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Abstract 

Background and problem:   Generic brands have been part of the society for more 

than 30 years. The consumers of these brands have 

changed through the years and so have their reasons to 

buy them. Some questions can be raised: are generic 

brands perceived as low quality brands? Are low in-

come people the consumers of generic brands? There-

fore, this study is aimed to discover the factors that in-

fluence consumer decisions on purchasing generic 

brands along with consumer characteristics based on the 

Swedish supermarkets in Jönköpings Län. 

Purpose:  The purpose of our paper is to determine who buys ge-

neric brands, their characteristics and why. 

Frame of reference:  The frame of reference consists of previous research, 

brands including generics and buying behavior.  

Method: To fulfill the purpose of this paper, a quantitative method 

was chosen. An interviewed-administered survey was 

carried out in the area of Jönköping Län.  

Conclusion:  The authors of this paper can conclude that generic con-

sumers in Jönköpings Län do not share all the same cha-

racteristics as generic consumers in other countries. 

Many of the trends and characteristics, described by the 

research from the 1980s, are congruous with the empiri-

cal results of this study. 
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1 Introduction 

In today‟s grocery market there is a battle between manufacturer, generic and private 

brands. Widely recognized brands like Coca Cola or Kraft are trying to take over the 

market with plenty of mass marketing, while the private brands such as Willy‟s at-

tempt to do that by marketing the products through the store. However, there is one 

category left, generic brands, with a simple package and a friendly price.  

Generic brands have been part of the society for more than 30 years. The consumers 

of these brands have changed through the years and so have their reasons to buy them. 

They are looking for a balance between price and quality, and want the best but to a 

reasonable price. In Sweden, there has not been a study that can define who buys ge-

neric brands and why. Therefore, with this paper, the authors will explore and strive to 

answer this issue. 

1.1 Background 

The history of generic brands starts in 1976, when the French retailer Carrefour intro-

duced a line of 50 grocery products in their stores (Hawes, 1982). The story follows 

with the British company, International, in 1977 (De Chernatony, 1988a) and Jewel 

Food of Chicago, in the United States, in the same year (Bellizzi, Hamilton, Krueck-

eberg & Martin, 1981). In the Swedish market, the generic grocery brands appeared in 

1980 (McGoldrick, 1984). 

Through the years, the definition has changed just as the evolution of these brands. 

The latest terminology of a generic brand is „… generic brand products are often 

thought to be unbranded, but their producer or reseller name is usually associated with 

the product, too. This approach is usually associated with food and other packaged 

goods…‟ (AMA, 2010). 

Generic brands are usually known as being cheaper and lower quality options (Yucelt, 

1987), which suggests that expected customers would be in the lower and middle in-

come level. However, a study conducted at the time that generics were introduced re-

vealed that 74 percent of the interviewees rated the quality of generic brands as com-

parable to other brands (Murphy & Laczniack, 1979). Only one small part of a study 

carried out by McEnally and Hawes (1984) found that lower income individuals were 

the main consumers purchasing these cheaper options. Most of the purchases of these 

brands were made by middle income individuals (Dietrich, 1978). 

Through the consequent years of the introduction of these products around the globe, 

the sales decreased considerably, which made most of the companies in the United 

Kingdom and the United States withdraw these brands from the market. Furthermore, 

De Chernatony (1988b) considers that generics were not a success in the United 

Kingdom after 12 years of its opening and states that generic brands metamorphosized 

into private brands.  
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In Sweden the situation is very different; generics had to wait four years until they 

could enter the supermarket chains in 1980 (McGoldrick, 1984). Some supermarkets 

decided to put generic brands on the market through acquiring the right to sell a gener-

ic brand like ICA AB with Euroshopper or starting their own generic brand as Axfood 

AB has done with Eldorado.  

Several studies have been made in different European and American markets, and the 

authors of this paper have found that there is no benchmark in Sweden for this type of 

studies, specifically in the area of Jönköpings Län. This has been seen as an opportu-

nity to evaluate which are the factors that appear when purchasing a generic brand and 

set a scale for them to understand their performance in this area of Sweden. In addi-

tion, the study includes the characteristics of the consumers that buy generic brands in 

order to give a better point of reference on this topic. 

1.2 Problem Discussion 

In Sweden, the growth of generic brands has affected the revenues and market share 

of manufacturer brands (Daunfeldt, Orth & Rudholm, 2008). In fact, it is considered a 

tense battle for manufacturer brands because they have to fight with not only private 

brands, which are heavily promoted, but also generic brands on the pricing perspec-

tive. On the other hand, generic brands, which have the competitive advantage on 

pricing, also encounter various problems; even if compared to the promotion of pri-

vate brands, generic brands only have little or no promotion at all because retailers of-

ten avoid doing so (Herstein & Tifferet, 2007). 

Consumers play a more important role because the factors that influence the purchase 

of generic brands have changed. In Prendergast and Marr‟s (1995) research, some cus-

tomers stated that the difference in quality between generic brands and others is not a 

big issue, while others do worry about it. Moreover, the authors state that generic 

brands are perceived as low quality by consumers who do not buy, or try them more 

than other brands.  

Since their introduction in Sweden in 1980 until McGoldrick‟s 1984 research, the per-

formance of generic brands has been stable. Generics in Sweden seem to take another 

path than the path taken by generics in the United Kingdom, when the stores had to 

withdraw most of the generic brands after the first decade of release (De Chernatony, 

1988b). Eldorado from Axfood AB is a good example of this new path because it was 

introduced during the 2000‟s (Axfood, 2007a) and it still has a steady share of the 

grocery market. 

There is an opportunity to study those determinants that have changed customer mind-

sets. Therefore, this study is aimed to discover the factors that influence consumer de-

cisions on purchasing generic brands along with consumer characteristics based on the 

Swedish supermarkets in Jönköpings Län. 
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1.3 Purpose 

The purpose of our paper is to determine who buys generic brands, their characteris-

tics and why. 
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2 Frame of Reference 

In this part of the paper, the authors will divide the different theories into three main 

sections, which are: previous research, brands, and buying behavior. 

2.1 Previous Research 

Previous research has had different results with most of the sampling coming from 

populations samples in the continental United States from the late 1970s to early 

1980s. This is most likely because the introduction of generics into the United States 

occurred in 1977 in Chicago and research was done in order to evaluate the early 

years of their introduction (Bellizzi et al., 1981). In addition, manufacturer brands 

were perceived to be superior to private and generic brands in most aspects including: 

reliability, quality, and appeal among others. Private brands were located in between 

manufacturer brands and generics, while generics were ranked as lowest, as well as 

having the lowest prices. 

A study in generic brands was conducted in New Zealand in 1995 by Prendergast and 

Marr (1997) and it highlighted the differences between the previous research, which 

was carried out after the introduction of generic brands in places like the United States 

and the United Kingdom. Prendergast and Marr‟s research looks at the New Zealand 

market and finds that generic brands have a high level of penetration. This study con-

cludes that the typical consumer of generic products is situated at a lower income lev-

el, and tends to be older. It is important to note the contrast it has with previous stu-

dies (Bellizzi et al., 1981; Cunningham et al., 1982; Murphy & Laczniak, 1979) where 

they state that the consumers of generics come from a middle income level.  

Most of the early research found that generic brand consumers were younger, better 

educated, and had a greater than average income (Bellizzi et al., 1981; Cunningham et 

al., 1982; Murphy & Laczniak, 1979). This contrasts the study in New Zealand, which 

found that generic consumers were older and had a lesser income (Prendergast & 

Marr, 1997). 

The study in New Zealand sheds light on the later effects of generic brands, with ma-

turity being a greater factor, these findings are more similar to the European market 

which has had generic products in stores since the early 1980s (Hawes, 1982; McGol-

drick, 1984).  

The main characteristic of generic brands that is the same in the early studies as in the 

more recent New Zealand study is the cheaper price as compared to manufacturer or 

private brands. In a similar fashion to the Bellizzi et al., study (1981), Prendergast and 

Marr (1997) as well as McEnally and Hawes (1983) found that generic brands were 

perceived to have lower quality than their counterpart manufacturer or private brands. 

But an important conclusion found by Prendergast and Marr was that the average con-
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sumer does not consider a generic brand to be of substandard quality. This means that, 

although perceptions of the quality of generics are low, this does not equal a percep-

tion that the product does not meet the needs required by the average consumer.  

2.2 Brands 

A brand is something that distinguishes one good from other goods and identifies the 

seller of it (Keller & Lehmann, 2006). In this study, a brand will be limited to the defi-

nition given previously. There are two types of brands that can be divided into manu-

facturer oriented brands and distributor oriented brands (Schutte 1969). The names of 

both groups are relatively self-explanatory in regards to what they include. Terms for 

manufacturer oriented brands and distributor oriented brands (Schutte 1969; McEnally 

& Hawes 1984; McWilliams & De Chernatony 1989) include: 

 

A manufacturer brand such as Coca Cola, which is the term the authors have decided 

to use to describe a manufacturer oriented brand, is created by a company which fo-

cuses mostly on production and obtains most of its profit through this channel 

(Schutte, 1969; McEnally & Hawes, 1984). For the distributor oriented category there 

are more complications, as many times our own brand and private label brands are ca-

tegorized differently. Although these two terms are used interchangeably, there are 

important differentiations to make (McWilliams & De Chernatony, 1989).  

A private label brand, for instance Garant from Axfood AB, is any brand that is not 

included under a manufacturer oriented brand. An own brand is typified by the fact 

that it bears the brand of the retailer which sells it, for example Willy‟s from Axfood 
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AB. The definition of own brand, according to Morris, which has become a staple 

among researchers of own brands, explains what an own brand is, „consumer products 

produced by or on behalf of, distributors and sold under the distributor's own name or 

trademark through the distributor's own outlet‟ (Morris, 1979, p. 59). This means that 

an own brand is a subdivision of private label brand. 

