knowledge within a particular field and the nature of that knowledge. Johnson & Clark (2006) 
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argue that to be aware of the philosophical commitment through the choice of research strategy 

is one important step to understand what should be investigated. The research philosophy 

adopted embrace important assumptions about the way in which the world is viewed upon and 

will underpin the research strategy and the methods chosen as part of that strategy (Saunders et 

al., 2016). Thus, the research philosophy should be chosen in accordance with what type of 

knowledge that is being researched and dependent on the research question that the researcher 

seeks to answer (May, 2011). 

4.1.2.1 Ontological considerations 
Ontology concerns the nature of the reality reflected by the individual view of what constitutes 

as a fact and distinguish between objectivism and subjectivism (Saunders et al, 2016). This 

research will adopt a subjectivist view as it aims to understand the subjective reality of the 

consumers in order to be able to make sense of and understand their motivation attached to 

social phenomena (Saunders et al., 2016). A subjectivist view entails that social phenomena is 

created from the perceptions and consequent actions of social actors. In this research, social 

actors will be consumers, and they may place different interpretations to situations in which 

they find themselves in due to their subjective view of the world. These interpretations most 

likely affect the nature of their motivation and in turn their actions, as consumers seek to make 

sense of the environment through interpretations of events and the subsequent meaning they 

draw from those events (Saunders et al., 2016). This view reflects the facts that this research 

does not strive to find one superior truth, but instead aims to account for individual meanings 

and interpretations with regard to motivation. 

4.1.2.2 Epistemological considerations 
Epistemology concerns the question of what constitutes as acceptable knowledge in a particular 

field of study (Saunders et al., 2016; Bryman & Bell, 2011). As this thesis aims to uncover 

meanings and interpret consumer motivation the research philosophy adopted for this study will 

be interpretivism, as people interpret things in their own way and act accordingly (Saunders et 

al., 2016). The interpretivist view highlights people, or social science, which require subjective 

meaning of human action, as distinctive from the objects of the natural sciences (Bryman & 

Bell, 2011). Interpretivism emphasizes the understanding of human action and concerns how 

people make sense of experiences and the world around them, as we interpret our everyday 

social roles in accordance with the meaning we give to these roles (Collis & Hussey, 2014; 

Saunders et al., 2016). For example, as illustrated by Grint (2000), there is no such thing as 
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“good” leadership, which can be defined, identified, and measured in terms of the 

characteristics of the leader. Alternatively, leadership is primarily a social phenomenon that 

relies on the subjective interpretations of the followers (Bryman & Bell, 2011). Accordingly, 

interpretivists encourage humanitarian complexity and richness in the empirical findings 

(Saunders et al., 2016). The authors of this thesis argue that the interpretivist perspective is 

highly appropriate for the purpose of this study as not only are each consumers’ motivation 

complex, it is also unique. Additionally, small samples with emphasis on in-depth investigation 

will be used in this research, which corresponds to the most commonly used interpretivist data 

collection methods (Saunders et al., 2016). 

 

4.1.3 Research approach 
According to Saunders et al. (2016) there are two main research approaches namely induction 

and deduction. In a deductive approach, the researchers usually begin with existing theory and 

continues with developing a hypothesis based on that theory in a highly structured way. Thus, 

the researchers conducting their own hypothesis with base in current theory and test it through 

any applicable research strategy of choice (Bryman & Bell, 2011). In an inductive approach, on 

the other hand, there is generally no existing theory or theoretical framework. Instead, the 

researchers tend to develop empirical generalizations and identify preliminary patterns as the 

research progress. Then, the researchers form a hypothesis and build a theory with base in the 

findings from the data collected. In other words, theory is seen as a result of the research 

findings and provide a closer understanding of the research context (Saunders et al., 2016; 

Bryman & Bell, 2011; Alvesson & Sköldberg, 2018). Through induction researchers apply 

specific findings to a general public or context, while deductive goes from general to particular 

(Ketokivi & Mantere, 2010). 

  

However, it could be argued that in specific situations one approach alone tends to be one-

dimensional, where a combination of the two approaches, deduction and induction, entitled 

abduction could be applicable (Alvesson & Sköldberg, 2018). An abductive approach 

constantly moves back and forth between earlier literature and collecting data, and then match 

the data with the theory to provide explanation (Collis & Hussey, 2014; Henderson, 2011). This 

approach is deemed as advantageous when a topic has abundance of previous research in a 

broader context, but less in the context researched (Saunders et al., 2016). 
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An abductive approach was considered as appropriate to use for this thesis, as the authors 

decided to proceed from earlier theory in form of previously tested motivation dimensions 

towards online shopping, but let new data emerge freely by uncovering meaning of these 

motivation dimensions in a new context (Bryman & Bell, 2011; Alvesson & Sköldberg, 2018). 

The authors deemed abduction as the most appropriate approach for this thesis due to that there 

was limited previous research on consumption events as Black Friday Weekend, particularly in 

a non-American context. However, although the authors of this thesis have a theoretical base in 

previous research, it is of importance to not be too dependent on previous theory when gathering 

the data, in order to align with the purpose of this thesis. Accordingly, an abductive approach 

enables the authors of this thesis to find rich data and exploring motivation towards 

consumption events on the Swedish market in-depth. Moreover, an abductive approach, as with 

an inductive approach, holds for the interpretivist method, as it calls for qualitative means, and 

allows the researchers to be flexible throughout the research process (Saunders et al., 2016). 

 

4.1.4 Research Design 
Robson (2002), as cited in Saunders et al. (2016), defines research design as the process of 

turning one’s research question into a research project. The research design is a comprehensive 

plan of in what manner the study will go about answering the research question (Saunders et 

al., 2016). Furthermore, it should encompass objectives sprung from the research question, 

stipulate what sources of data that will be used, as well as contemplate on the constraints the 

study will have from factors such as time or budget. Each decision regarding the research design 

must be justifiable. In addition, the research design should be in line with the study’s research 

philosophy (Saunders et al., 2016). 

  

An exploratory research design could be used not only attempt to uncover the symptoms 

observed in a given situation, but also the very core reasons that are causing those symptoms. 

The process as well as the result of exploratory research is by nature not definitive or clear but 

could yield several potential reasons for the studied symptoms. These can later be further 

studied to isolate the most probable reason (Babin & Zikmund, 2016). This thesis seeks an 

exploratory design as it aims for insights and understanding regarding utilitarian and hedonic 

motivation dimensions for online shopping on consumption event for the selected empirical 

foundation (Saunders et al., 2016). Furthermore, exploratory research is appropriate for this 

research as it seeks to discover and identify new ideas that potentially could make up for new 
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areas of focus for online shopping business practices (Babin & Zikmund, 2016). Saunders et al. 

(2016) suggest that conducting focus group interviews as one of three primary ways of 

executing exploratory research. Focus group interviews is the chosen primary method for 

gathering primary data in this thesis and will be explained further in a later section. As this 

thesis targets the meanings behind motivation dimensions and by extension a further 

apprehension of them, an unstructured method featuring a small sample empirical foundation 

is used which is consistent with the exploratory approach (Malholtra, Birks & Willis, 2012). 

Finally, considering the fact that this thesis is conducted with a limited time span and without 

funding, the design has been adjusted appropriately. 

 

4.1.5 Research strategy 
Which research strategy that is applied is directed by the research question and lays the 

foundation for how primary data will be gathered (Saunders et al., 2016). This thesis stresses 

words in favor of quantification for the collection and analysis of data. Thus, the study can be 

labelled as having a qualitative research strategy. The qualitative research strategy is closely 

related to interpretivism and discards the conventional procedures of the natural scientific 

model as well as of positivism in specific for the focus on the individual’s interpretation of his 

or her social world (Bryman & Bell, 2011). Malhotra, et al. (2012) argues that it is more 

important to find quality rather than quantity regarding the selection of participants. Also, 

Malhotra et al. (2012) state that qualitative data must be summarized as well categorized in 

order to generate meaningful content. A qualitative research strategy is appropriate as it holds 

for high flexibility, understanding and richness, and as numerical data would not help fulfill the 

qualitative purpose of this thesis (Saunders et al., 2016).  

 

4.2 Method 

4.2.1 Data collection 

4.2.1.1 Primary data 
For this thesis the authors decided to collect primary data through semi-structured focus group 

interviews. Data that most commonly is analyzed qualitatively is data which is collected in a 

non-standardized manner through either semi-structured or in-depth interviews. Furthermore, 

when a study aims to understand the reasons for two or more respondents’ attitudes or opinions 
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on a matter, a qualitative group interview of some sort is preferred. A focus group interview 

design is characterized by the topic of discussion being clearly defined beforehand (Saunders 

et al., 2016). Participants of the focus group should be of demographic, personal, economic and 

social homogeneity (Given, 2008). Throughout the course of a focus group, the participants’ 

interactions are supported but also more strictly contained to stay on the pre-decided focus 

subject (Carson, Gilmore, Perry & Gronhaug, 2001). Multiple different focus groups are held 

for a single study to facilitate identification of patterns and trends (Saunders et al., 2016). The 

conventional idea of an ultimate size of a focus group is between five and ten participants so 

that an effective, collaborative discussion, followed by helpful understanding of the 

participants’ perspectives can take place (Krueger & Casey, 2015; Malhotra et al., 2012). Given 

(2008) denotes that the role of the moderator is essential for the effectiveness and success of a 

focus group as it is vastly dependent on his or her capability. It is the moderator’s responsibility 

to ask probing questions in a way that is observational, encouraging as well as flexible. 

 

Stewart & Shamdasani (1990) expresses the risk of biasedness in the manner that the moderator 

asks questions to be one of the most usual disadvantages of a focus group. For the moderator to 

not unintentionally be biased, it can be helpful to limit the information about the study to the 

moderator (Babin & Zikmund, 2016). In the case of this study, as students writing their master 

thesis, the cost to hire a third-party moderator removes that option. Moreover, focus groups 

could have trouble addressing sensitive subjects as the participants meet the moderator as well 

as their peers face to face (Babin & Zikmund, 2016). The authors of this thesis have chosen not 

to dissect what products that are being bought online and hence avoid potential sensitive private 

online purchases. 

 

4.2.1.2 Secondary Data 
The idea for this thesis came about from the authors’ interest on the Black Friday phenomenon. 

Following, the authors of this thesis began to investigate previous literature on the subject in 

order to detect a research gap (Saunders et al., 2016). Subsequent to finding the research gap, 

the authors of this thesis started to collect relevant theory. The secondary data was gathered by 

scholars in the same, similar or related fields of research. The prime source for finding these 

studies and articles was through the digital library database access portal (Primo) provided by 

Jönköping University, Google Scholar and citations from already found and read articles or 

studies. The material used was first published as stand-alone research articles or in journals. 
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Words used for searching (either separately or in combination) in the named databases were: 

Motivation, Utilitarian, Hedonic, Black Friday, Online, Shopping, Consumer, Consumption, 

Internet and E-commerce. 

 

4.2.2 Selection of participants 
The first step in deciding which sample to use, is to clarify who the targeted population for the 

research is (Babin & Zikmund, 2016; Saunders et al., 2016). First and foremost, according to 

the purpose this thesis, the population have been limited to Swedish consumers. In addition, the 

authors of this thesis have chosen to limit the researched population to individuals aged between 

20-24, due to as earlier mentioned, the share of online shoppers in EU has increased most 

notably among this group (Eurostat, 2018). 

 

Out of the targeted population a sample is collected (Bryman & Bell 2011). Ideally, a researcher 

should use a sampling procedure based on randomization (Bryman & Bell, 2011; Saunders et 

al., 2016). However, for the sake of convenience and due to the limited time and budget 

constraints for this thesis, non-probability sampling was used, where the probability of any 

particular member of the population being chosen is unknown (Saunders et al., 2016; Babin & 

Zikmund, 2016). Furthermore, for the sake of creating a rich, free-flowing discussion climate 

within the focus groups, a purposive sampling technique (also known as judgmental sampling) 

was used to find appropriate focus group participants. In purposive sampling the researchers 

select the sample in a strategic way based on personal judgment about some appropriate 

characteristics of the sample members, so that those sampled are relevant to the research 

question being posed and the objectives of the research (Saunders et al., 2016; Bryman & Bell, 

2011). Accordingly, one criterion for taking part in the focus groups, were confirmed prior 

experience in shopping on Black Friday Weekend and online. Neuman (2005) argues that a 

purposive sampling method is suitable for exploratory research, as it relies on personal 

judgment of the researchers to select the sample rather than the equal chance of being chosen 

as in the case of probability sampling methods (Bryman & Bell, 2011). Additionally, purposive 

sampling is relatively inexpensive, convenient, less time consuming, and often used when 

working with smaller samples (Saunders et al, 2016). As this sampling technique allows the 

researcher to actively select participants that they regard as appropriate for the study, the 

technique also serves the research purpose, which are the fundamental criteria for purposive 

sampling (Saunders et al., 2016; Black, 2006).  
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The focus group participants were collected through social media, essentially through 

Facebook. After initial contact through different medias, the authors of this thesis invited 

individuals that they regarded as suitable for the research to a Facebook group where five 

different time slots were available for selection. The individuals invited were also encouraged 

to bring a friend that matched the requirements for the research. Moreover, an email was sent 

out to these participants stating the research purpose as well as the ethical precautions taken 

into account. Unfortunately, one of the focus groups had to be canceled because of too few 

participants, but ultimately, after some rearrangements, four focus groups consisting of five 

individuals each were formed. The four focus groups were homogenous in the sense that all 

participants were aged between 20-24 years. These facts correspond with the authors of this 

thesis aim to study this particular group in great depth. Due to availability, a majority were also 

students at Jönköping University. However, in each group, there was a mixture of respondents 

in terms of gender, geography, and personal characteristics, which should be considered as 

positive for the matter of generating rich discussions (Saunders et al., 2016; Bryman & Bell, 

2011). 

Figure 2: Focus groups participants 

Focus Groups 1 Participant number Age
Date: 23/3 - 2019 1 23
Time 1h 18 minutes 2 22

3 24
4 24
5 22

Focus Groups 2 Participant number Age
Date: 27/3 - 2019 6 22
Time 1h 29 minutes 7 21

8 24
9 24
10 20

Focus Groups 3 Participant number Age
Date: 28/3 - 2019 11 23
Time 1h 23 minutes 12 20

13 24
14 22
15 21

Focus Group 4 Participant number Age
Date: 28/3 - 2019 16 23
Time 1h 2 minutes 17 23

18 24
19 22
20 22
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4.2.3 Pilot group 
The authors of this thesis followed the suggestion by Malhotra and Birks (2007) in terms of 

conducting a pilot test before performing the focus groups. A pilot test refers to the process of 

pre-testing the research instrument, which in this thesis would be the focus group execution. 

This is done to ensure that the instrument as a whole function well, if the questions are requiring 

too much effort from the participants and if the questions allow for probing (Denscombe, 2009). 

Pilot test is often critical for fine-tuning research objectives and enhance the overall quality of 

the data (Babin & Zikmund, 2016). Besides providing the interviewers with some prior 

experience and a greater sense of confidence, a pilot test can by addressing forthcoming 

problems, improve the overall quality of the focus group and reduce research errors by ensure 

that the questions asked are appropriately constructed and not a source for misinterpretation or 

discomfort (Bryman & Bell, 2011; Stewart & Shamdasani, 1990). 

 

The pilot test was held on the 23rd of March 2019 and consisted of four participants. The 

participants were selected based on the same purposive sampling technique that were used for 

the subsequent original research and thus the participants were comparable to the original 

research population (Saunders et al., 2016; Bryman & Bell, 2011). The pilot test’s participants 

provided valuable feedback with regards to focus group structure and question formulation, 

which eventually, led to some adjustments within these areas. After evaluating the results from 

the pilot test, as recommended by Saunders et al. (2016) the focus group structure was audited 

by the tutor of this thesis and with an associate professor at Jönköping University with expertise 

in qualitative research. Based on these recommendations, some additional adjustments were 

considered for the focus group execution, in order to ensure getting as rich data as possible 

(Saunders et al., 2016). 

 

4.2.4 Ethical considerations 
Bryman & Bell (2011) name several sensitive properties of business research that potentially 

could affect the quality of data as well as outcome of the study if not handled with carefulness. 

Regarding the focus group respondents, it is vital that no troubles occur from their participation 

as this could lead to future hesitation to involvement in research. Moreover, it is important that 

the respondents’ dignity and integrity are respected. On the subject of data handling, it is 

imperative that the researchers remain transparent, objective and honest. Furthermore, the 

collected data have to be treated with confidentiality. Finally, it is of importance that these 
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precautions are taken into consideration with steadfastness to circumvent deceptive results and 

untruthful informing. 

  

To abide by the aforementioned ethical safety measures, the authors of this thesis applied a 

methodical and consistent process as to handling the focus groups. Upon first contact with our 

respondents, the purpose of this thesis as well as ethical considerations were sent out on email. 

Then, once again on each occasion before the focus groups began, the respondents were 

presented with the purpose of the research and what ethical precautions that were taken into 

account. Additionally, the participants were urged to at any time raise any concerns that 

potentially could come about. Finally, the names of the respondents were codified in order to 

secure anonymity. 

4.2.4.1 Credibility 
The term credibility denotes the confidence in certainty of the findings of a given research. 

Guba (1981) suggests “member checks” as a way of confirming credibility through presenting 

the received data back to the participants as this gives the participants opportunity to comment 

and confirm its correctness. In this thesis, the authors performed member checks after each 

discussed dimension. Furthermore, for some typifying statements that the authors of this thesis 

wanted to use as illustrative comments, an email was sent out to that specific respondent to 

ensure he or she had formulated the way he or she intended. 

4.2.4.2 Transferability 
The transferability of a study means to what degree the discoveries of that study can be applied 

to other situations (Shenton, 2004). Guba & Lincoln (1989) argue that suggestions regarding 

transferability cannot be made by researchers in regard to their own study’s findings. This is 

because it is only the researchers performing the study who are fully cognizant of the context 

of that study and therefore cannot speak for other potential application of it. Instead, further 

implications of a study should be analyzed and applied by researchers of other studies. 

Therefore, it is of value to present satisfactory circumstantial information concerning the 

research process for other researchers to correctly determine the transferability. Thus, the 

authors of this thesis had this fact in mind when presenting the method of this thesis. 
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4.2.4.3 Dependability 
Easterby-Smith, Thorpe and Jackson (2015) explain dependability as the research method being 

described in such a sufficiently clear manner that if the study were to be done again with the 

study as a guideline, the same results would be obtained. In this thesis, dependability is 

substantiated by a methodical and well recorded course of action. The reader can find 

information of each step in the research process and related decision affecting it. Moreover, the 

authors of this thesis provide the reader with appendices consisting of a outline for focus group 

topic conversation, illustrative participant comment examples, and a list with all of the codified 

participants. 

4.2.4.4 Confirmability 
Shenton (2004) discusses the concept of confirmability as the researcher’s consciousness and 

treatment of objectivity to the study. Furthermore, Shenton (2004) states the importance of the 

findings to be “the result of the experiences and ideas of the informants, rather than the 

characteristics and preferences of the researcher”. To facilitate this, the authors of this study 

used open-ended questions to not impart biasedness. Moreover, Shenton (2004) argues that the 

predispositions of the authors should be acknowledged. Therefore, this thesis states what 

ontological and epistemological position it holds as it influences the interpretation of the data. 

Finally, as suggested by Shenton (2004) this thesis clearly accounts for the method as well as 

the process used, as this simplifies the reader’s evaluation of to what degree the data and its 

generated constructs can be agreed upon. 

 

4.2.5 Data analysis 
The initial step of this method is for the researchers to become familiar with the collected data. 

Both authors of this thesis jointly listened to the audio recorded after each focus group (Braun 

& Clarke, 2006), in order to have a fresh memory of the conversation and to transcribe them in 

Swedish (which was the language spoken in the focus groups) (Collis & Hussey, 2014). 

Moreover, the transcribed material was read repeatedly to generate a complete picture of the 

data and consequently proceed to step two of thematic analysis. In step two, the authors of this 

thesis recognized codes of the data that applied to answer our research question. The third step 

of thematic analysis is to categorize the codes found in the data into themes. The authors of this 

thesis found 16 themes each stated and explained in the empirical findings (Braun & Clarke, 

2006). 
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The fourth step was for the authors of this thesis to evaluate the codes and themes and ascertain 

that they were appropriate for our research (Braun & Clarke, 2006). Step five was to consider 

whether the names for our chosen themes were distinct and well defined what the authors of 

this thesis aim to study (Braun & Clarke, 2006). The final step was to write up the themes into 

an empirical findings section where they are dissected and translated to English. Furthermore, 

the authors of this thesis carried on with confirming that each section contained the right 

information and decided on outtakes of illustrative comments to put in the text (Braun & Clarke, 

2006). 

 

Figure 3: Method process. 

 

5 Empirical Findings 

After transcriptions and coding of the focus groups, the authors of this thesis identified eight 

utilitarian and eight hedonic themes sprung from motivation to engage in Black Friday shopping 

online. The utilitarian themes identified were reduced physical effort, crowd avoidance, 

assortment availability and overview, flexibility and effectiveness, evaluation and comparison, 
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easy return process, economic savings, and website functionality. Furthermore, the hedonic 

themes identified were inspirational browsing engagement, operation and persuasiveness in 

design, online customer service setup, personalization in transaction options, perception of 

smart bargaining, excitement from expectancy, gift to self, and product familiarity. The 

empirical findings of this thesis and the connection to each and one of these 16 themes will be 

presented below. 

 

Figure 4: Utilitarian and hedonic motivation themes  
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5.1 Utilitarian themes 

5.1.1 Reduced physical effort 
Throughout the focus group discussions around motivation to engage in Black Friday shopping 

online, one factor commonly mentioned was the comfort of shopping in peace and quiet from 

home, and the reduction in physical effort obtained from not having to walk between stores at 

this specific consumption event. Another factor that was highlighted by the participants 

throughout the focus group discussions was the benefit from not having to waiting in queues, 

both to pay for their products in the checkouts and to try out their product in the fitting rooms 

when shopping apparel. A third factor that was frequently mentioned during the focus group 

sessions, somewhat linked to the previous factors, was the relief of avoiding all the stress 

associated with shopping in-store on Black Friday Weekend. It was also brought up in the focus 

groups that some participants found it annoying to pick up their product at a postal 

representative, especially those who did not have a postal representative close in their 

surroundings. Therefore, to further reduce the physical effort of shopping, some participants 

expressed a preference for home delivery of their products and were also willing to pay extra 

for this kind of service. 