In addition, it is important to realize that a generic brand can be categorized as a pri-

vate label brand, but it is often produced by the manufacturer brand producer, and 

owned by them, or may be produced by the manufacturer brand, and owned by the re-

tailer (Schutte, 1969; McEnally & Hawes, 1984). Therein lays the difficulty in defin-

ing a generic brand. That is why often generic brands are put into a third category. In 

this study of generic brands, the same approach is taken in placing generics into a 

third category that differs from the other two categories, which are manufacturer and 

private brands. 

2.2.1 Generics 

McEnally and Hawes (1984) defined a generic brand as “a distributor‟s brand that does 

not include a traditional brand name on its label” (cited in Moutinho, 1987, p.9). Be-

sides, there are different expressions of generics such as no–frill products, plain labels, 

or no-name products. However, the more accurate and specific identification of them 

should be “generic brand grocery products” (Moutinho, 1987, p.9). 

Generic products were first produced in order to reduce costs such as marketing cost, 

quality of ingredients cost and standard appearance cost for price sensitive consumers 

(Bellizzi et al., 1981; Moutinho, 1987). In fact, consumers who choose to buy generic 

brands instead of manufacturer brands tend to be more aware of product information 

than those who decide to buy based on habits (Cunningham et al., 1982). 

Based on “The typology of retail brands” of Laaksonen and Reynolds (1994), which 

portrays the transformation of store brands (see Appendix 1), generic brands are the first 

generation of retail brands (cited in Burt, 2000). In addition, according to Barakat, Jo-

hansson, and Siljebrand (2004), retail brands in Sweden have already reached the bond 

between the third and fourth generations, which helps to confirm that generic brands 

have matured.  

Alternatively, generic products are not on the category growth‟s contribution factors. 

Despite attracting new consumers, sales of generic brands are due to the cost of manu-

facturers‟ brands as well as private brands, which may affect the retailers‟ gross profit 

(Moutinho, 1987). Furthermore, among manufacturer brands, private brands and generic 

brands, the least promoted and advertised products belong to generic brands.  
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2.2.1.1 Advantages of Generics 

Generic products have widened their ranges dramatically. For example, Euroshopper is 

a generic brand, which has a variety of products in almost every sector from daily use 

items such as toilet paper, shampoo, and mineral water to specific ones such as diapers 

and cleaning products (ICA, 2010). The increase in range of products also means an in-

crease in customer choices regarding price and quality. Generics also present a new op-

tion in terms of price (Bellizzi el al, 1981). Therefore, low price can be considered a 

source of competitive advantage for generic brands. 

2.2.1.2 Disadvantages of Generics 

In spite of having a competitive advantage with low prices, generic brands are consi-

dered to have various risks. Retailers have to concentrate on the overall gross margin, 

which is likely to be lower than expected if generic products are not among customers‟ 

most favorites in addition to the decrease of sales on other products (McGoldrick, 

1984). Moreover, because generic brands are regarded as store brands, the low demand 

for generic brands in the market can lead to bad effects on a retailer‟s image.  

On the other hand, reliability level of product quality is always an issue for both generic 

brands and retailers (Moutinho, 1987). Every retailer has its own suppliers, who provide 

different quality. If the quality is not good, it will lead to a bad experience, which means 

bad image for generic products in general, which may lead a consumer to never try it 

again. In addition, store image will be damaged considerably. For instance, in three 

years, from 2005 to 2007, Axfood AB had to recollect some sectors of Eldorado brands, 

which include black pepper, gingerbread, pistachio nuts, boiled ham, and roasted corn, 

five times (Axfood, 2005, 2006a, 2006b, 2007b, 2007c). Some reasons include aller-

gies, poor product quality from suppliers and even salmonella bacteria.  

2.2.1.3 Characteristics of Generic Consumers 

Kotler et al., (2005) state that there is not only one way to segment the market. In reali-

ty, there are four main segmentations in markets with several sub groups (Kotler et al., 

2005). In this section, the authors will segment the market based on one of those four 

segmentations, which is consumer demographics for the reason that it is „the most popu-

lar bases for segmenting customer groups‟ (Kotler et al, 2005, p. 400). 

Age 

Age is considered to have a great influence on consumers‟ purchasing decisions, be-

cause customers‟ needs and wants vary based on age (Kotler et al ., 2005). While older 

people spend considerable time on grocery shopping, younger customers often prefer 

doing shopping fast (Cox et al., 2005, cited in Meneely, Burns, & Strugnell, 2009). In 

addition, Bawa and Ghosh (1999) found that those who are over 55 years old shop 

more frequently than others do, and even enjoy doing so, which has an impact on their 

shopping behavior (cited in Meneely et al., 2009). Therefore, people over 55 years old 

seek more for quality than price, which leaves them out of the target group.  



 

 
8 

Cunningham et al. (1982) concluded that 70 percent of generics consumers were under 

35 years old after their study in generic, private and manufacturer brands. Granzin 

(1981) conducted another investigation where he found that the average generic shop-

pers are young people, seeking a price advantage and trying to stretch their income. 

Prendergast and Marr (1997) conducted a similar study more recently, finding similar 

results. They state that generic buyers come from a young to middle-aged group.  

Gender 

On purchasing decision, female and male are often different on dealing with informa-

tion because female tend to concern more on details (Meyers-Levy & Maheswaran, 

1991, cited in Barber, Dodd & Kolyesnikova, 2009). Therefore, female can be viewed 

as being sensitive with information. Moreover, males often want to make a good im-

pression with others than females do, which suggests that males care more on appear-

ance of their belongings than females do (Hall et al., 2000, cited in Barber et al., 

2009). Because of their different characteristics, male tend to buy less generic prod-

ucts than female (Yucelt, 1987). 

Income 

„Contrary to expectations, average wage earners were inclined to buy generic products 

and even preferred these over private brands‟ (Dietrich, 1978; Strang et al., 1979: Sul-

livan, 1979; Zbytniewski & Heller, 1979 cited in Herstein & Tifferet, 2007, p. 134).  

In their study, Herstein and Tifferet (2007), support previous research by concluding 

that generic consumers are distinguished by having an average income and in some 

cases by an above-average income.    

One of the latest reported studies about generics, by Prendergast and Marr (1997), 

conclude that the purchase of generics is negatively related to household income 

(Prendergast & Marr, 1997). It sustains prior investigations by McEnally and Hawes 

(1984) and Neidell, Boone and Cagley (1984) where the results show a preference of 

generics by middle income groups.  

Education 

Bellizzi et al. (1981); Cunningham et al. (1982); and Murphy and Laczniak (1979) 

found that generic consumers are well educated, or at least have an above average edu-

cation. More recently, Herstein and Stifferet (2007) also found higher education to be 

one of the leading characteristics of generics consumers. 

Household Size 

Herstein and Tifferet (2007) found families of 4 and 5 to have the greatest amount of 

generic purchasers which confirmed previous research by Granzin (1981), Dietrich 

(1978), and Murphy and Laczniak (1979). 
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2.3 Buying Behavior 

There are different types of buying behavior based on who is buying. The scope of this 

research is limited to the buying behavior of individuals in grocery stores in order to ful-

fill the purpose of this paper. Thus, buying behavior of individuals will be discussed.  

Buying behavior is the way in which a person acts in relation to purchases of goods or 

services (Sandhusen, 2008). There is more than one aspect that affects buying behavior. 

There are three factors, which make up a black box (Sandhusen, 2008): environmental 

factors, a buyer‟s black box, and buyer‟s response (Figure 2.1).  

 

Figure 2.1. Black Box Model 

(Source: Sandhusen, Marketing, 4th ed, 2008, p. 240) 

 

The first group, environmental factors, is further divided into two groups, marketing 

stimuli, and environmental stimuli. Marketing stimuli regards the four P’s: product, 

price, place, and promotion (Sandhusen, 2008). These aspects are most influenced by 

the marketer of the product and this is the area in which the company attempting to sell 

this product has the most influence. Environmental stimuli include economic, cultural, 

and demographic stimuli, among others. 

The buyer‟s black box is the second group, which contains two categories: buyer cha-

racteristics and decision process. This part takes place within the consumer as these be-

haviors are internal processes. Buyer characteristics include attitudes and lifestyle as 

well as perceptions (Sandhusen, 2008). The decision process, on the other hand, is the 

thoughts of the buyer right before the purchase of the product and includes things like 

problem recognition, alternative evaluation, and post-purchase behavior. 

The last step in this progression is buyer‟s response, which involves product and brand 

choice, as well as purchase amount. This is the culmination of all other steps and is the 

result of the other stimuli buyers face throughout the entire transaction. This final step 

results in product choice, brand choice, dealer choice, purchasing timing, and purchase 

amount. 
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As generic brands were initially retailed with a purpose of providing goods at a lower 

price (McGoldrick 1984), it is important to consider that this is just one factor in the 

purchase of the good. Other things such as societal factors and cultural issues can be of 

greater influence in the end purchase of the good. 

2.3.1 Availability 

In the first step of Sandhusen‟s (2008) black box, the product is addressed. As each 

store offers its own variety of goods depending on a number of factors including loca-

tion and private products sold under that store‟s name, the availability of products in 

each store can differ (Sandhusen, 2008). Mostly larger chains will offer the same prod-

ucts, especially if these products bear the name of the retailer, as the case of ICA AB 

(ICA, 2009). 

Availability of goods in Sweden changed dramatically from the 1960s to 1990 (Fors-

berg 1998). Forsberg (1998) notes that for a period of thirty years, starting with 1960, 

grocery retail encountered a decrease in number of stores, but growth in store size and 

product offering. Availability of goods per store increased, and although the number of 

stores dropped, more goods per store means more variety for the consumer per visit to 

the grocery store (Forsberg, 1998). 