Illustrative quotes – Reduced physical effort  
 

Participant 
number 

Comment 

3 

 
“You don’t have to run between thousands of stores to finally get what you 

want. I am appreciating sitting in my bed and drink a cup of coffee 

simultaneously as I search for what I want” 

15 

 
“Convenience for me is to get the products home and be able to test and 

compare them in peace and quiet, without having to cope with the 

exhausting and stressful store environment on Black Friday” 

5 “It´s nice that you can bring the store home to you. I have no problems 

sitting in front of my computer for 3 hours on the afternoon, but I would 

never spend active 3 hours in-store during the Black Friday hysteria” 
13 “When shopping online on Black Friday, I don’t have to stand in queues in 

the store, for instance to the fitting rooms when I am shopping clothes or 

when I want to pay” 

20 “To avoid all the stress and waiting in line are very demanding, and thus 

the most important factor for me to shop online during this event is the 

avoidance if these circumstances” 

12 “For me, shopping online is mainly about get rid of all the stress linked to 

Black Friday in-store shopping, sweat while in-store shopping must be one 
of the worst things there is” 

14 “I find it somewhat demanding to go and get my package at the postal 

representative. That´s why I have recently started to order from websites 
that offer home delivery, I have no problem to pay a little bit extra for that” 
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5.1.2 Crowd avoidance 
Another motivation theme that were identified when coding the focus group sessions was the 

participants’ relief of avoiding large crowds and in-store congestion when shopping during the 

Black Friday Weekend. It was highlighted by the participants that during consumption events 

like Black Friday Weekend, certain consumers can come into another state of mind in order to 

get what they want and consequently one would want to avoid these “crazy customers”. These 

feelings commonly seemed to be linked to the participants’ preference for not having to 

socialize with other people during shopping on Black Friday Weekend if they did not want to. 

Furthermore, another factor that was commonly mentioned in the focus group discussions was 

the social pressure or the increased pressure to shop from the store expedients or experts that 

could be evident when shopping in-store. The fact that if one does not purchase anything, one 

simply has wasted the expedient’s time, was described by some of the participants as an 

unwanted pressure to shop as well. Finally, other shopping partners, like friends, were described 

to influence the participants shopping behavior in an unwanted way and could lead to a feeling 

of time pressure were various steps in the decision process could be accelerated for the sake of 

not to appear annoying in front of friends. 

 
Illustrative quotes – Crowd avoidance 

  

 
Participant 
number 

Comment 

7 “When I am ordering online during Black Friday I appreciate the fact that I 

don’t need to consider other consumers and the congestion in the store” 

20 “On consumption events like the Black Friday Weekend, people come into 

another state of mind where they become like crazy animals who throw stuff 

all around them and elbow and push to get what they want; these people are 

100% avoided when you shop online. Neither, I don’t want a footprint on my 

new jeans due” 

15 “The convenience of ordering online on Black Friday for me is all about 

avoiding social interaction, that you don’t have to talk to other people if you 

don’t want to” 

18 “I appreciate the fact that I don’t have to meet and talk to people, especially 

during consumption events like Black Friday when there´s a lot of people in 

circulation in various shopping malls” 

10 “I can sometimes feel more urged and a social pressure, to buy from instore 

expedients and other people working in the store” 

11 “When a instore expedient have sacrificed his/her time to help you, I feel an 

increased pressure to shop, as I have worked instore myself and know that 

you want people to shop when you have put down certain time and effort on 

them, otherwise you feel like you have just wasted their time” 

13 
 

“When I shop with other people, as friends, then you feel a social pressure 

to make a relatively quick decision, often you don´t take as much time, or try 

out different products as many times as you want and would have done if 

you were shopping by yourself” 
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5.1.3 Assortment availability and overview 
Throughout the focus group discussions around motivation to engage in Black Friday shopping 

online, the ability to overall get better assortment availability and overview was one factor 

commonly mentioned. It was brought up that the fact that one got everything available on the 

same platform when one shops online compared to in-store where only the products in stock 

are available was appealing to the participants. Furthermore, it was mentioned amongst the 

participants that the internet as a tool makes it easier for them to get a complete overview of the 

product ranges, assortments, and the various offers in each store on Black Friday Weekend. 

These tendencies were illustrated further by the fact that the participants regularly browse 

online during Black Friday Weekend to get an overview of the deals available. It was described 

that the participants would even look online beforehand if they were about to shop in-store 

during the weekend for the sake of getting a better overview. Finally, the ability to specify and 

choose from for instance more colors, designs and sizes when shopping apparel online were 

described to contribute to the feeling of greater availability and assortment overview. 

 

Illustrative quotes – Assortment availability and overview 

  
 

Participant 
number 

Comment 

4 “I appreciate the fact that you got everything available on the same 
platform, like the whole product range” 

6 
 
 

“Regarding the assortment, you get access to everything that´s available 
through the computer compared to instore shopping where you only can 
look at the products available in the stock” 

10 
 

“I could more easily get a complete overlook on the whole store assortment, 
when shopping online, and thus more effectively find what I want, or not 
want, compared to search through a whole physical store” 

15 “During the Black Friday Weekend, it´s important for me to get an overlook 
to be able to see what´s available, both the product ranges and the various 
offers, that´s much more convenient for me to do online” 

17 
 
 

“I usually browse regularly through the web several times on the Black 
Friday weekend, to get an overview if there´s something interesting on sale, 
even if I have planned to shop instore on the weekend” 

20 “Say that I am looking for a new sweater on Black Friday, when shopping 
online you can overview the categories, for example different colors and 
designs more easily” 

8 “I appreciate the fact that you have access to a broader range of colors and 
sizes when shopping clothing online, the fact that you got everything 
available on the same place is very convenient” 
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5.1.4 Flexibility and effectiveness 
Throughout the focus group discussions another motivation theme identified was the flexibility 

and effectiveness of shopping online during Black Friday Weekend. The fact that online enables 

flexibility to shop whenever, wherever and however one wants, adopted to one’s own schedule, 

without paying consideration to the stores opening hours and so forth seemed to be one 

appealing factor for the participants during this event. Moreover, throughout the focus group 

discussions, it was highlighted that shopping online enables one to be more time-efficient, as 

one could do other things at the same time as one shops. Moreover, it was described that one 

could shop on-the-go, compared to spending the whole afternoon at the shopping mall which 

could be a clear advantage if one got a tight schedule, a time to fit, or not want to ruin any other 

plans one might have. It was also described that spending much time at the mall enhance the 

pressure to buy something unnecessary otherwise the time spend would just be considered as a 

waste of time. The flexibility of shopping online was further exemplified by the fact that one 

could take a small break, close the computer, and later get back and continue where one was, 

and the fact that one could prepare one’s shopping basket prior to Black Friday Weekend. 

 
Illustrative quotes – Flexibility and effectiveness 

  

 
Participant 
number 

Comment 

10 “When shopping online on the Black Friday Weekend you can do it 
whenever you want without having to pay attention to when the stores are 
open” 

9 “Online, you can shop whenever, wherever and however you want, it´s all 
up to you” 

16 “Say that you finish work at 17.00 and the stores at the mall close at 18.00, 
then I have to hurry. If I shop online, I can do it at 22.00 or even at the lunch 
break at work, the most important thing is that I can chose when and where” 

14 “It goes much faster to click yourself through a website than shopping in a 
physical store. Also, you can do other thing at the same time as shopping 
online which not will be possible when shopping in a physical store” 

2 “Shopping online allows you to be more efficient, you could do the laundry 
or eat lunch at the same time as shopping which is great if you got a tight 
schedule” 

3 
 
 
 

“The fact that Black Friday shopping at the mall usually becomes an activity 
that takes the whole afternoon, cancel all your other plans, kinds of pressure 
me to buy something that I not really want, otherwise I feel that I have just 
wasted time. In front of the computer I can just take a small break, then 
continue where I were” 

18 “I appreciate the fact that I can shop online when I am on the run, as you 
don’t have to spend time to standing in line and such. In addition, when 
shopping online on Black Friday I can prepare by already put what I want in 
the shopping basket, and then just confirm and click it home later when 
Black Friday arrives. 
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5.1.5 Evaluation and comparison 
Another motivational factor commonly mentioned throughout the focus group discussions was 

the general possibility for evaluation and comparison when shopping online during Black 

Friday Weekend. The fact that the internet, as a tool, enables easy and quick comparisons 

between various stores, products and services globally was highlighted by the participants as 

an important factor to engage in online shopping during this event. This was further illustrated 

by the description that when shopping online you have the opportunity to be in an unlimited 

number of stores at once. More specifically, possibly due to the fact the discussion was limited 

to Black Friday shopping, much attention was paid to comparison between prices and to find 

the best deals. On that subject, various online price comparison websites as Pricerunner and 

Prisjakt were regarded as useful to the participants and used during Black Friday Weekend to 

set prices in a relative context. Another factor that was widely highlighted by the participants 

when shopping online during Black Friday Weekend was the ability to use internet as a tool for 

evaluation. It was brought up that one could get other consumers opinions and be able to 

evaluate different pros and cons of various stores, products or services through online consumer 

reviews, for instance through Trustpilot and through video reviews on YouTube. These online 

features were described to possibly offer enhanced credibility and to provide the participants 

with valuable information that helped them make a more informed final purchase decision. 

Illustrative quotes – Evaluation and comparison  
Participant 
number 

Comment 

12 “Through just a click, you can easily compare different stores, even 
worldwide, and summarize what´s interesting in a way that not is possible 
when shopping at the mall. It´s like you could be at 20 stores at once” 

2 
 
 

“The fact that you can compare prices online is very useful, because I 
believe many stores changes their prices prior to Black Friday to make the 
price cut look bigger on the main event. Through Prisjakt you could see how 
a specific product was priced 2 weeks ago. If you visit a physical store you 
don´t know what for example 30% off means in relative terms” 

18 “Say that I looking to buy a new shampoo then I can easily visit 3 different 
stores online and compare their prices, in store X, Y, Z, or use Pricerunner. 
On the other hand, I am not sure I would visit 3 different physical stores just 
to compare prices. Instead you often take the first, best, closest store.  

3 “I appreciate the fact that you can evaluate various products, services or 
stores by reading reviews made by other consumers. For instance, whether 
other consumers are happy with a specific product, about the size and 
quality and so forth. It´s not like I am ask people in physical stores - excuse 
me, have you bought this product before, what did you think about it?” 

11 “I usually look at consumer reviews on sites like Trustpilot or watch video 
reviews on YouTube when shopping online. For instance, I was about to buy 
a pair of wireless headphones last week. Through video reviews on YouTube 
and also some public forums which explicitly explained pros and cons of 
certain products I got very valuable information that helped me in making 
my final product choice” 
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5.1.6 Easy return process 
To be able to conduct easy returns was another motivational factor that was mentioned during 

the focus group sessions. It was highlighted during the discussions that one drawback of 

shopping online, compared to in-store, might be the fact that one cannot physically see or feel 

the products one looks to purchase, thus one will never know if one is completely satisfied with 

one’s purchase until he or she has the product in his or her hands. On that subject it was 

mentioned that sometimes one will feel disappointed from ordering something online when 

unwrapping one’s package because the product does not meet one’s expectations. Due to these 

circumstances, the participants described that the simplicity and convenience of the product 

return process would be a decisive factor when choosing to engage in online shopping. If a 

retailer fails to meet these requirements, irritation and even avoidance of that firm could occur. 

When discussing convenient return policies, the participants highlighted the fact that it should 

be clear how to do it, and it should not require something extra from the consumer. On the 

contrary, one should be able to just put the product back in the package, zip it, and then send it 

back. Afterwards, it was preferred to get a confirmation from the firm when they had received 

the return. Additionally, some participants wanted to be able to return their products to physical 

stores and solve their concerns with a store expedient. It was also brought up that a service 

which picked up consumer returns at one’s door could be of interest. 

Illustrative quotes – Easy return process  
Participant 
number 

Comment 

2 “When shopping online you don’t get the opportunity to physically see or 
feel the product. Thus, easy returns are a decisive factor for me when 
deciding to shop from a website or not. Sometimes I even hesitate to shop 
from certain sites because I fear that the returns will be too complicated” 

18 “You get disappointed when ordering something and it don’t meet your 
expectations. When the product concerned looked nicer on the screen then 
in reality. If the return policies are too complicated, you get irritated at the 
firm responsible and might not order from them again” 

12 “For return policies to be convenient it should be clear how to do it, include 
easy resemblable closing packaging, like Zalando, you don’t have to fix 
anything just put the product back in the bag, zip it, and mail it” 

9 
 
 

“When returning your product nothing should be demanded from you, like 
register online, call or mail someone. In addition, the return label should 
already be included with the delivery and be ready to just stick on” 

13 “When returning I want a confirmation that my return has been received 
and that my money has been paid back as well” 

14 “I actually want to be able to return my online purchases to a physical 
store, like H&M. I appreciate the convenience of getting help with any 
concerns of a product from an actual person rather than through the web” 

1 “I would consider paying extra for someone getting my return in front of my 
door rather than me have to walk to a postal representative every time” 
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5.1.7 Economic savings 
A motivational factor to engage in Black Friday Weekend shopping online that was clearly 

highlighted in the focus group discussions was the economic savings through reductions in price 

that occurs on this event. These types of motivation were illustrated by the strive to find a 

bargain, to get a product on sale, or for a cheaper price than usual. It was also mentioned that 

one compromises more with oneself and sometimes shift one’s demands when one shops on 

sale. What was also highlighted in the discussions was that some participants waited to purchase 

a product the weeks before Black Friday Weekend for the sake of getting it for a cheaper price 

and thus save money. Moreover, the participants regarded Black Friday Weekend better for 

finding interesting bargains compared to other seasonal sales. It was also highlighted that 

delivery free of charge was considered as important when shopping online during Black Friday 

Weekend. However, the acceptance towards, for example, extended product delivery waiting 

time was greater if one got a really good deal or find a bargain during the event. Lastly, it was 

mentioned that some participant excepted and demanded specifically good deals, more than 15-

20% off, on Black Friday Weekend for them to shop just for the sake of reduced prices. This 

was due to the fact that there are generally so many sales or discounts available anyhow. 

Illustrative quotes – Economic savings  

 

Participant 
number 

Comment 

3 “During this weekend my objective is mainly to find a bargain and thus 
saving money” 

7 
 
 
 

“Reductions in price on products or services is very the very reason for me 
to shop on Black Friday, some products are simply worth the price when 
they are on sale compared to when they are sold to full price. You get more 
enjoyment of the product than the expense pinch” 

13 “Last Black Friday Weekend I bought a new TV online. I had checked it out 
in store a week earlier, but I decided to wait until Black Friday for the 
purchase and sure enough I got it to a cheaper price” 

2 “Compared to when for example H&M advertise their fall or spring sale 
then you know there´s a lot of residual garments which don’t interests you. 
Black Friday on the other often applies to the whole store assortment, for 
example 25% off for all pants, that´s more interesting I think” 

8 “I think free freight is crucial when shopping online during Black Friday, as 
you want to get a good deal overall. If you find a bargain but then then have 
to pay for freight it not might be a bargain after all.  

20 
 

Then, if you got a real bargain, you usually have a bit more patience 
towards for example extended waiting time for your package to arrive. You 
accept that Black Friday is a very busy event for retailers and mail service” 

11 “I usually look online to find out if there´s some interesting bargains on 
Black Friday. However, when shopping just for the sakes of bargaining I 
wouldn’t normally consider 15-20% as a very good deal, as that´s in line 
what you get on other sales the whole year or through student discounts. 
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5.1.8 Website functionality 
The functional part of websites was another motivation theme identified for shopping online 

during Black Friday Weekend. From the participants comments it was illustrated how the 

usefulness and functionality of website design constitutes as important factors when shopping 

online. Firstly, the ability to navigate properly, through for instance clear menu rows, was 

viewed as an important factor when shopping online. Also, to be able to easily search and find 

what one was looking for was highlighted by the participants. On that matter it was also brought 

up that an adaptable, easy to find, and clear search function should be available on the site which 

include and match with several specific search words. Another important function mentioned 

amongst the participants in order to find what they want was to have good filtering alternatives, 

including clear categorizations, based on for instance style, color, price range and so forth when 

shopping apparel. The filtering should limit the search to only relevant products and screen 

away irrelevant alternatives. Moreover, another function that was appreciated by the 

participants was when the shopping basket was saved. Finally, continuously updated stock 

balance and the fact that once a product has been put in the shopping basket, it should be 

reserved, was highlighted by the participants. 

Illustrative quotes – Website functionality  
Participant 
number 

Comment 

9 “The website got to be functional in that sense that you easily could 
navigate, search and find what you are looking for, what sizes and models 
that are available and so forth. Otherwise you´d often ignore the site and 
shut down the browser” 

12 “You should get clear menu rows, and be able click into a page and then go 
back without having to start over from zero again, I am not that technical, so 
I prefer when websites are very simple and adaptable” 

20 “I value a clear and easy to find search function that include and matches 
with many search words. I should get and show approximately what you are 
looking even when you aren´t completely sure what you want to purchase” 

5 “Above all, to finding what products or services you are looking for, proper 
filtering alternatives has to be available on the site. You want the ability to 
screen and categorize between products in a smooth way, by using a great 
filter function that not show 10 000 irrelevant products, nor nothing at all” 

15 
 

“Many stores have the function today, that the products you put in the 
shopping basket get saved which I regard as very useful when you need to 
take a break or just happens to shut down the browser” 

18 “On Black Friday everything can go really quick. Sometimes you are 
shopping online, but when you go through with the purchase you receive an 
email that your product is out of storage, that´s really annoying! Therefore, I 
think continuously updated stock balances are of importance” 

19 “On that matter, I believe that when you have put your product in the 
shopping basket, it should be locked and not available for others to order, 
When you are shopping in-store it´s not like others would steal goods from 
your basket” 
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5.2 Hedonic motivation 

5.2.1 inspirational browsing engagement 
Most participants mentioned that, in online shopping of apparel in particular, on Black Friday 

Weekend, they get “caught up” in the browsing and some would spend more than an hour just 

browsing websites. Some participants claimed this behavior had to do with viewing items for 

inspiration. Also, it was claimed that one’s unintentional time spent online was due to the price 

requisite for free delivery was not being fulfilled and that one therefore was searching for other 

products to add to their cart. Another participant claimed that it simply had to do with him or 

her being easily distracted. Furthermore, the participants agreed on the notion that the 

possibility of being able to use the online browser to further explore new products on other 

websites to be essential for shopping online overall. Two participants in different focus groups 

explained the act of inspirational browsing, in the form of nicely styled products, along with 

the combination of them, possibly portrayed to belong to a famous influencer, to be the most 

enjoyable part of shopping online. 

 

Illustrative quotes – Inspirational browsing engagement 

 
  

Participant 
number 

Comment 

20 “It’s SO common for me to enter a mode where I window shop online and will 
be sitting doing that for a long time and barely notice two hours go by” 

1 “I think the best part of the experience is seeing products, possibly an 
influencer’s stuff, hang or lie around a household and view different 
combinations of them and receive inspiration that way” 

3 “Sometimes I use websites that do not actually have the products for sale but 
just gathers them and links to where they can be bought” 

16 “I’m definitely guilty of getting caught up in browsing around when I’m 
shopping online”   

15 
 

“Last Black Friday I was initially getting just a few things but ended up 
spending roughly 2000 SEK when looking for other items to reach the free 
delivery price level” 

8 
 

“I can often scroll around looking at products without purchasing just for the 
inspiration” 

13 “I just get so easily distracted. Starting off on one page just to later find myself 
have gotten through several others just from finding new inspiration on the 
previous website” 
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5.2.2 Operation and persuasiveness in design 
All participants made it clear that website design was a fundamental aspect for the perception 

of credibility, both of the retailer as well as the products. Throughout the focus groups, it was 

discussed that the fact that the website design could be used without disturbance was crucial for 

the perception of trustworthiness of the website. Furthermore, the website design also played 

part in persuasiveness as an esthetically appealing website design was argued to heighten the 

inclination of transacting a purchase. The participants mentioned that the more high-end the 

website appeared, the more one would be willing to pay for the product. When asked what 

constitutes a well-designed website, all focus groups focused on what functional design features 

they enjoyed or disliked. On this topic, most participants emphasized the annoyance of 

resurfacing or replaying interactive media which the user already had closed down, the liking 

of “hover states” and below-product customer reviews, and annoyance of pop-up suggestions 

offered by the retailer after pressing “go to cart”. Moreover, the participants suggested that 

websites always should ask the user whether they would like to view a given interactive media 

pop-up where other participants had opinions on graphic factors where they preferred little text 

and nice-looking fonts. It was also stated that the possibility to be notified when a certain size 

of a product was back in stock was of importance. 

Illustrative quotes – Operation and persuasiveness in design 

  

Participant 

number 

Comment 

12 “The more luxurious and well planned a website is, the more inclined am I to 
pay more for the product even though I didn’t know about the website before” 

2 “Nelly.com for example has a podcast or video or something that keeps 
popping up for me and it really bothers me. Overall, I don’t want many of 
those kinds of elements at all” 

5 “A lot of times when I press go to cart there are these in-between pages that 
come up and suggest products for me. I find that annoying since I just pressed 
“go to cart” which to me means that I now want to pay” 

10 “I hate it when these pop-up pages follow you around on the website despite 
having already exited them, particularly those with sound that keeps 
repeating” 

6 “Hover states really help me when I’m searching for a special product but 
want to make sure before I go ahead and press it” 

16 “Elgiganten has a nice design with their customer reviews just below their 
products where you can see how many “stars” other customers have given the 
product and usually a short review text” 

4 “The design of the website builds up trust and credibility for me. If it looks 
bad my trust will drop and I’ll feel less in control. All elements of the design 
pretty much determine how secure it is for me and if it becomes low the overall 
impression becomes low too” 
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5.2.3 Online customer service setup 
Many online retailers today have some sort of customer service chat where customers can ask 

questions. Throughout the focus group discussions, specific examples of websites that have 

succeeded with an enjoyable design of this type of feature were brought up. However, some 

participants also mentioned that they at often times become disturbed by customer service chats. 