In Sweden, Hemköp, Willys, Coop AB, and ICA AB are a few of the big names in gro-

cery retailing. Especially ICA AB, which is the leading food retailer in Sweden and 

Scandinavia (ICA 2009), offers a very wide variety of products, especially based on the 

fact that „individual ICA retailers in Sweden are free to buy their products from sources 

other than ICA‟ (ICA, 2010, p. 4). In addition, each of the stores offers private brands, 

or brands which can only be found in stores with a direct association to these stores 

(Axfood, 2007a; Coop, 2010; ICA, 2009). The only exception in the four previously 

mentioned retailers is that Hemköp and Willys both sell Eldorado brands, which are 

manufactured by their parent company, Axfood AB (2007a). 

2.3.2 Display 

Display in a store, or point of sale display, can refer to shelf design, or even a specific 

exhibit of a certain good (BusinessDictionary.com, 2010). Although display refers to 

how a product is exhibited in a store, it ties into promotion as a different display dedi-

cated to a certain good is used as a marketing tool (Business Dictionary.com, 2010). 

Display is limited to how the good is presented at the store, with the most common me-

thod of presentation being a simple space on a shelf besides other similar products. 

Chandon, Hutchinson, Bradlow, and Young (2009) argue that large increases in shelf 

space have strong effects on brand sales. In an eye-tracking study, the number of times 

the display is looked at has a „strong impact on evaluation that is entirely mediated by 

its effect on visual attention and works particularly well for frequent users of the brand,‟ 

which means that it works for maintaining loyalty to the brand displayed (Chandon et 

al., 2009, p. 1). The display is also noted for „working particularly well…for low-
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market-share brands, and for young and highly educated consumers who are willing to 

trade off brand and price‟ (Chandon et al., 2009, p. 1). 

In a study conducted in Sweden, at ICA Maxi and Coop Forum, Eriksson and Tryggva-

son (2006) found that the stores own private labels had the most floor and shelf space, 

which Chandon et al. (2009) argue as being a huge sales booster. Eriksson and Trygva-

son‟s study also found that there are not very many brand specific displays in these 

Swedish stores and those that exist do not function very well. The study continues in 

noting that certain generic brands, specifically those offered at Coop Forum, which are 

owned by Coop AB, have more shelf space as compared to other brands (Eriksson & 

Tryggvason, 2006). 

2.3.3  Price of Goods 

Price is considered one of the most important factors that have an effect on consumer 

choices (Alvarez & Casielles, 2006). According to Kotler et al., price is „the amount of 

money charged for a product or service, or the sum of the values that consumers ex-

change for the benefits of having or using the product and service‟ (Kotler et al., 2005, 

p.665). Therefore, buyer–oriented pricing is based on the knowledge of customers‟ ex-

pected value in order to fit it precisely with the price. 

 Previous empirical studies suggest that customers often deduce a product‟s information 

based on its price (Leavett 1954, Lichtenstein & Burton 1989, Monroe & Krishnan 

1985, Rao 1984, 1993, Rao & Monroe 1988, Schindler 1991, Stiving 2000, cited in 

Ding, Ross, & Rao, 2010), which makes the price itself play two conflicting roles as al-

locative and informational in consumers‟ buying decisions (Rao & Sattler 2000, cited in 

Ding et al., 2010). Furthermore, price behavior consists of three processes, which are 

value consciousness, price perceptions, and price intentions (Stamer & Diller, 2006). It 

may also vary on the involvement level of customers in buying. Purchases of generic 

products in Swedish supermarkets have a low-involvement rate, which may also lower 

the three aforementioned processes of price behavior. 

Based on a study carried out by Nerlove (1995), Swedish customers are considered to 

be greatly price-sensitive, and therefore, their awareness of product prices is higher than 

average. 

2.3.3.1 Reference Price 

When going shopping, some customers have already decided which brands to purchase, 

whereas others have not made up their minds yet. The purchasing decision, in this case, 

is often made at the shopping location. One of the influence factors at that time is refer-

ence price. Defined in Kotler et al., reference price, as a feature of psychological pric-

ing, is the price that „buyers carry in their minds and refer to when they look at a given 

product‟ (Kotler et al., 2005, p.698).  
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In addition, when encountering some products with unidentified quality, customers tend 

to use the price factor to reduce the risk. The actual price may be either lower or higher 

than their reference price, which causes gains or losses to customers respectively. 

Therefore, if the price is lower than their reference price, consumers are more willing to 

purchase, compared to the higher price (Alvarez & Casielles, 2006).  

Furthermore, there are two types of customers: loyal and non-loyal. From the loyal cus-

tomers‟ perspective, reference price will be made at the purchase point, which is the 

current price of their loyal brand. With this type of reference price named as external 

reference price, they will compare it with other brands‟ prices (Mazumdar & Papatla, 

2000). On the other hand, non-loyal buyers have their reference price based on expe-

riences (Alvarez & Casielles, 2006), which is internal reference price (Mazumdar & Pa-

patla, 2000). Nevertheless, loyal customers are often less aware of gains and losses as 

compared to non-loyal customers. Therefore, they keep buying their loyal brands al-

though a price may be increased (Bultez, 1975, cited in Alvarez & Casielles, 2006; Ma-

zumdar & Papatla, 2000). Customers who are not loyal to some specific brands have a 

tendency to change their attitude towards their reference prices. Consequently, they may 

switch to a generic brand, which is undoubtedly lower than their reference price.  

2.3.4 Quality 

„Complex and multidimensional factor‟ as claimed by Sebastianelli and Tamimi (2002, 

p.451), product quality does not have a worldwide and simple definition. There are dif-

ferent explanations for quality, which depends on various types of approaches. Quality 

is defined as „the extent to which a product or service meets and/or exceeds customers‟ 

expectations‟ with the user-based approach (Sebastianelli & Tamimi, 2002, p.444).  

2.3.4.1 Perceived Quality as a Product Quality Dimension 

Aaker (1991) states that perceived quality is „the customer‟s perception of the overall 

quality or superiority of a product or service with respect to its intended purpose, rela-

tive to alternatives‟ (cited in Ophuis & Trijp, 1995, p.178). It consists of four factors, 

which are perception, product, person, and place. Among them, person, or the customer, 

is regarded as a very significant factor, because it diversifies the perceived quality 

through various personal preferences. Linked directly to the perceived quality, a prod-

uct‟s brand name might be more important than its physical characteristics in some cas-

es (Vraneševic & Stancec, 2003).  

2.3.4.2 Perceived Quality and Price Relationship 

The relationship between price and perceived quality is also very important. With the 

value-based approach, quality is associated to “performance at an acceptable price, or 

alternatively conformance at an acceptable cost” (Sebastianelli & Tamimi, 2002, p.444). 

The price-quality relationship becomes the most persistent market belief (Hjorth – An-

dersen, 1987 cited in Solomon, 2004), with the hypothesis that higher price is equiva-

lent to higher quality (Sivakumar, 1996). In the Swedish market, retailers use generic 
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products tactically to offer consumers an extensive range of price, which they often de-

scribe as products with lower quality (Daunfeldt et al., 2008)  

Price can be the appropriate feature of a product, from not only novice customers‟ 

views, but also expert shoppers‟ perspectives, especially if there is a diversity of product 

quality (Solomon, 2004). In the supermarket, within a product sector, the number of 

brand names from manufacturer to private brands is remarkable, which also leads to the 

mixture in quality. The price of generic products are approximately 30-40% lower than 

manufacturer prices, therefore consumers may relate it to a lower quality level (Herstein 

& Tifferet, 2007). Consequently, customers might be indecisive in purchasing them be-

cause of the price-quality relationship. 

2.3.5 Promotion 

Described as „activities that communicate the product or service and its merits to target 

customers and persuade them to buy‟, promotion is necessary for any products in the 

market (Kotler et al., 2005, p.34). In this study, the authors will focus only on consumer 

promotion. There are many types of consumer promotion tools in order to stimulate cus-

tomers to purchase products, for examples: samples, coupons, price packs, and advertis-

ing specialties.  

Consumers‟ responses to various types of promotion are different, depending on what 

factors they care about the most, such as value-consciousness, price-consciousness, and 

quality-consciousness. Consequently, it is necessary to study those factors in order to 

decide the most effective tools to reach target customers (Kukar-Kinney et al., 2007, 

cited in Palazon & Delgado, 2009).  

Promotion activities tend to attract value–consciousness consumers, who care the most 

about the relation between perceived quality and price (Lichtenstein et al., 1990, 1993, 

cited in Palazon & Delgado, 2009). Price discount and premiums, which have been 

heavily used by retailers (Darke & Chung, 2005), are the most effective promotion 

types used for price–conscious customers (Ailawadi, Neslin & Gedenk, 2001, Palazon 

& Delgado, 2009). Moreover, young customers look forward to feature advertising and 

coupons because they consider them more entertaining. On the other hand, retailers 

should be focused on carrying out any promotion events because quality–conscious cus-

tomers pay more attention to quality (Ailawadi et al., 2001).   

Herstein and Tifferet (2007) mentioned that retailers avoid any types of promotion for 

generic products because of price, which is considered the lowest. In addition, promot-

ing private brands will bring more benefits for them.  
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2.4 Hypotheses 

The following section describes four hypotheses based on previous research and theo-

ries. The focus of the hypotheses is to support the purpose. After revising the theory, the 

authors assume that generic consumers in Jönköpings Län have the same characteristics 

as the profile of those consumers that previous research has shown. 

(H1) People most likely to buy generic brands are between the age of 25 and 34 

Granzin (1981), and Prendergast and Marr (1997) have obtained results that point to a 

young to middle aged group being responsible for the majority of generic brand pur-

chases. The age ranges described as young to middle aged by the authors are based on 

Statistiska centralbyrån (SCB, 2010a), which is from 25-44. Cunningham et al. (1982) 

find that individuals under 35 purchase generics the most. Therefore, the authors have 

chosen the age group 25 to 34. 

(H2) People most likely to buy generic brands are middle low income earners. 