The most frequent reason which caused them to become aggravated was consistent reoccurring 

of the pop-up window despite having already exited it. Furthermore, the aggravation could grow 

even further if the user would attempt to use the chat window only to discover that the bot 

responding could not help them. Two discussions from the focus groups regarding specific 

examples of experiences with online customer service chats arrived at the conclusion that the 

best course of action for a website would be to simply have the chat window available in the 

corner without auto-opening it upon reloading. In summary, the focus groups concluded that, 

designed accordingly, the chat function would contribute to a positive online shopping service 

experience. 

 

Illustrative quotes – Online customer service setup 

 

 
  

Participant 

number 

Comment 

8 “Actually, I’m quite intrigued by the whole robot and automation -technology 
that is incorporated on some website today. You can almost tell how they have 
gotten smarter over these last years” 

11 “Something you mentioned there that I have very much trouble with is to chat 
online with personnel without asking for it, that’s extremely annoying” 

6 “I hate customer service chat especially. Every time you close it down it 
automatically reloads when you reload the page” 

20 “What’s the use of having a customer service bot if it can’t answer 90% of the 
questions?” 

18 “I was actually online shopping the other night when I had to cancel down a 
customer service chat window. But when I was about to pay, I realized that I 
needed it and then it was nowhere to be found and I couldn’t leave the page 
because I wanted to secure my price. That was really annoying” 

17 “The customer service chat should be a small icon in the corner that follows 
you everywhere on the page but that DOESN’T OPEN on its own” 

7 “I do like the online customer service chat function of Klarna where you first 
specify your problem through choices and then is directed to an actual person 
who answer to your concerns” 
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5.2.4 Personalization in transaction options 
The possibility to exert personalization in various steps of the transaction process was 

throughout the focus groups uncovered to be related to various subfactors of motivation. The 

two prime topics where personalization was desired, which were coherent for all of the four 

focus groups, were to have options regarding payment and delivery. To have several payment 

options was considered providing both credibility but also persuasiveness as some methods 

were looked upon as more inconvenient than others, for example direct debit card payment 

versus Swish. In two focus groups participants reported of situations where they would skip 

their purchase simply because not having immediate access to their credit card details. 

Moreover, there was also the notion that some payment options were considered to have a 

trustworthy impact on users by only existing as an option, like Klarna. Besides, it was also 

suggested that choosing to pay through an invoice was relieving when it was not certain that 

the products bought would fit the customers’ expectation, instead of waiting for a refund. 

Concerning options in delivery, all focus groups’ discussions focused on its possibility to allow 

for better convenience in picking up or returning products to mail agents such as grocery stores 

or kiosks. Emphasis was placed on the fact that the consumer wants to choose what agent to 

pick up from that suits him or her best. Also, two focus group discussed their want to have the 

possibility to choose environmental delivery option where measure of transport would be 

optimized from an environmental perspective as well as having the option to withdraw from 

non-environmental packaging material. Finally, some participants argued that their current 

economic positions in relation to the extra pricing of these types of environmental delivery 

options limited them from using them. Some comments were made as choosing 

environmentally friendly delivery options as a measure of status for the consumer.            

Illustrative quotes – Personalization in transaction options  
Participant 
number 

Comment 

12 “I feel comfortable using any payment method today really, however, it´s 
satisfying and make me feel more secure to decide out of several options” 

9 “Regarding authority, it is getting to choose payment options for me” 
20 “I appreciate when I can choose to have an invoice so I can touch and try my 

stuff before I pay for them” 
11 “It´s really great when I can choose to have an invoice so I can see and try my 

stuff before I decide to pay for them” 
18 
 

“When I purchase things from my cell phone, I´ll usually just do it if I can pay 
with Swish” 

14 
 

“For big, bulky or heavy products it´s really a perk if I can choose to have them 
delivered to my door” 

1 “For me there´s no status with home delivery, it´s the convenience I want” 
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5.2.5 Perception of smart bargaining 
The very joy of shopping online on Black Friday Weekend was expressed in several different 

ways throughout the focus groups. However, the idea of the sense of being smart, as an 

emotional reaction to benefitting economic savings from the sale on Black Friday Weekend, 

was consistent for all sessions. Some participants expressed it as having “outsmarted the 

system”. A few considered themselves as smart when searching to find another product on sale 

which they initially did not look for but add in order to reach the price level requisite for free 

delivery. Another participant denoted that her or his sense of cleverness came from the fact that 

he or she had waited for a specific desired product to come on sale. Furthermore, several 

participants said that buying a product on sale generated a sense of performance from their side. 

To summarize, the rush from finding a bargain of interest seemed to be experienced by most 

participants. 

 

Illustrative quotes – Perception of smart bargaining 

 
 

  

Participant 

number 

Comment 

14 “I feel smart, like I’ve outsmarted the system from finding the discount” 

5 “If the delivery is at a cost, I have another round to see if there is anything 
else that I want. For the sake of being smart and avoid the delivery fee” 

13 “These pants really were a satisfaction to buy, I felt smart. I knew I wanted 
them, waited around for Black Friday to come and went ahead and bought 
them then” 

17 “It sounds silly, but I feel that I beat the store and like the system, like I won, 
because I got a product at a discount, like a performance” 

9 “A good bargain is what really gives me satisfaction, even though it might be 
exactly the feeling the retailer intends to give me” 

20 “It might be short-lived happiness, but when you really want something and 
find it at a discount, that is a great rush” 

3 “I get a product sent home, at a cheaper price than previously listed, and I 
don’t have to go to the store physically, that is smart to me” 
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5.2.6 Excitement from expectancy 
Also related to the joy of shopping online was the expressed emotional experience of waiting 

for an ordered package. Some participants testified it as making them feel special. One 

participant said it was like being little and receiving a longed-for letter, other described it as 

waiting for Christmas eve to arrive. Furthermore, throughout all focus groups, comments were 

made regarding finding oneself in a happy “limbo state” or “enchanted world”. Several 

participants stated that during the waiting, they would “almost forget” that they made the 

purchase and would therefore be happily surprised when finding it in the mailbox or through 

the notification by the mail agent. Other participants claimed that one manically checks the 

mailbox while waiting for the purchased product to arrive. Moreover, in one focus group, 

arguments were made from one participant that he or she recently had been feeling good about 

her or himself from not having a package waiting upon arrival home from work. On the other 

hand, one participant mentioned that he or she could sometimes wait several days to pick up a 

package. The reason behind this was expressed by the participant as him or her having more 

important errands to take care of first. 

 

Illustrative quotes – Excitement from expectancy 

 
 

  

Participant 
number 

Comment 

1 “To have an upcoming order, directed to me personally, kind of make me feel 
special” 

11 “When waiting for your package upon arrival gives you a sense of expectation, 
especially if it’s something fun and that you wanted for a long time. Love that 
feeling, like waiting for Christmas eve to arrive” 

6 “I can feel that from the point that the transaction went through I live in a sort 
of happy limbo. I feel full of expectation and that is when the experience is the 
most fun” 

12 “I think it’s partially because I like to live in an enchanted world or bubble” 
20 
 

“It’s like this, since you don’t get the product at the very time of the 
transaction, it almost becomes as if you engage in a long wait and then 
experience a positive relieve when your package finally comes. Like finally, you 
get positively surprised when it actually arrives, like if it is a bonus” 

10 “When I click something home, I’ll manically be checking my mailbox” 
18 “I hate to admit it, but I actually feel good about myself when I don’t have a 

package waiting for me at home in the mailbox for once” 
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5.2.7 Gift to self 
Adding to the different aspects of joy in online shopping on Black Friday Weekend was the 

rush of emotions from being notified about the arrival of, picking up, unwrapping or using the 

ordered product. Moreover, consistent for all codes chosen by the authors of this thesis for this 

theme, was that they stemmed from the participants descriptions of what feelings they 

experience when they “get the product”. Participants expressed such feelings with words like 

“satisfaction”, “joy” or feeling “special” or “a rush”, when the product arrived and was to be 

opened. Some participants valued the way a package could be carefully and esthetically 

wrapped. Others denoted that the fun lies within the use of the product. However, most 

participants agreed on the fact that it was the picking up of the package that brought the most 

excitement. Also, one participant said that even more happiness could come from the retailer 

personifying the delivery with handwritten notes for example. Other participants said that they 

engaged in shopping on sale often for therapeutic, self-rewarding purposes. Moreover, another 

participant argued that the concept of self-rewarding only partially accounts for his or her 

decision-making when shopping online. Although, throughout the focus groups the participants 

emphasized that the euphoric feelings do differ dependent on the amount spent and if the 

product is a desire or more of a necessity. Finally, one participant admitted that he or she would 

see refunded money as a gift from the retailer rather than money he or she actually put in even 

though her or she did not think it was logical to reason that way. 

 

Illustrative quotes – Gift to self 

  

Participant 

number 

Comment 

1 “When I pick up a package, I feel special and privileged, it’s almost like 
Christmas Eve” 

10 “I’d say that I shop partial for reward, like when I have performed well on a 
test AND need something, I’ll allow myself to buy it” 

17 “I get such a rush from going to pick up a delivery” 

2 “I think the real fun starts after you’ve gotten the product and can go about 
and use it” 

20 “I remember getting a personal note from a company once which really gave 
me a “wow-feeling”, like they really care about me as a customer to them” 

11 “There’s this satisfaction that comes from having picked up a package and 
knowing that; Damn, I really have this product now” 

16 “I can sometimes get the feeling that I have gotten an amount on like a redeem 
card even though it’s just money from making a refund” 
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5.2.8 Product familiarity 
Regarding what was bought online on Black Friday Weekend, it was explicitly stated by the 

participants that they generally needed to be familiar with the product to conduct a purchase. 

This was mostly motivated with a follow-up comment suggesting that one had enough to 

process in terms of familiar items on sale and the consideration of what, and if, to buy them, to 

have time to take unfamiliar products into account. Some participants further denoted that 

familiarity also was needed as the cut prices for some retailers could mean changes in return 

policy and hence, they wanted to be certain of their purchase to a greater extent. The participants 

described themselves as more goal-oriented during events, like Black Friday Weekend, 

explaining that it had to do with the low prices being, as is common on the kinds of events, 

occurs only for a short period of time. 

 

Illustrative quotes – Product familiarity 

 

  

Participant 

number 

Comment 

13 “Especially since there is the rush on Black Friday Weekend as it is only for 
a limited time frame and everyone who is planning to buy something is at their 
computer, I don’t think I look for new things to the same extent as otherwise. 
I’d say that I usually have a clearer goal on those days” 

8 “I usually have a clear objective what to look for during the weekend” 

1 “I know what I want before I go into the website, or at least what categories 
I’m planning to look into” 

3 “I have to be familiar with either the brand or the product. Otherwise there is 
the risk of not being able to return it since it is on sale” 

18 “It’s all full focus on what I want to the best price I’d say, so not like; Oh, I 
might look around a little” 

3 “To go for something I haven’t heard of or at least tried is all too risky for me 
on this event, instead I try to limit myself to product on sale that´s familiar to 
me” 
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5.3 Retailer sustainability consciousness 
Motivation from sustainability initiatives from the retailers’ side did not make out a theme of 

motivation as proposed in the problematization and purpose by the authors of this thesis. 

However, as the authors of this thesis asked questions on this topic in the focus groups, it will 

still be treated here in the findings.  