After revising prior theories and studies about generics, the authors have inferred that 

the generic consumer in Sweden will be characterized by having a middle income. 

Because in Sweden people can be classified as low income (0-11300 SEK), middle 

low income (11301-18728 SEK), middle high income (18729-26134 SEK) or high in-

come (26135+ SEK), the authors decided the authors decided to choose only one 

range of middle incomers (SCB, 2010b). According to Statistika Centralbyrån 

(2010c), the disposable (after-tax) national income per capita for the year 2008, which 

is the latest publication, is 196300 SEK per year. The monthly disposable income per 

capita would be 16358 SEK. If you take the monthly gross national income per capita 

and put it in an income bracket, the average would be situated on the middle high in-

come range. Therefore, the authors have assumed that the users of generic brands in 

Sweden are middle low income. 

(H3) People most likely to buy generic brands have a higher education. 

Cunningham et al. (1982), McEnally (1982), Murphy and Laczniak (1979), and 

Strang, Harris and Hernandez (1979), claim higher education as a leading characteris-

tic of generic buyers (cited in McEnally,. & Hawes, 1984). Herstein and Tifferet 

(2007), in their study in central Israel, found that 78 percent of the generic consumers 

they interviewed had higher education. In terms of purchasing generics, „…for edu-

cated consumers the risk involved in buying them is not high‟…and…‟ it is acceptable 

to buy these products, with no psychological or social risks,‟ say Herstein and Tifferet 

(2007, p. 138). 

In Sweden, „highly educated persons are those with at least three years of post-

secondary education,‟ as defined by Statistiska centralbyrån (2010d). 
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 (H4) Price is the biggest determinant for the purchase of generic brands. 

Baltas (1997) found that around 17 percent of customers‟ purchase decisions are influ-

enced by price. As a result, price plays an important role on consumers‟ decision mak-

ing in buying generic brands. Furthermore, those who buy generic brands frequently are 

believed to be more price–sensitive than those who often decide to purchase manufac-

turer brands (Pravven & Taihoon, 1998). Besides, assuming that generic brands and 

manufacturers brands are set at the same price, consumers tend to buy the later ones as a 

result of the higher perceived quality (Pravven & Taihoon, 1998). Consequently, with 

their important position, price of generic brands should always be lower than other 

brands in order to attract more customers. Generic products are approximately 30-40% 

lower than manufacturer prices, therefore price is the biggest determinant for the pur-

chase of generic brands (Herstein & Tifferet, 2007). 
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3 Method 

3.1 Research Approach 

Two different kinds of research approaches are the deductive and the inductive ap-

proach. Inductive reasoning is described as a „generalized conclusion from particular 

instances‟ (Mish, 1991, cited in Martin, 1996, p.997) while a deductive approach re-

fers to a „conclusion drawn from a logical chain of reasoning in which each step fol-

lows necessarily from the previous one‟ (Ennis, 1969, cited Martin, 1996, p.997). The 

authors have chosen a deductive research approach because they plan to progress from 

the general background, such as demographics, of generic brands to the specific fac-

tors of consumers purchasing generic products. Another reason for choosing this ap-

proach is because the field that the authors are trying to explore is unknown in 

Jönköpings Län. No research for generics has been found for Sweden; thus, the au-

thors have decided to make four propositions based on previous research from other 

countries in accordance with Swedish conditions. The authors will observe through a 

survey, a quantitative method, and the results of the investigation and evaluate them 

later on, and finally confirm or discard the prior assumptions.  

3.2 Choice of Data Collection 

There is one main source of data that will be used in this paper, which is primary data. 

According to Zikmund (2000) and Saunders, Lewis, and Thornhill (2007), primary da-

ta is information collected and accumulated for a particular research project that is 

carried out. Whereas, secondary data can be the information sources that assembled in 

the past to contribute to other purposes (Zikmund, 2000; Saunders et al., 2007). Due 

to the lack of recent studies in this matter and information or raw results about them, 

the authors have decided not to revise or use secondary data.  

3.2.1 Primary Data 

Over the last decades, there has been a debate regarding quantitative and qualitative 

methods and research has not come out with any conclusion to know which one is the 

best one. Newman, Ridenour, Newman, and DeMarco (2003) affirm that there is not a 

best method, but an appropriate one depending on the nature of the study. They define 

the term quantitative as „a research paradigm designed to address questions that hypo-

thesize relationships among variables that are measured frequently in numerical and 

objective ways‟; and the word qualitative as „a research paradigm designed to address 

questions of meaning, interpretation, and socially constructed realities‟ (Newman et 

al., 2003, p. 170). In order to fulfill the purpose of this thesis, the authors will use a 

quantitative survey, in order to measure the behavior of consumers when purchasing 

generic products at a supermarket in Jönköpings Län and identify those consumers.   
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3.3 The Survey 

A survey is „a systematic method for gathering information from (a sample of) entities 

for the purposes of constructing quantitative descriptors of the attributes of the larger 

population which the entities are members‟ (Groves et al., 2004, p. 2). There are dif-

ferent methods of data collection: mode or face-to-face, CAPI computer-assisted per-

sonal interviewing, ACASI audio computer-assisted self-interviewing, CATI computer-

assisted telephone interviewer, IVR interactive voice response and Web or web sur-

veys. Each of them carries out different flexibility, costs, response rates, and validity 

among other characteristics. This study will be conducted with face-to-face surveys in 

order to ensure that the respondents are actually grocery shoppers from that munici-

pality. In addition, it aims to overcome obstacles such as those who are unable to 

reach a computer, or those who do not have a phone line. Another aspect includes the 

ability to assist the respondents in understanding the instructions. „Face-to-face con-

tact allows for more complicated selection methods and yields higher rates of coopera-

tion than contact made over the telephone‟ (Dykema, Basson, & Schaeffer 2008, p. 

241). 

3.3.1 Delimitations of the Survey 

The research will be delimited to Jönköpings Län in Sweden in order to have a better 

access for an empirical research and obtain better results. The restrictions of resources 

and time led the authors to limit the study to Jönköpings Län. The study will have dif-

ferent supermarkets such as ICA, Willy‟s, Hemköp and Coop as resources for the re-

port. These were chosen as they are Swedish based stores and any bias based on the 

origin of the store could be eliminated from the study. In addition, a search of the lo-

cations of the stores found that ICA and Coop were located in all of the thirteen cities 

used for the study, while Hemköp and Willy‟s together were located in eight of the 

thirteen cities. 

3.3.2 Strengths and Weaknesses of the Survey Method 

Using surveys as a research method has advantages and disadvantages for the sur-

veyors and the analysis. The most important strengths are: standardized questions 

make measurement more precise and it ensures that comparable data can be gathered 

among the respondents, inexpensive and less time consuming compared to interviews, 

and high reliability is easy to acquire. The weaknesses include: surveys are inflexible 

and based on honesty and ability from the respondents to answer them, closed ended 

questions might have low validity, respondents might get frustrated and answer inac-

curately because of the length of the survey or if their preferred choice is not an option 

and researcher influence on the responses (Barribeau, 2005). 



 

 
18 

The authors have done a pilot test to check the respondents‟ reactions when filling in 

the survey and evaluate their behavior and answers. 

3.3.3 Survey Sampling 

There are two kinds of sampling methods; the first one is probability sampling (or rep-

resentative sampling) where all the individuals have the same opportunity to be se-

lected; the second one is non-probability sampling (or non-random sampling) and it 

refers to a non-random selection of respondents (Doherty, 1994). In order to fulfill the 

purpose, the study uses the probability method at the first stage where stratified sam-

pling was chosen as the sampling technique. Stratified sampling is when you divide 

the population into small groups or strata according to one or more attributes of the 

population (Saunders et al., 2007). The authors have decided to use this technique in 

order to get a more illustrative result for the area of Jönköpings Län. The frame that was 

used for the strata lies on geographical area, where the thirteen municipalities that com-

pose this region were selected; with the aim to have a representative study of the whole 

territory. 

The population of Jönköpings Län was taken from the Statistika Centralbyrån (SCB, 

2010b), and separated into the different municipalities. Proportional percentages were 

calculated for each region based on their population. A sample size was determined for 

every city proportional to Jönköpings Län. In Table 3.1 the aggregates can be appre-

ciated.  

 

 

 

 

 

 

 

 

 

 
Population Percentage Sample Size 

Jönköpings 
Län 330553 100% 377 

Jönköping 122194 37% 139 

Värnamo 32871 10% 42 

Nässjö 29369 8,90% 35 

Gislaved 28327 8,90% 35 

Vetlanda 26380 8% 35 

Tranås 17765 5,40% 21 

Eksjö 16516 5% 21 

Vaggeryd 12816 3,40% 14 

Sävsjö 10979 3,20% 7 

Habo 10112 3% 7 

Gnosjö 9598 2,90% 7 

Mullsjö 7075 2% 7 

Aneby 6551 2% 7 

 
330553 100% 377 

Table 3.1 
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Convenience sampling (or haphazard sampling) is a non-probability technique involv-

ing the selection of convenient cases that are easiest to obtain for the sample (Saunders 

et al., 2007). At the second stage, the convenience sampling technique was used to faci-

litate the conduction of the survey and obtain the desired samples. To carry on the study 

the authors chose random individuals outside the stores ICA, Hemköp, Coop and Willys 

to answer the survey.  

3.3.4 Type of Questionnaire 

While doing a survey, there are two types of questionnaires available to conduct the 

study, one is self-administered and the other one is interviewer-administered. The cha-

racteristics of the self-administered are: respondents are more prone to stop answering 

the survey mid-way and there might be a low response rate. It also permits timid res-

pondents to answer sensitive questions and it is free of interviewer bias. Furthermore, 

the respondents are not able to ask for clarification because the intervention of the inter-

viewer is not available (Saunders et al., 2007). 

The characteristics of the interviewer-administered are: less misunderstandings and mis-

takes, less incomplete questions. In addition, there is the opportunity to have a higher 

response rate but with the possibility of interviewer bias and respondents are less likely 

to answer sensitive questions (Saunders et al., 2007). 

There is a variety of factors that influence the decisions of choosing a type of question-

naire, the most important are: the required sample size, number and type of questions, 

characteristics of the respondents and the environment where the survey will be con-

ducted. The authors chose to have an interviewer-administered questionnaire to have a 

higher response rate and fewer incomplete responses.  

3.3.5 Questionnaire Design 

The study will cover two sections in order to find out information about whom and 

reasons for them to choose generic brands and contain eleven questions. The first sec-

tion will be about the customer‟s information, such as age, gender, income, household 

size and occupation, while the second part will paint a picture of buying behavior. 

When designing the questionnaires, there are three major forms of questions, which 

are open-ended, close-ended, and partially open questions (Neuman, 2006). Only the 

last two will be used, because the study is quantitative. In the occupation question, the 

partially open question will be applied with the others option in the case that the res-

pondents are not sure which group they belong to. The rest of the survey will be close-

ended questions because they tend to be less confusing for the respondents and are 

easier to evaluate (Neuman, 2006).   

Nominal variables are used to obtain answers with categorical form (Balnaves & Ca-

puti, 2001). For this type of question, there are no other choices beside those men-

tioned in the survey. The authors will apply it on the gender question, which includes 
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only female and male, and the question whether respondents buy generic brands. 

Whereas, interval variables can be appropriate for those questions on education, in-

come and household size because of their advantages to find out the distance among 

the intervals that the authors want to learn (Balnaves & Caputi, 2001). The variable 

factors on the income question are taken from the Statistiska centralbyrån website, 

which the authors decided to divide it by twelve so that the surveyors could answer it 

more precisely than the annual numbers. In addition, the multiple–item scale question 

will be included in our survey in order to allocate the agreement as well as disagree-

ment for each choice (Balnaves & Caputi, 2001). This type of question helps the au-

thors in analyzing factors that influence customer‟s decisions. However, there is only 

one question on this type in order to avoid the Halo bias, in which respondents tend to 

evaluate all of the factors on the whole positive or negative side (Balnaves & Caputi, 

2001). In addition, the authors will make use of ordinal variables‟ questions that re-

quire surveyors to rank choices in order with “more or less” aspects on them (Ba l-

naves & Caputi, 2001). 

On the other hand, the authors try to keep the language of the questionnaires as simple 

as possible. In order to ensure that surveyors can clearly understand the different be-

tween generic and private brands, there are images used to compare included. Fur-

thermore, respondents do not expect to spend much time on answering a survey, there-

fore the authors try to make the alternative choices simple and easy to understand, as 

well as the layout is designed to look clean and uncomplicated to follow. 

3.3.5.1 Questionnaire Translation 

The translation of a survey has to meet four basic requirements: to make sense, express 

the spirit and manner of the original paper, have a natural and easy form of expression, 

and produce a similar response (Pan & Bouic, 2009). When translating a survey, there is 

a risk that lies in the equivalence in literary translation. The translated version might be 

very similar to the original grammatically and lexically speaking, but the real meaning 

or the response that the surveyor wants from the respondent might be different. To elim-

inate this conflict, a dynamic translation should be used; focusing less on formal and 

semantical correspondences but more on setting up the same effect on the respondent of 

the survey (Nida, 1964). To attract more respondents the authors decided to have a 

translated Swedish version of the survey. The first draft went through a pilot test to 

measure the accuracy of the answers and understanding of them; furthermore, the res-

pondents were asked to answer the survey to determine if the desired effect was similar. 

After making a second pilot test for the Swedish version, the results were satisfactory 

because the survey met the basic requirements; therefore, the translated questionnaire 

was accepted. 

3.3.5.2 Pilot Test 

In order to be able to validate the survey and make sure that there were no errors or 

misunderstandings among the general population and the translated version in Swe-

dish, a pilot study was conducted. The original intent of the first surveying was actual-
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ly to use the results as part of the study. Nonetheless, the authors knew that possible 

flaws not evident to the authors might be more easily seen with responses from people 

who were asked to partake in the survey. In addition, respondents were used from the 

same population as for the final study, which ensured its validity.  

After seven surveys, it was quite evident that on one of the questions, the petition to 

rank was often mistakenly taken as a sign to place into a category. Although mistakes 

were made while following the instructions, these were disregarded as expectable er-

rors. The responses, which led to a change in the survey, were based on one question. 

The reason for changing this question was that nearly half of the respondents misun-

derstood the instructions. As reliability deals with continued or stable responses, and 

the responses in the pilot study did not meet these criteria, the authors decided to re-

formulate the question in a way that facilitated accurately answering the question.  

During this process, the authors noticed that there was a lack of knowledge about ge-

neric products among the Swedish society in Jönköping Län; therefore, they chose to 

have an interviewer-administered questionnaire to be able to explain to the respon-

dents if there was any misunderstanding or clarification. 

The final version of the survey in English and its translation in Swedish can be found 

in Appendix 2 and 3. 

3.3.6 Sample Size 

The authors decided to have a 5% of margin of error because of the frequent use of this 

rate for business and management research. According to the required sample size of 

population with 95% level of certainty, a margin of 5% requires 383 respondents if the 

population is over 100000, and a margin of 3% would require 1056 people to answer 

the questionnaire (Saunders et al., 2007). Therefore, the decision to use a 5% margin 

was also made because of the limited monetary resources of this study. 

In addition, the size of sample should be larger when the quantitative method is used for 

the reason that the bigger the size is, the more accurate the result provided if compared 

to the entire population (Saunders et al., 2007). In order to find the minimum sample 

size required the equation in Saunders et al. (2007, p.585) is used:  

n  =  p%  x q%   x    
𝑧

𝑒%
 

2
       

where:   n:  the minimum sample size required 

  p%: the proportion belonging to the specified category 

  q%:  the proportion not belonging to the specified category 

  z: the value corresponding to the level of confidence required 

  e%: the margin of error required 



 

 
22 

 

According to our pilot study, there are 4 over 7 people saying “yes” on buying generic 

brands. As a consequence, p% will be 57% while q% will be 43%. In addition, based on 

Table 3.2, z will be 1.96, and e%, as mentioned above, will be 5%.  

 

 

 

 

 

 

After calculation, the minimum sample size that the authors need to carry out would be 

377. The actual total of respondents is 379 respondents. 

3.3.7 Limitations of the Survey 

In almost every survey where full success is not achieved, the successfully measured 

data is called respondents and the missing part is named non-respondents. Non-

respondents are individuals who do not accept our request to fill in the survey (Saund-

ers et al., 2007). The number of non-respondents may affect our resources because 

their refusal to participate in the study, results in a loss of time and monetary funds.  

The surveys took place in different parts of Jönköpings Län so that the authors could 

accurately measure the data and different contexts in the län; however, because of the 

limited resources, the authors were unable to reach all the small towns in this area. 

The heads of the thirteen municipalities were chosen to represent Jönköpings Län (see 

table 3.1, p. 18). 

An obstacle faced during the conduction of the surveys was the denial of one store 

manager to do the survey outside of it. Customers from ICA Maxi could be surveyed 

only one time, more times were not allowed by the managers of the shop. Therefore, 

the authors decided to attend more times the rest of supermarkets, and have more ba-

lanced surveys.  

There was a probability of error in the results of the survey because some respondents 

might not have been precise or truthful with their answers, and at the end, the quality 

of the survey is limited due to the fact that the reality might differ from the given an-

swers. 

Levels of confidence and associated z values 
 (Saunders et al., Research methods for business students, 2007, p.585) 

Level of confidence Z value 

90% certain 1.65 

95% certain 1.96 

99% certain 2.57 

Table 3.2  
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3.4 Data Analysis 

The authors analyzed the figures and records with Microsoft Office Excel (MS Excel) 

and the Statistical Package for the Social Sciences (SPSS) for Windows to be able to 

compare them to previous researches, theories, and models. MS Excel served for the 

purposes of creating charts and tables, while SPSS helped the authors to evaluate the 

results using different tools as frequency distribution, mean, standard deviation and 

cross tabulation. The compared data are centered in journals and books to get more 

profound and base the conclusions on reliable and previously reviewed work. In that 

way, the authors are seeking to be able to determine who buys generic grocery brands 

at Swedish supermarkets, its characteristics, and determine which factors have an ef-

fect on the decision. 

3.5 Validity 

Validity is one of the most important aspects of a method. Content validity, construct 

validity and empirical validity are the three different types of it (Nachmias, 1996). The 

content validity has to do with the researches‟ ability to evaluate with the instruments; 

construct validity includes theoretical assumptions and concepts that need to confirm 

the results of a method; while empirical validity relates the measuring tool with the re-

sults of it (Nachmias, 1996). The authors of this study have ensured the content, con-

struct, and empirical validity of this study through the help of the tutor of this paper and 

a pilot study. The validity may have an appalling quality if the authors use poor samples 

or vague dimension (Collis & Hussey, 2003). Validity falls in two categories, which are 

internal and external. While internal validity mentions that results can contribute to in-

terference compared to any flaws in the research plan (Saunders et al., 2007), external 

validity is more difficult to set up because of the measurement of information‟s capa-

bility of generalizing the target surveyors (Collis & Hussey, 2003).  

3.6 Reliability 

This term refers to „measurement of variability of answers over repeated conceptual tri-

als. Reliability addresses the question of whether respondents are consistent or stable in 

their answers‟ Groves et al. (2004, p.281), if the results of the method are reliable, we 

can conclude that probability did not affect the outcome (Saunders et al., 2007). Saund-

ers et al. (2007) mention the possible risks regarding reliability. The first one states that 

the result might change if the method is done during different days because a respon-

dent might answer differently on a Sunday or Monday. The second one is regarding ho-

nesty, for the reasons that respondents might not answer truthfully trying to satisfy the 

research. The third risk is about the amount of observations and it can influence the re-

sult of the study. Finally, the fourth talks about the analysis of the data, it might change 

between researchers and as a result, the method will not be reliable.  