 

Almost all participants of the focus groups proclaimed that sustainability in both environmental 

and social aspects were important to them. However, from that consensus, considerations to 

sustainability on a personal online shopping on Black Friday Weekend perspective differed. 

The majority of participants meant that a retailer with a sustainable initiative of any sort could 

be what makes up for what website they decide to buy from, if the price is equal, but otherwise 

they would not prioritize sustainable initiatives. One participant denoted that he or she already 

had a set of criteria of sustainability in general that he or she prioritizes before price, which 

were applicable to Black Friday Weekend as well. Other participants argued that retailers’ 

sustainable initiatives on this event are based on marketing trends which they generally saw 

through. A few participants stated that they had criterions of sustainability initiatives in general 

but that those would come into effect later in life when their economic situation would change 

and first then become prioritized before price. One participant problematized the complete 

practice of buying things that are new and meant that the act of buying new products at all is 

negligence towards sustainability. He or she continued and argued that sustainable initiatives 

are hard for them to understand and measure. Another participant in another focus group 

claimed that this also was his or her approach to sustainability as he or she generally sought to 

buy less. These two views were special in comparison to the other participants as no other 

participant discussed cutbacks in their own consumption. Finally, some participants discussed 

the notion that sustainable initiatives are positive but that the problem of unsustainability lies 

out of their hands. They argued that it has to do with a “bigger picture problem” which was 

referred to them as overconsumption and therefore would be out of reach for the individual 

consumer to handle. 
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Illustrative quotes – Retailers’ sustainability consciousness 

 
 

  

Participant 

number 

Comment 

1 “For me it could be a deciding factor between two retailers, for sure, given 
that the prices are somewhat equal” 

7 “I think sustainability initiatives are great, like anyone would think. It’s nice 
to know and somewhat satisfying, but I wouldn’t say it affect me in my 
shopping on Black Friday in particular. On that weekend it's more about price 
for me” 

11 “When I comes to Black Friday Weekend, I care very little about sustainability 
initiatives, it’s all price that matters then” 

9 “I have a criteria standard in when it comes to sustainability initiatives for 
retailers and that makes me disregard many options, and that I prioritize 
before the price” 

18 “I think that many, like myself, would like to consume that way, but doesn’t 
live up to it. I strive to do it later in life when my economic situation looks 
different” 

8 “If I really wanted to be environmentally friendly then I ought to shop second 
hand. If a retailer offers sustainable initiatives that I should compare to other 
stores, how can I really understand how to measure that correctly? I’d say 
that it seems more like sale argument.” 

20 “I think it’s great with sustainability initiatives for Black Friday Weekend, but 
I don’t care about it because I think that it’s all in a bigger picture problem 
that we (like mankind) need to solve regarding over-consumption. That it is 
hard for me as an individual consumer to do something about that” 
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6 Analysis 

In the empirical findings section, themes sprung from motivation to engage in Black Friday 

shopping online were identified. In this section the findings presented in the previous chapter 

will be compared with and connected to earlier research brought up earlier in the literature 

review and theory sections. In accordance with the purpose of this study, to uncover meanings 

of utilitarian and hedonic motivation dimensions, each selected dimensions of utilitarian and 

hedonic motivation will be analyzed independently. 

 

6.1 Utilitarian motivation 

6.1.1 Convenience 
Rohm and Swaminathan (2004) described convenience as the “the time and effort saving 

experienced when purchasing goods and services”. This corresponds to the findings of this 

thesis, as it was explicitly stated in the findings that the participants choose or would choose to 

engage in Black Friday shopping online due to the reduced physical effort that shopping at 

home in peace and quiet offers compared to run between stores at this specific consumption 

event. The theme, flexibility and effectiveness, to be able to shop whenever, wherever, and 

however you want, is another motivational factor found that adds to Rohm and Swaminathan’s 

(2004) description of convenience. Flexibility and effectiveness also correspond to the research 

of Childers et al. (2001) which asserts that convenience includes both elements of when and 

where a consumer can shop and that consumers want to be able find products efficiently, 24 

hours per day for seven days a week. The ability to shop online anywhere at any time also adds 

to the dimension “access convenience” as described by Jiang et al., (2001), and which was 

found to positively affect the overall levels of consumers’ perceived online shopping 

convenience. Furthermore, the theme assortment availability and overview, that accounts for 

the ability to have everything on the same platform when shopping, was brought up in the focus 

groups as part of convenience, as earlier described by Kim and Kim (2006) and Swaminathan 

et al. (1999). The same applies to the possibility for evaluation and comparison when shopping 

online, which is illustrated in the focus groups by the description “it's like being in 20 stores at 

the same time”. The theme evaluation and comparison also somehow add to “evaluation 

convenience” as described in the research of Jiang et al., (2013), which also was proven to 

positively affect the overall levels of consumers’ perceived online shopping convenience.  
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The participants in the focus groups explicitly expressed that avoiding in-store stress was 

another reason for online shopping preference during Black Friday Weekend, even though the 

Black Friday hysteria arguably reach higher levels in the US compared to Sweden. These 

feelings could also be linked to the preference of avoiding large crowds, in-store congestion, 

forced socializing, and so called “crazy customers”, as described by the participants, and part 

of the theme crowd avoidance in the findings of this thesis. However, the fact that most Swedes 

work on Black Friday, in contrast to the US, could constitute as one further reason to the fact 

that Swedes not have the patience to cope with the crowded and stressful in-store environment 

during the stores opening hours on this particular event. Moreover, an easy return process was 

highlighted by the participants as an integral part of convenience and on the contrary, perceived 

return inconvenience could lead to irritation or even avoidance towards firms. These findings 

add to “post-purchase convenience” as described by Jiang et al., (2013), which were found to 

positively influence consumers overall perceived online shopping convenience. In the findings 

of this thesis a preference for additional convenience regarding online shopping was also 

brought to light. Explicitly, product home deliveries and returns picked up at their door was 

expressed as preferable by some participants, whom even were willing to pay extra for these 

kinds of services. 

 

The themes from the findings, reduced physical effort, crowd avoidance, assortment overview, 

flexibility and effectiveness and easy return process are all applicable aspects of convenience 

regarding Black Friday shopping online for the empirical foundation of this thesis, thus 

uncovering the meaning of the previously tested dimension in this particular context. 

 

6.1.2 Cost savings 
According to Scarpi (2012) and Sarkar (2011) cost savings could be either purely economic or 

related to time and effort. In similar fashion, the findings of this thesis demonstrate the themes 

economic savings, reduced physical effort, and flexibility and effectiveness as applicable 

motivational factors for the empirical foundation of this thesis to engage in online shopping on 

Black Friday Weekend. Chandon et al. (2000) and Blattberg and Neslin (1990) described price 

reduction as a utilitarian benefit that could create a perception of monetary savings and 

subsequently reduce the pain of paying for the consumer. In comparison, economic savings 

through reductions in price occurring on Black Friday Weekend was highlighted as a motivation 
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theme in the findings of this thesis illustrated by the participants wish to find a bargain, to get 

a product on sale, or for a lower price than usual. Moreover, although Black Friday Weekend 

was considered as better than other seasonal sales events for finding interesting bargains, it was 

explicitly stated that some participants expected particularly good deals, higher than 15-20%, 

during Black Friday Weekend to be specifically motivated by economic savings on this event. 

The findings of this thesis also detected that delivery free of charge was an evident motivational 

factor when shopping online on Black Friday Weekend. However, this finding should be 

viewed in the light of the fact that 86% of the Swedish consumers regarded free return policies 

as an important factor when shopping online overall (E-barometern, 2018). 

 

The participants in the focus groups explicitly described that reduced physical effort through 

shopping from home and not having to walk between stores was influencing their motivation 

to engage in Black Friday shopping online. The same applies to flexibility and effectiveness 

described by the participants through the ability to reduce search cost and be more time-

efficient, by doing other things at the same time as you shop, shop on-the-go, and prepare your 

shopping basket prior to the event. Cost savings related to time was further illustrated by the 

fact that shopping at the mall would sometimes be considered a “waste of time” by the 

participants. Subsequently, these findings add to the research by Scarpi (2015) and Sarkar 

(2011) which describe cost savings, besides economic savings, as related to time and effort. 

However, the fact that there was evident acceptance towards extended product delivery waiting 

time for a real bargain on Black Friday Weekend illustrates that economic savings seemed to 

have greater influence than flexibility and effectiveness regarding this event. 

 

Grewal et al. (2010) and Swaminathan et al. (1999) stated that one advantage of online shopping 

compared to brick and mortar stores is the ability to compare prices for the sake of finding the 

best deals or the lowest prices possible. Similarly, the use of internet for evaluation and 

comparison of prices and finding the best deals, for instance through price comparison services, 

was paid much attention to in the findings of this thesis, constituting as a motivation theme. 

This behavior was sometimes influenced by the fact that the participants explicitly stated that 

they were skeptical to the exclusiveness of Black Friday Weekend deals and wanted to evaluate 

the prices in relative terms. 

 

The themes from the findings economic savings, reduced physical effort, flexibility and 

effectiveness, and evaluation and comparisons are all applicable aspects of cost savings 
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regarding Black Friday Weekend shopping online for the empirical foundation of this thesis, 

thus uncovering the meaning of the previously tested dimension in this particular context. 

 

6.1.3 Perceived usefulness 
Vijaysarathy (2004) defines perceived usefulness as “the extent to which a consumer believes 

that online shopping will provide access to useful information and facilitate comparison”. The 

findings of this thesis report that the internet, as a tool, which enables easy and quick 

comparison between various stores, products and services globally, constitutes as a 

motivational factor to engage in Black Friday shopping online for the empirical foundation of 

this thesis. Also reported in the findings was the use of internet, as a tool, for evaluation of 

products, services and stores through for instance customer reviews, which could be considered 

as “useful information” as described by Vijaysarathy (2004). It was explicitly stated by the 

participants that online services like consumer reviews provide information of what other 

consumers think of specific products regarding size, quality, advantages and disadvantages. It 

was also stated that the information helped them in making their final purchase decision and 

that similar information could not be obtained from shopping in a physical store. In addition, 

the fact that internet allows consumers to find all necessary information they need about a 

product or service with just some clicks, as stated by Bakos (1997), was evident in the findings 

of this thesis, all included as part of the motivation theme evaluation and comparison. 

 

Furthermore, the findings of this thesis demonstrate that the internet, as a tool, enables easier 

and a more complete assortment overview of product ranges and various offers during Black 

Friday Weekend. Also, it was explicitly stated by the participants that online shopping usually 

enables a greater assortment to choose from (assortment availability), not least regarding 

apparel, in terms of colors, designs, and sizes. The foregoing findings add to the research of 

Kim and Kim (2006) and Swaminathan et al. (1999) that one major motive for shopping online, 

besides convenience, would be the variety of items available on the same platform. 

 

According to Scarpi (2012) and Burke (2002), from a utilitarian perspective, it is critical that 

consumers find the website easy to use and simple in navigation, content, context, and 

infrastructure. Moreover, a simple layout, including easy sequential steps and straightforward 

information, was described as enhancing consumers’ perceived usefulness of online shopping. 

In comparison, the findings of this thesis, highlights the functional part of websites and website 
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design as a motivational aspect of online shopping during Black Friday Weekend. The most 

critical elements of website functionality during this event was explicitly stated to be, easy 

navigation, compatible search functions, extensive clearly categorized filtering functions, a 

shopping basket including save and reservation function, and continuously updated stock 

balance. 