A schedule was made in order to avoid risk number one, different days and hours were 

chosen for each store in Jönköping; municipalities outside the area had just one visit due 
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to the lack of monetary resources and limited time. Table 3.3 shows the detailed sche-

dule table for the area of Jönköping and Table 3.4 displays the calendar for the rest of 

municipalities.  

 

                   Schedule for Jönköping  
 Wed 21st April Sat 24th April Sun 25th April Tue 27th April 

ICA Joel  Anh Roberto 
Hemköp Anh Roberto   
Willy's  Joel Roberto Anh 

Coop Roberto  Joel Joel 
ICA Maxi  Anh   

Table 3.3 

 

                    Schedule for the rest of municipalities  
 Thu 22nd April Fri 23rd April Mon 26th April Wed 28th April 

Anh Nässjö Vetlanda Eksjö Gnosjö 
Joel Gislaved Värnamo Habo Mullsjö 
Roberto Vaggeryd Aneby Tranås Sävsjö 

Table 3.4 

 

The interviewer-administered questionnaire might reduce reliability to the study be-

cause of its nature and the effects that may cause a different answer from the respon-

dent. The authors aimed to have approximately 377 respondents, trying to eliminate the 

third risk and choosing the respondents randomly will lower the probability of risk 

number two. The analysis part was made with previously accepted software and used by 

every researcher in sequence to evade the last risk. 

The authors have approved the utilization of this method by anyone attempting to meas-

ure its reliability and validity. 
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4 Empirical Findings 

In this part, the authors will present the empirical findings of the study. The gathered in-

formation is based on the results from the surveys. The data was analyzed with the help 

of SPSS and MS Excel. Note that valid responses refer to filled in questions as some 

respondents did not complete each question. 

There are 379 respondents, in which 59.6% people are female and 40.4% are male in 

our survey. The information on age is collected, and divided into seven age groups 

based on the range of Statistiska Centralbyrån (2010b). Most of respondents belong to 

three groups, 25-34, 35-44, and 45-54, which comprise more than half of respondents‟ 

age (56.4%). However, the difference among them and group 20-24 is not very wide. 

On the other hand, the remaining two groups, which include respondents under 19 and 

over 65 years old, consist of less than 15.3%.   

4.1 Generic Consumers Demographics 

4.1.1 Age 

According to the survey‟s results (See Chart 4.1 below and Appendix 4 Age *Buy Ge-

nerics Crosstabulation), there are 73% of respondents of 35-44 year old group buying 

generics, which is the highest percentage in the sample with 22% if compared to the 

other groups. The age group of 25-34 has the second highest percentage of buying ge-

nerics with 19%. On the other hand, respondents who are under 19 years old have the 

least percentage of buying generics, with only 6% of the entire population. 
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4.1.2 Gender 

The percentage of females who buy generics is higher than males. There are 67.7% of 

females that answered yes when they were asked if they buy generics or not, whereas 

62.3% of male do so. From the total population, females represent the 40.4% while 

male people symbolize 25.1%. In Chart 4.2 and Chart 4.3, generic consumers totalize a 

65.15% whilst non-consumers were only a 34.85%. 

 

 

 

4.1.3 Net Income 

The net income of generic consumers was concentrated on the 18729-26134 SEK range 

as we can see in Chart 4.4, this cluster was previously defined as middle high incomers 

by the authors. Out of the 376 valid responses (See Appendix 4, Net Income per Month 

* Buy generics Crosstabulation) in this category, 31.2% (77 people) were located in this 

bracket making it the biggest one. The second group was the middle low cluster with 

28.3% and 70 people.  

Even though there is not a big difference between the percentage of middle high generic 

consumers within the rest of the incomers, the percentage becomes bigger when the 

proportion within net income per month is analyzed (See Appendix 4, Net Income per 

Month * Buy generics Crosstabulation). Another important result is the fraction of 

people that said to be a non-consumer, being middle high income the one with the least 

percentage (29.4%) and high income with the largest one (43.9%).  

Chart 4.2 Chart 4.3 
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4.1.4 Education 

The cross between generic purchasers and level of education shows that higher educa-

tion, defined as above high school, has 45.3% of generic purchasers as we can see in 

Chart 4.5. While high school has 47.8% and secondary school follows with 4.1% (See 

Appendix 4, Education * Buy generics Crosstabulation). This does not include six of the 

respondents, as these did not answer either the education or the purchasing generics 

question. 
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4.1.5 Household Size 

The group with the highest percent of generic purchases when using household size as 

a comparison is 1, with a 29.6% of the total generics purchasers (See Chart 4.6). The 

second group is households of 2 people with 27.9%. In the middle there are house-

holds of 3 and 4, with 17.8% and 16.2% respectively, as well as households of 5 and 

above with 8.5% of the total amount of generics purchasers. 

The group that has the highest percentage of generic purchasers within that category is 

5 and above with a 72.4% of the 5 and above households purchasing generics. This 

figure is followed by 1 with 68.9%, 4 with 65.6%, 2 with 63.3%, and 3 with 62% (See 

Appendix 4, Household size * Buy generics Crosstabulation). 

 

 

 

 

 

 

 

 

 

 

 

4.1.6 Occupation 

In this study, fourteen occupations were measured; in which armed forces did not re-

ceive any hit and it was removed from the report for empirical studies (See Chart 4.7). 

Occupation was one of the only questions that had a 100% of valid responses; 15.7% of 

the generic consumers are catalogued as students. The next group was clerks with a 

14.4%; those who have elementary occupations and buy generic products had a 100% 

within the occupation but it represented 1.1% of the total population (See Appendix 4, 

Occupation * Buy generics Crosstabulation). Other clusters with high frequency were 

professionals and service workers with 10.6% and 11.2% respectively.  

 

Chart 4.6 
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4.2 Why consumers buy or do not buy generics? 

4.2.1 Purchase of Brands 

Surveyors were asked to rate the importance of five factors, which are price, quality, 

promotion, display, and availability on making purchasing decision, with 1 is the most 

and 5 is the least important. The authors used the mean in order to figure out the average 

rate. Having the highest rate, which is 1.8, quality is also the only factor that has its 

mean less than 2. In addition, its standard deviation is low, which means that respon-

dents are indifferent in their answers. Another factor that respondents also agree with 

others is price, which has the second highest rate 2.12. The next two factors are availa-

bility and promotion, with the rate of 2.79 and 2.8 respectively. Display gets the lowest 

rate – 3.14, which is the only rate higher than 3. On the other hand, the standard devia-

tion shows that there are bigger disagreements in promotion and availability rate than 

display rate. (See Appendix 5, Statistics Choosing a Brand; and Chart 4.8 below) 

 

 

Chart 4.7 
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4.2.2 Purchase of Generic Brands 

According to the respondents, when purchasing generics, the main reason to purchase 

is quality, followed by price, availability, promotion, and display, respectively. There 

were 97 respondents marking quality as very important, price had 95, availability had 

45, promotion 30, and display 25 (See Chart 4.9 below). 

On the Y-axis, number of respondents is listed, on the X-axis the scale is marked. The 

amount of respondents that ranked price of generics as either a 1 or a 2 on a scale of 1 

to 5, with 1 being the most important, was 184. Combining the 1 and 2 for quality 

gives 171 respondents. This same combination results in 109 respondents for availa-

bility, 56 for display, and 60 for promotion. 

Chart 4.8 

Chart 4.9 
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4.2.2.1 How Often Do Consumers Buy Generics? 

Those respondents who answered yes to buying generics were asked how often they do 

their shopping on generic products. Shopping generics one per week got the highest 

percent, which is 33.5%. However, only 11.9% of respondents said that they bought ge-

nerics twice per week, which is the least percentage. On the other hand, purchasing ge-

nerics once or twice per month is very common, which percentages are 20.8% and 

21.5% respectively. 

4.2.3 Purchase of Manufacturer Brands 

The most frequent factor that determines the purchase of manufacturers‟ brands accord-

ing to the surveyed people is quality with 184 answers. In Chart 4.10, the different fre-

quencies for each of the five factors measured with the survey are displayed. There is a 

great difference between quality and availability (72 hits) for the most important reason 

for purchasing a manufacturer brand.  

The second cause is price with 115 respondents, followed by availability having 102 

positive answers, display with 119, and display at last with 128 favorable replies.  
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5 Analysis 

In this section, the authors will make a deeper analysis of the empirical data and frame 

of reference. In order to present the information the analysis has been divided into three 

parts. The first part is the presentation of hypothesis results, to prove or disprove the au-

thor‟s assumptions. The second one is the presentation of consumer demographics to 

evaluate the rest of the information and accomplish the objective of this study. The last 

part includes the presentation of purchasing behavior. 

5.1 Presentation of Hypotheses Results 

(H1): People most likely to buy generic brands are between the age of 25 and 34.   

This age group only gets the second highest percentage in the entire population. In addi-

tion, its proportion between buying and not buying is not high enough, which is only the 

third highest. Therefore, H1 is rejected. 

(H2) People most likely to buy generic brands are middle low income earners. 

The middle low income group does not have the highest percentage of buying generic 

brands, below low, middle high and high incomers. As a result, H2 is rejected. 

(H3) People most likely to buy generic brands have at least some college education. 

There are more generic purchasers with higher education than high school or secondary 

school. Thus, H3 is accepted. 

(H4) Price is the biggest determinant for the purchase of generic brands. 

Quality was chosen over price as the most important factor in purchasing generic 

brands. Quality received 97 number 1 rankings, whereas price received only 95. 

Hence, H4 is not supported. 

5.2 Presentation of Consumer Demographics 

5.2.1 Age 

Contrary to Granzin (1981), and Prendergast and Marr (1997); Herstein and Tifferet 

(2007) mentioned the majority of generic customers is from 26 to 55 years old. Our 

findings proved that it, to some extent, is true. The age groups from 25 to 44 comprise 

the largest percentages of the sample, who buy generic brands. Especially in the age 

group of 35-44, the proportion between buying and not buying generics is also highest, 

approximately 3:1. This high proportion means that those people are very favorable to-

wards purchasing generics. 

Customers, who are over 55 years old, often enjoyed grocery shopping (Bawa & 

Ghosh, 1999; cited in Meneely, et al., 2009), which offers them time to consider all 

the information of products. Consequently, they may not be interested in generics. 
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Based on our empirical findings, the buying percentage of those groups equals nearly 

a quarter of buying sample. This different result from the theory can be the link to the 

dissimilarity on the age aspect in Sweden, where the age of retirement is 65. Within 

the over 65-year-old group, the proportion between buying and not buying is not high, 

which is 7:5. Therefore, the authors conclude that consumers who are over 65 are not 

very interested in generics.  

On the other hand, the third highest percentage group answering yes belongs to those 

from 45 to 54 years old. However, the proportion between buying and not buying gener-

ics of this group is only around 4:3, which is the lowest in the entire sample. It means 

that people in this age group do not think differently on whether they may buy generics.  

5.2.2 Gender 

The difference in the percentages of females and males who answered yes to buying ge-

nerics is not broad enough to make any clear conclusions. On the  other hand, if the au-

thors compare the percentage of buying generics between female and male in the entire 

population, there are two times as many females as males. Moreover, in the buying ge-

neric products sample, the proportion between female and male is approximately 8:5, 

which is high. Yucelt (1987) mentioned that females often purchase generic products 

more than males. Our empirical findings show that this theory is still true in the Swe-

dish market. It may be explained on the other aspects that females often care about de-

tailed information, and more interdependence as stated in Barber et al. (2009). They 

can buy generic products because their friends suggest to them.  

5.2.3 Net Income 

The  middle high income group has the highest frequency buying generic brands, ahead 

of middle low, low, and high incomers. The authors defined the middle low income 

group as the preffered one for the propositions, based on economic data about Sweden. 

The results of this study for the net income of generic consumers do not support pre-

vious theories where the researchers stated that the middle incomers are the most com-

mon generic consumers (Dietrich, 1978; Neidell, Boone & Cagley 1984; Herstein & 

Tifferet, 2007). Although Sweden is a different country than Israel or New Zealand 

where the previous researches were conducted, the outcome was very similar but due to 

the different categorization of middle incomers in Sweden, the proposition has to be re-

jected.  

Contrary to popular beliefs, people from the low income bracket do not buy generics as 

much as the middle incomers, if we take middle high and middle low together. 

An essential feature for this study is that Sweden has a different income per capita than 

most of the countries where analyses of generics have been made, the difference be-

tween high income and low income people is approximately 14800 SEK but this is not 

reflected on the results. There are less high incomers that buy generics than low income 

citizens in Jönköpings Län.  
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5.2.4 Education 

(See Appendix 4, Education * Buy generics Crosstabulation). 

As Bellizzi et al. (1981), Cunningham et al. (1982), Murphy and Laczniak (1979), and 

Herstein and Stifferet (2007) found, this study also suggests that generic consumers typ-

ically have a higher education. Nonetheless, the difference between higher education 

and secondary education is very small, which could mean that education is not as strong 

of a factor for determining who purchases generics most. Also, this could imply that the 

aspects which distinguish higher education from high school education might not be 

clear.  

Schooling which the respondent would consider to be high school, could in actuality be 

placed in higher education, and possibly the same could be said of certain higher educa-

tion courses which would fit the definition of high school better. The survey did not 

have a section in between high school and higher education in order to make the results 

easier to analyze as this way would make the respondents have to categorize themselves 

into one of the five options. Possibly a section between these two would have led to a 

better picture of the education of generic purchasers. 

Notably, in the Education * Buy generics Crosstabulation table (Appendix 4), the group 

that actually has the largest percentage of consumers that answer affirmatively to pur-

chasing generics is the secondary school group. Within this group 71,4% of the respon-

dents replied that they do purchase generic brands. Although this is only 3,8% of the to-

tal purchasers of generic brands, this is important to note as many of the respondents 

who fit into this category are young and have not been able to finish high school yet. 

Although the total amount of respondents who fit into this education category is small, 

this could be a sign of a new generation of consumers who purchase generics. 

The proposition states that generic purchasers will have a higher education and although 

this is proven through the study, a continued increase in purchases based on a continued 

increase in education is not seen. This trend even decreases heavily with the second 

group within higher education which is graduate studies. The percentage of respondents 

with a graduate education who purchased generics is the lowest of all the educational 

groups at 51,2%. This number does go up for studies beyond a graduate education, but 

saying that as education increases tendency to purchase generics increases may be in-

correct. This study has shown that after undergraduate studies, there is not a clear path 

for generic purchasers. 

In addition, within undergraduate studies the percentage of consumers that purchase ge-

nerics is the second highest of the groups, further helping to prove the proposition. The 

third and fourth highest percentages, as well as the lowest percentage of purchasers of 

generics within each education category are high school, graduate, and higher, respec-

tively. This further presents the disparity in a trend for generics purchasers according to 

education. 
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5.2.5 Household Size 

(See Appendix 4, Household size * Buy generics Crosstabulation) 

Previous research by Granzin (1981), Dietrich (1978), Murphy and Laczniak (1979), 

and Herstein and Tifferet (2007) finds that larger families compose the largest group 

of generics purchasers. This previous research also finds that within large families the 

percentage of consumers who purchase generics is also highest as compared to other 

family sizes. 

In this study, 5 and above is being regarded as large. This study finds that although 

larger families do have the highest percentage of consumers who actually buy gener-

ics, these do not compose the largest group of generics purchasers. 72,4% of large 

families purchase generics, which is the highest of all the groups. Nonetheless, large 

families only consist of 7,7% of the total amount of generics purchasers. This differ-

ence in total amount of generics purchasers and propensity to purchase within large 

families could be due to Sweden‟s demographics. 

The propensity to purchase is the lowest for households of 3, with 62,0%. This makes 

it very difficult to see some kind of trend within propensity to purchase based on 

household size. 

Also, the total amounts of respondents from each category seems to imply that 1 and 2 

person households are the most common sizes of household, with each increase in size 

of household decreasing in amount of respondents. 

5.2.6 Occupation 

Jönköpings Län is characterized for being an industrialized county but its head munici-

pality, Jönköping, is well-known for its rich student life. As the authors mentioned be-

fore, students are the main generic consumers in Jönköpings Län; it is important to men-

tion that 94,9% are situated in the first bracket of net income (See Appendix 5, Occupa-

tion * Net Income per Month Crosstabulation). Clerks, professionals, and service work-

ers were the occupations that followed students when buying generic brands. Even 

though the students represent a big sample in the survey (59 respondents), people of low 

income are not the primary generic consumers. The popularity of generics products 

among students might be caused by the price of them, as the study reflected when they 

were asked to rank 5 different aspects in regards to the purchase of generic brands and 

price is the most common one (See Appendix 5, Occupation * Generic price Crosstab). 

Clerks prefer to buy generics by price, differing with service workers, managers, and re-

tired people that buy them because of the quality. The authors infer that this happens in 

Sweden because even though the people might not have high education the culture itself 

drives the customer towards a well-informed decision when buying a product.  
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5.3 Presentation of purchasing behavior 

5.3.1 Purchase of Brands 

Quality and price has the highest rate based on our empirical findings, which is similar 

to Alvarez and Casielles‟ findings (2006). This result is reasonable if the relationship of 

price and perceived quality is considered. Price and perceived quality are always related 

to each other. Consequently, the high rate of one factor is also the high rate of the other.  

According to Nerlove (1995), Swedish customers are sensitive towards price, which is 

similar to our findings in Jönköping‟s Län. The standard deviation of price is not high, 

which means consumers rate price at the same level. In addition, the difference of price 

and quality‟s mean is not very big, which is only 0.32. However, customers‟ expectation 

on the quality of products is higher, if compared to products‟ price. Although its mean is 

close to 2, quality is the only factor that gets a rate under 2, which means it is a very im-

portant factor, while price rating only means important. 

On the other hand, promotion and availability has their rate approximately the same, 

which is only 0.01 different. Darke and Chung (2005) discussed about the price dis-

count and premiums are very effective promotion types on price – conscious customers. 

Our finding proves that Swedish customers are sensitive to price, therefore those types 

of promotion should be valuable. On the other hand, availability is significant to con-

sumers who know the precise products of their needs and wants. However, the standard 

deviation of promotion and availability in our empirical finding are large, if compared 

to quality and price‟s standard deviation, which indicates that customers think different-

ly on those factors. Their means can be described as very close to neither important nor 

unimportant. Nevertheless, the authors find it reasonable because Palazon and Delgado 

(2009) explained that the diversity of consumers‟ demographics makes their needs and 

wants special.   

On contrary, customers think indifferent on display factor, which standard deviation is 

only 1.169, lower than promotion and availability‟s. Display is the only factor that has 

its rate higher than 3. Therefore, Swedish customers think that this factor is neither im-

portant nor important. Besides, display can be connected to promotion (Business Dic-

tionary.com, http://www.businessdictionary.com/definition/point-of-sale-display.html), 

which shows that this tool may not be the most efficient way to do promotion in Swe-

dish supermarket.  

5.3.2 Purchase of Generics Brands 

(See Appendix 5; Generics Price, Generics Quality, Generics Availability, Generics 

Display, and Generics Promotion.) 

Although the proposition was found untrue for price being the biggest determinant of 

purchase of generics, the combination of ranking 1 and 2 at 184 respondents, as op-
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posed to quality‟s 171, shows that more people rank price of generics highly, than 

rank quality of generics highly. 