 

The themes from the findings, evaluation and comparisons, assortment overview, and website 

functionality are all applicable aspects of perceived usefulness regarding Black Friday Weekend 

shopping online for the empirical foundation of this thesis, thus, uncovering the meaning of the 

previously tested dimension in this particular context. 

 

6.2 Hedonic motivation 

6.2.1 Enjoyment 
Adventure and explore 

Sherry (1990) states that consumers’ drive for sensual excitement is prime to that of the desire 

for the product itself during the shopping process. This statement corresponds to a certain 

degree to the findings of this thesis as the phenomenon to get “caught up” in one’s online 

shopping browsing on Black Friday Weekend was coherent for most participants, however with 

the reservation that apparel was the viewed products in particular. Although, the empirical 

findings from the focus groups also suggested that one would keep browsing for the sake of 

finding other products to add to cart in order to reach the price requisite for free delivery which 

relates to the findings of McLeod et al. (2017) denoting that the majority of their study’s 

empirical foundation, which could be assumed to have a similar age span to the one of this 

thesis based on the fact of them being students, would seek to choose the least costly delivery 

alternative. 

 

Furthermore, Webster et al. (1993) claim that the computer is a tool for exploring curiosity. 

Correspondingly, all participants agreed to the idea that the possibilities of exploration of new 

products from using an online browser was important for online shopping. This finding is also 

in line with the study of Tauber (1972) that argues for the idea that consumers are motivated by 

several psychosocial needs other than those concerning the very procuring of the product itself. 

In contradiction to To et al. (2007), none of the participants commented on it as “an adventure” 
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or “to explore”, but focused on the word “inspiration”. There are three possible reasons to this. 

The first is the idea that the focus groups of this thesis did not contain any participant who 

would label their purchases on Black Friday Weekend as particularly unfamiliar which also is 

stated in the findings. The second is the possibility that the participants simply choose the word 

“inspiration” and makes no significant difference between browsing for adventure, exploration 

or curiosity, and browsing for inspiration. The third is the possibility that at the time of 

publication of the study from Webster et al. (1993), the expectations of the internet regarded 

the possibility to find and explore anything and everything whereas this was not emphasized in 

regard to online shopping on Black Friday Weekend by the focus groups of this thesis. More 

important was, as previously mentioned, the function of browsing as inspiration.  

 

Moreover, as all focus groups agreed on the fact that they needed to be familiar with the product 

to conduct an online purchase on Black Friday Weekend, with the often added comment 

stipulating the reason being as it occurs for a limited time only, it can be assumed that potential 

curiosity would be disregarded in favor of familiar products. Furthermore, the claims by some 

focus group participants arguing that the need for familiarity was based on the risk of changes 

in return policy from the retailer when the given product is on sale, resulting in extra cost on 

the consumer part, is in agreement with high percentage of Swedish consumers (86%) 

highlighting free return policies as an important factor when shopping online (E-barometern, 

2018).  

 

Environment  

In the study of Childers et al. (2001), it is argued that retailers should aim to create an enjoyable 

online experience, potentially by incorporating elements such as color, images, video, sound, 

music, humor, animation and games. Additionally, Scarpi (2012) claims that websites for online 

shopping ought to exploit all possible features of interaction in order to attract consumers 

appealed by hedonic motivation. Nonetheless, throughout the focus groups, it became clear that 

the fact that a website could be used without disturbance was critical to the consumers’ 

perception of trustworthiness regarding the website. Consequently, the function of a website 

can be severely affected from it having too many interactive features loading. Furthermore, 

most participants criticized interactive features resurfacing or replaying after already having 

been closed down. Conversely, the importance of website design was underlined by the 

participants to be hedonic features that had a predominant functional purpose such as “hover 

states”, below-product customer reviews, and online customer service setups. Besides, it was 
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even stated by some participants that websites always should ask before initiating or playing an 

interactive feature or an online customer service setup feature. Additionally, it was suggested 

for online customer service setups to constantly be accessible from an icon in the corner only. 

These findings make it evident that there is a discrepancy between the findings of this this thesis 

and those of Scarpi (2012). In the study of Scarpi (2012), evidence points to the conclusion that 

age and sex does not affect the level of hedonism experienced online. Given so, the reason for 

the discrepancy between the claim of Scarpi (2012) and the findings of this thesis could be due 

to the fact that during the seven years that has passed since the publication of her study, internet 

experience amongst consumers have grown along with possibilities for website constructing, 

hence increasing expectations of what constitutes as a well-designed website. It may well be 

that some interactive features should be avoided in order to achieve unity in design as well as 

an uninterrupted website experience in favor of exploiting all existing technical possibilities of 

website construction. This is supported by the findings of this study as the focus groups argued 

that the website design plays part in persuasiveness as an esthetically appealing website design 

would heighten the inclination of transacting a purchase. Thereby it can be interpreted that the 

appeal of design lies in the website esthetics rather than interactive features which, as previously 

stated, often could be perceived as irritative. 

 

The themes from the findings, inspirational browsing engagement, product familiarity and 

operation and persuasiveness in design were all applicable aspects of enjoyment regarding 

Black Friday Weekend shopping online for the empirical foundation of this thesis. Thus, 

uncovering the meaning of the previously tested dimension in this particular context. 

 

6.2.2 Authority and status 
The findings of this thesis link back to the result of Han and Han (2001) to a certain degree as 

two of the factors suggested in their study, the possibility of options for the consumer regarding 

payment and delivery, were found to be matters where personalization and thereby authority 

was desired by consumers in the focus groups. The findings of this thesis stressed the 

importance of available options that are convenient or persuasive, such as Swish, the proximity 

of selecting a given postal mail agent, the possibility of invoice payment, the possibility of 

opting to environmental delivery or the possibility of using Klarna. This finding links back to 

the findings of E-barometern (2018) stating that invoice was the most preferred payment 

method in Sweden in 2018. Moreover, Han and Han (2001) attest that the sense of authority 
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essentially comes from the consumer’s control of the computer, a claim that was further verified 

by To et al. (2007) with the reservation of labelling it as control over the technology in favor of 

only the computer. No focus group participant in this thesis accentuated that there was any 

doubt in the very operation of technologies used to shop online and subsequently no risk for 

authority loss from being exposed to technology as established by Parsons (2002) and implied 

by Han and Han (2001) and To et al. (2007). Nor did any focus group express that there was 

status in one’s peers knowing about one’s online shopping. However, some status was 

suggested in the fact of having used (and possibly, however not explicitly stated, having one’s 

peers knowing about it) environmental delivery options. In summary, the theoretical 

suggestions concerning consumers’ sense of authority from being in control of the very use of 

technology was not applicable anymore. The reason for this can be assumed to be the evolution 

of technology integration with human life which starts at an earlier age now than it did before. 

Instead, the sense of authority can be described as emerging from what input features the 

retailer’s website has and collaborates with, such as third-party payment options and dedicated 

environmental delivery actors. 

 

The theme from the findings, personalization in transaction options was the only applicable 

aspect of authority and status regarding Black Friday Weekend shopping online for the 

empirical foundation of this thesis. Thus, uncovering the meaning of the previously tested 

dimension in this particular context. 

 

6.2.3 Value expression 
The study of Chandon et al. (2000) argues that consumers see themselves as more intelligent 

when using a discount. Arnold and Reynolds (2003) mean that the occurrence of finding a 

bargaining is considered as “a challenge won” by the consumer, leading to gratification and a 

sense of achievement. These findings match with the findings of this thesis as “the sense of 

being smart” from benefiting economic savings on Black Friday Weekend was consistent for 

the focus groups. This phenomenon further links to McGuire’s (1974) theories deeming humans 

to be competitively acting in search for satisfaction and gratification to improve our self-esteem 

and therefore our perceived success. Furthermore, related to the topic of value from shopping 

online on Black Friday Weekend was the discovered joy of excitement from expecting a 

delivery which no previous research, known by the authors of this thesis, had brought up. 

Finally, also not found in previous literature was the various ways in where the very “fun” lied 
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in the process of “getting the product”. Stages named to hold this “fun” were the unwrapping, 

the use, the picking up and the waiting of the order. Describing words used by the participants 

were such as; satisfaction, joy, rush or feeling special to name a few. In total, it was generally 

agreed upon that it was the picking up of the package that gave the most excitement. It was 

suggested that individualization on the retailer’s part through gestures like handwritten notes 

would elevate the excitement further. However, there was also unity in that the levels of positive 

emotions vary dependent on what sum was spent and whether the product was a necessity or a 

desire of the consumer. 

 

The themes from the findings, perception of smart bargaining, excitement from expectancy and 

gift to self are all applicable aspects of value expression regarding Black Friday Weekend 

shopping online for the empirical foundation of this thesis, thus uncovering the meaning of the 

previously tested dimension in this particular context. 

 

Figure 5: Model proposed by the authors of this thesis  

  

Online Shopping on
Black Friday

Weekend

Utilitarian Motivators

Themes:
Reduced physical effort
Crowd avoidance
Assortment availability and overview
Flexibility and effectiveness
Evaluation and comparison
Easy return process
Economic savings
Website functionality

Hedonic Motivators

Themes:
Inspirational browsing engagement
Operation and persuasiveness in 
design
Online customer service setup
Personalization in transaction options
Perception of smart bargaining
Excitement from expectancy
Gift to self
Product familiarity 
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6.3 Retailer sustainability consciousness 
On the subject of sustainability, however noble one’s underlying values might be or however 

politically, socially or environmentally aware one might be, it is clear for the empirical 

foundation chosen for this thesis, that the general attitude implies that sustainability initiatives 

from the retailers’ part is not primary to price when choosing what, where and how to shop 

online. Potentially, this could be due to, as confirmed from earlier research, that price has been 

put much emphasis on regarding consumption events such as Black Friday (Lundin et al., 2016). 

What emerges as the essential reason for this when analyzing the empirical findings, is the fact 

that the perceived need of having a certain product that is on sale on Black Friday Weekend is 

stronger than the need to focus on sustainable online shopping. This conclusion is drawn by the 

authors of this thesis as only very few participants suggest the idea of simply not buying 

anything that is not sold according to their perception of sustainable retail. Although it is 

suggested by several participants that their current economic situation does not allow them to 

consistently purchase from sites that engages in enough satisfying sustainable initiatives to their 

perception, they still perceive a need for the product and therefore buy it from sites that they 

perceive to not engage in sustainable initiatives. Conversely, it can be suggested that some 

participants would consider themselves doing less harm when purchasing from fast-fashion 

retailers just from being aware about the unethicalness of that retailers’ operations and hence 

subconsciously think that he or she not takes part of it as he or she is aware of it. 
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7 Conclusion 

In this thesis, consumer motivation towards online shopping on consumption events has been 

investigated. The purpose of this thesis was to uncover the meanings of utilitarian and hedonic 

motivation dimensions. From the findings of the research, sixteen themes, eight utilitarian, and 

eight hedonic, emerged. The authors of this thesis suggest these themes to offer more accuracy, 

and a deepened understanding of the researched dimensions in the context, that is online 

shopping on Black Friday Weekend for Swedish consumers aged between 20-24 years. 

 

In conclusion, the themes which uncovers the meanings for utilitarian motivation dimensions 

towards online shopping on Black Friday Weekend for the empirical foundation of this thesis, 

were; 

 

Reduced physical effort – the comfort of shopping in peace and quiet from home. Crowd 

avoidance – the relief of avoiding large crowds and instore congestion. Assortment availability 

and overview – to get everything available on the same platform. Flexibility and effectiveness– 

to be able to shop whenever, wherever, and however you want more time efficiently. Evaluation 

and comparison – the fact that the internet, as a tool, enables easier evaluation and comparison 

between stores, products and services. Easy return process – the simplicity, convenience, and 

clearness related to product returns. Economic savings – the strive to find a bargain, get a 

product on sale, or for a cheaper price. Website functionality – to be able to easily navigate, 

filter, and search to find what is of interest. 

 

The themes which uncovers the meanings for hedonic motivation dimensions towards online 

shopping on Black Friday Weekend for the empirical foundation of this thesis, were; 

 

Inspirational browsing engagement – to get caught up or distracted by inspiration and 

exploration online. Operation and persuasiveness in design – the perception of credibility, 

trustworthiness and persuasiveness of the website. Online customer service setup – the 

perception of an enjoyable online customer service experience. Personalization in transaction 

options – the possibility to make personalized choices regarding for instance payment and 

delivery methods. Perception of smart bargaining - the sense of performance or being smart, 

as an emotional reaction from experiencing economic savings. Excitement from expectancy – 
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the emotional experience of waiting for an order. Gift to self – the rush of emotions from being 

notified about the arrival of, picking up, unwrapping or using the purchased product. Product 

familiarity – the evident goal-orientation due to the consumption events limited time frame. 

 

In addition, the authors of this thesis inductively investigated motivation sprung from retailers’ 

sustainability consciousness to shopping online on Black Friday Weekend. From the findings 

it was concluded that sustainability initiatives from the retailer’s part, even though it generally 

had some motivational influence for most participants, were described as secondary mainly in 

relation to price on this particular consumption event for the empirical foundation of this thesis. 

 

8 Discussion 

8.1 Managerial implications 
Retailers should strive to meet the consumers demands, preferably through an outstanding 

consumer experience. Through better understanding of one’s costumers’ motivation towards 

Black Friday Weekend, online retailers can develop and implement more suitable marketing 

strategies. Based on the findings, the authors of this thesis suggest that retailers should 

incorporate both utilitarian and hedonic features into their online strategies. Emphasis should 

be put to make the shopping process less demanding and as quick as possible, possibly by offer 

a website that is easy in design and overview, including a clear-cut navigation, extensive 

explicitly categorized filtering functions and a compatible search function that match with 

several specific search words. To include a shopping basket with a “save” and “reservation” 

function and availability of optional home delivery on the website could be other features that 

could be used to meet consumer’s preferences and enhance one’s websites functionality. 

Additionally, to offer consumers an easy return process, free of charge, where nothing extra has 

to be done should be taken seriously as failure to meet these preferences could generate 

customer irritation and even avoidance towards one´s website, thus losing out on countless of 

possible business opportunities. A service which picked up returns at the customers door, as 

suggested by one participant in this thesis, could be a further exclusive service provided by an 

online retailer to enhance one´s websites value proposition. 
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To fully satisfy the hedonic side of motivation, the authors further recommend retailers to utilize 

consumers’ inspirational browsing through creating purely inspirational tabs and views in their 

website. Also, to incorporate third-party collaboration from actors that allow for more choices 

for the consumer in delivery and payment options online such as delivery firms and payment 

applications as Klarna or Swish are suggested. To include these options do not just enhances 

the customers sense of authority, but also their experienced credibility regarding the website. 

Based on the findings of this thesis, the authors further suggest that third-party comparison and 

consumer reviews also ought to be imbedded in the retailer’s website for the consumer to find 

the website useful, resourceful and providing a complete offering without them having to search 

elsewhere. In addition, the findings of this thesis suggest that retailers should pay attention to 

creating a website that is high-end in design and persuasiveness, although, be mindful when 

using multimedia interaction features in regard to its effect on user experience and disturbance 

of the browsing. Besides, it is further advised that these possibilities must not be overused in 

cost of the overall esthetics of the website design. Additionally, the authors suggest retailers to 

take note of the result stating that consumers want to be familiar with their purchases for Black 

Friday Weekend and therefore make sure to advertise about them in advance of the occasion. 

Finally, the authors advocate for retailers to personalize and individualize every point of 

customer contact, such as customer service, esthetically wrapped packages, or a personal note 

upon delivery, to enhance the customer’s sense of enjoyment and customer service experience. 

 

8.2 Theoretical implications 
This thesis qualitatively contributes to existing research in the academic fields of consumer 

motivation theory, utilitarian and hedonic motivation dimensions, consumption events and 

online shopping, and aids to keep this research up to date. Furthermore, this thesis offers 

enhanced understanding towards consumption events as a theoretical construct, which should 

be regarded as previously limited, and categorizes it as independent to other activities. Also, 

this thesis identifies motivation themes with regard to online shopping for a Swedish empirical 

foundation which possibly could be applied even to other contexts. Moreover, based on 

contemporary societal problematization regarding sustainability, this thesis qualitatively 

assesses and subsequently dismisses consumers’ perception of retailers’ sustainability 

initiatives as a theme of importance on consumption events. Conclusively, this thesis 

complements motivation theory and utilitarian and hedonic motivation dimensions with a 
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model displaying an enhanced picture of the dimensions into in a new context through the found 

motivation themes. 

 

8.3 Societal and ethical implications 

8.3.1 Societal implications 
As brought up by the authors in the first section of this thesis, the current form of the global 

consumption culture is ecologically unsustainable, and changes must occur soon for the sake of 

saving our planet (Emerald, 2004; Perera & Gunawardana, 2014). As earlier reported 

movements against Black Friday increases, not least in the country studied in this thesis, 

Sweden. Nonetheless, consumption events as Black Friday continues to show a steadily growth 

in the country and in large parts of the rest of the world as well, particularly in an online context. 

The problem with over consumption is of concern for retailers, not least in the fast-fashion 

industry, as its one of the major polluting industries in the world, and also that industry which 

constitutes for the most products bought on sale in Sweden during Black Friday (Postnord, 

2018). As earlier stated by Naturvårdverket (2018) and as confirmed by the findings of this 

thesis, Swedes proclaimed the importance of environmental questions in general. However, on 

these events, sustainability seems to have as best a secondary importance, compared to low 

prices. These facts implicate that online retailers, in order to contribute to a positive change 

with regards to sustainability, has to change their approach to these kinds of events, possibly in 

combination with other motivators that has been provided in the findings of this thesis. One 

possibility would be for online retailers to offer more environmentally friendly transports 

solutions on consumption events as Black Friday Weekend or to limit their sales to their 

environmentally friendly assortment, in order to introduce and encourage their consumers to 

buy these products. In addition, Black Friday Weekend could be an opportunity for retailers to 

share part of their profit in favor of environmental or social initiatives. To adopt such approach 

should neither be underestimated from enhanced brand and public relation purposes.  

 

8.3.2 Ethical implications 
It is not farfetched to claim that there is a consensus on the idea that the primary objective for 

a capitalistic company is to make profit and thus continue its business. However, as stated in 

the background section, as consumption culture impacts the psychology of individuals, 
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contributing to the idea that in order to be happier, better and more successful as individuals, 

we have to consume more (Emerald, 2004), companies have an ethical responsibility towards 

consumer psychology in setting the consumer culture through consumptions events. 

Specifically, in order for consumers to not feel deceived by companies, the companies should 

be transparent about their embracement of consumption events as well as how the events differ 

from each other or other sale occasions in their store. Moreover, as the public debate regarding 

the ethics of unsustainable consumption continues to grow, companies ought to safeguard their 

brand by stating an ethics policy concerning their standpoint in the matter. Finally, the authors 

of this thesis would like to emphasize that it is their intention that this research should, if used, 

be implied with these ethical considerations in mind.  

 

8.4 Limitations 
As previously discussed, a non-probability sampling was used to select participants for this 

research. However, due to availability, a majority of the empirical foundation chosen for this 

research came to be students at Jönköping University. Arguably, this group could share similar 

characteristics as social background and having a stricter budget than an empirical foundation 

obtained from a probability sampling method such as simple random sampling or stratified 

sampling (Babin & Zikmund, 2016). In addition, as the empirical foundation has its base in a 

sample of only 20 respondents which, even though they were relatively widespread 

geographically, not could be generalizable for the whole Swedish population aged 20-24. 

However, that is a limitation which typically is associated with a qualitative research. By 

implementing a random sampling method on a larger more diversified sample, the findings 

could be more generalizable for the Swedish population. 

 

Regarding the theoretical framework, the motivation dimensions chosen by the authors of this 

thesis were to a large extent generated from earlier research about online shopping in general, 

rather than consumption events in particular, due to the limited availability of such research. 

Therefore, it can appear ambiguous whether the findings from this thesis would be applicable 

to consumption events solely, or if the themes from the findings, at least some of them, could 

apply to everyday online consumption as well. Despite this ambiguity, the authors of this thesis 

want to further emphasize that all topics brought up in the focus groups were clearly put into a 
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Black Friday context. Subsequently, that should constitute as the main field of applicability for 

this thesis. 

 

Although, this thesis has investigated motivation towards consumption events online with 

Black Friday Weekend as an empirical example, the applicability to other major consumption 

events in Sweden could not be confirmed with certainty. It is assumable, that Swedish 

consumers’ have similar motivation towards other of the country’s major consumption events 

such as the midsummer sales, or the sales which occurs every year between Christmas and New 

Year’s Eve “Mellandagsrea” (Svensk Handel, 2018a). However, research that compare various 

consumption events have to be done, to draw the conclusion that engaging in consumption 

events online, in itself, is derived from the same motivation themes that is discovered by the 

authors of this thesis. The findings of this thesis should all be evaluated with consideration to 

these limitations. 

 

8.5 Future research 
Viewing the limitations originating from the small-sample method of choice of this thesis, the 

authors suggest the findings of this thesis to be quantitatively tested in order to create a better 

understanding of the importance of the found themes in relation to each other. Also, this thesis 

examines consumption events with Black Friday Weekend from the consumers’ side. 

Subsequently, the authors of this thesis suggest future studies to, in order to more accurately 

evaluate the relevance of consumers’ perception of Black Friday Weekend today, research this 

phenomenon from the retailers’ perspective. Does Black Friday Weekend in particular or 

consumptions events in general, affect brand equity? Are these occasions opportunities for 

building consumer relation or does it consist of one-time purchases? Furthermore, is it, from a 

financial standpoint, a necessity to engage in Black Friday Weekend or does it depend on the 

brand? Finally, the authors of this thesis suggest that quantitative research should be conducted 

in order to definitely conclude to which degree sustainability initiatives from the retailer’s part 

does has, or not has, influence on consumers motivation to shop on Black Friday Weekend. 

Furthermore, research on other consumption events as the midsummer sales or “Mellandagsrea” 

should be investigated out of similar prerequisites, in order to identify possible similarities and 

differences between the events. It would also be of interest to investigate do comparable studies 

on other country markets to evaluate the cultural impact on Black Friday as such.  
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10 Appendix 

Figure 6: Focus group conversation outline 
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