Price of generics was ranked in the top 3 by 238 of the 288 responses to that question. 

That represents an 82.6% of the responses. This justifies the idea that price is definite-

ly one of the biggest determinants of purchase of generics. As one of the main argu-

ments for creating generics was to have a product with a lower cost, this seems natu-

ral. Yucelt (1978) describes these as cheap and lower quality products, so using price 

as a reason for purchase makes sense. 

On the other hand, as Yucelt (1978) says, these are supposed to be of lower quality. 

Yet this was found to be the biggest determinant for purchase of generics. One reason 

for this could be the difference in generics at their introduction and generics now. Al-

though generics have not changed very much in terms of simplicity and low levels of 

marketing, new regulations on standard food quality could be a reason for customers 

feeling as though these products have comparable quality to non-generic brands. 

Availability of generics is the third highest ranked factor for purchasing generics. This 

is not a surprising placement for this factor as the remaining two options are promo-

tion and display. Display and promotion typically have to do with marketing and as 

generics are defined by their lack of marketing, this makes for a logical sequence with 

promotion and display ranked as 4 and 5, respectively. 

5.3.2.1 How Often Do Consumers Buy Generics? 

The high percentage of respondents saying that they buy generic products one per week 

indicates the approval of them on generic products. In addition, generic products are 

purchased frequently as one or twice per month. The percentage of generics bought 

from once per month to once per week comprises approximately 75.8% in the sample. 

Therefore, the authors found that, to some extent, generic products satisfy their custom-

ers‟ needs and wants.  

On the other hand, there are 11.9% of respondents who admitted to shop generics more 

than twice per week. They may be considered as being very positive to generic prod-

ucts, which means generics, in this situation, meet their customers‟ expectations.  

5.3.3 Purchase of Manufacturer Brands 

As Bellizi et al. (1981) mention in their paper, quality motivates the competition be-

tween generics, private and manufaturers brands. Consumers often evaluate the prod-

uct‟s quality based on the price rather than the attributes of it; in this study the results 

are evident when it comes to purchasing manufacturer brands, quality is the main factor.  

The question is, if the manufacturer consumers know what they are buying regarding 

quality; in Sweden, the story is very different than in other countries because customers 

are more informed concerning what they are buying. It seems that the Swedish culture 

has the same mindset when buying a manufacturer brand about quality. 
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With the results of this question it appears that the consumers in Jönköpings Län are not 

price-sensitive as in other societies; there is a not a big difference between quality and 

price in the second category. It is unanticipated that price comes before display or pro-

motion, as the manufacturer brands fight to have the best marketing campaigns or privi-

leged shelves in some stores. Perhaps, the Swedish consumer is not aware of those as-

pects than in other places are more important; the authors believe that there is an oppor-

tunity for generic products here, because customers are more focused and conscious 

about price and quality rather than promotion or display, something that the generic 

brands lack.  
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6 Conclusion 

6.1 Conclusions 

The authors can conclude that generic consumers in Jönköpings Län do not share all the 

same characteristics as generic consumers in other countries. Many of the trends and 

characteristics described by the research from the 1980s is congruous with the empirical 

results of this study. Females are more likely to buy generic brands than males. In addi-

tion, a possible trend has been detected of younger generations, from 20 to 24 years old, 

purchasing generics.  

Previous research states that customers choose generics because of low price and that 

generics are of lower quality, but this study shows that subjects in the area of 

Jönköpings Län do not find price as the biggest determinant of purchase and that quality 

is more important than price; this can be influenced by the Swedish culture towards an 

informed customer. Promotion and display are also not big points of interest for the 

consumers in this area, which points to the idea that generics could stand to benefit from 

this. Consumers tend to repurchase generics once they have tried them, which indicates 

that the quality meets the customer‟s expectation. 

The following results were obtained concerning the hypotheses: 

(H1): People most likely to buy generic brands are between the age of 25 and 34.   

This age group only gets the second highest percentage in the entire population. In addi-

tion, its proportion between buying and not buying is not high enough, which is only the 

third highest. Therefore, H1 is rejected. 

(H2) People most likely to buy generic brands are middle low income earners. 

The middle low income group does not have the highest percentage of buying generic 

brands, below low, middle high and high incomers. As a result, H2 is rejected. 

(H3) People most likely to buy generic brands have at least some college education. 

There are more generic purchasers with higher education than high school or secondary 

school. Thus, H3 is accepted. 

(H4) Price is the biggest determinant for the purchase of generic brands. 

Quality was chosen over price as the most important factor in purchasing generic 

brands. Quality received 97 number 1 rankings, whereas price received only 95. 

Hence, H4 is not supported. 

Although none of the hypotheses could be supported, important information was ga-

thered which shows who purchases generics and why. Even though some of the results 

show the proposed statements as being true, the significant difference is not large 

enough to either support or reject the hypotheses. 
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Using the information gathered in this study, the profile of the generic consumer in the 

area of Jönköpings Län is: female, with a middle high income, high education, and an 

average age of 35-44. In addition, other demographics are: student as occupation and a 

household size of one person. A perfect profile of the generic consumer cannot be built 

due to the fact that students represent the largest group yet clerks and professionals fol-

lowed. These occupations can be applicable to the initial profile.  

Furthermore, respondents do not readily identify the difference between manufacturer 

and generic brands and this leads the researchers to conclude that consumers do not find 

generic brands to be so different from manufacturer brands. 

6.2 Discussion 

The results show that many of the respondents did not know what a generic brand was 

and the explanation or misunderstanding of what a generic is may have influenced the 

results. A lack of time made the research more difficult to carry out and may have influ-

enced the results more than the authors would have preferred. In addition, as time was 

an issue with many of the respondents, maybe a mail or phone administered survey 

would have worked better in giving the respondent more time to think through each an-

swer. The fact that the surveys were at the thirteen head municipalities and specific 

stores were chosen reduced the number of people that could partake in the survey. The 

lack in variety of generics at the stores selected also lessened respondents exposure to 

generics and made explaining what a generic was more difficult. 

 

Previous research from Israel, the United States, and the United Kingdom, as well as 

from the initial introduction of generics in Sweden, may differ in defining higher educa-

tion. Also, the locations at which the surveys were taken might be a greater influence on 

the question of education as each region will have differing study programs and differ-

ent options for residents of these areas. If higher education is not in proximity to these 

respondents, it is possible that whether or not to attend an institution of higher education 

diminishes. 

It is possible that, quality and price are not necessarily ranked as the top two options 

when ranked with each other. That is, just because quality is the most important rea-

son for purchasing a generic does not mean that price will be the second most impor-

tant. This could also be because although price is the biggest determinant, respondents 

do not wish to express their price-sensitiveness and place another factor first in order 

to cover their beliefs. 

The frequency of shopping generics may vary, which depends on how often people go 

shopping in the supermarket and purchase at least one generic product. In addition, 

types of products also influence the regularity rate. For example, customers who buy 

generic products with bigger packets or longer durability will repurchase them after a 

longer them than those who often shop small packets and shorter durability products. 

Therefore, the authors can only say that generics satisfy their customers‟ needs and 
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wants. The loyalty of generic products cannot determine based on the frequency of pur-

chase itself, but need more information.  

6.3 Contributions and Further Research 

This study is the first of its kind in Jönköpings Län and may provide a good basis for 

further research into the generics market in Sweden. A further research on the demo-

graphics of the consumers in this area could be made to substantiate the given hypo-

theses. The standard deviation of product promotion and availability is high, which 

means that consumer thoughts on those factors are complex. Those two factors may be 

very important to some customers, but at the same time, have no effects on the others. 

Therefore, the authors suggest a further study on this issue. In addition, a deeper study 

on buying behavior would be good in order to understand better the reasoning behind 

purchases of generics in this region. A study from the retailers perspective might also 

give more insight into the generic market. 
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Appendices 

Appendix 1 The typology of retail brands 

 

(Burt, The strategy role of retail brands in British grocery retailing, 2007, p. 879) 
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Appendix 2 Survey: English Version 

Survey for research at Jönköping International Business School. 

The authors of this research are conducting this survey for their bachelor thesis. This will just 

take 3 minutes of your time. This study will be anonymous. 

Please circle the answer that best applies. 

1. Age  ____ 

2. Gender   Female    Male 

3. Total Net Income per month 

0 - 11.300       18.729 - 26.134   26.135+  

4. Education 

Secondary school High school  Undergraduate Graduate Higher 

5. Household size 

1 (only you)  2  3  4  5+ 

6. Occupation (put an x besides the appropriate answer): 

__ Legislators, senior officials and 

managers 

__ Professionals 

__ Technicians and associate profes-

sionals 

__ Clerks  

__ Service workers and shop sales 

workers 

__ Skilled agricultural and fishery 

workers 

__ Craft and related trades workers 

__ Plant and machine operators and as-

semblers  

__ Elementary occupations 

__ Armed forces 

__Retired 

__Unemployed 

__Student 

__Other  

7. How do you assess the following factors in choosing a brand?  

          Most favorable                                                                       Least favorable     Least favorable 

Price  1  2  3  4  5 

Quality 1  2  3  4  5 

Promotion 1  2  3  4  5 

Display 1  2  3  4  5 

Availability 1  2  3  4  5 

 

A generic brand is a brand which typically has simple packaging and is not heavily 

advertised. Examples of generic brands are displayed below. 
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In all the pictures, the private brand which you are probably familiar with is on the left 

and the generic brand is on the right. If you need a better explanation ask the person who 

you got the survey from. 

8. Do you buy generic brands?   Yes   No 

9. If yes, how often do you buy generic brands? 

Less than once per month 

Once per month 

Twice per month 

Once per week 

More than twice per week 

10. In regards to the purchase of generic brands. 

Rank from 1 to 5 with 1 being the most important and 5 being the least important: 

__Availability  

__Display  

__Price      

__Promotion  

__Quality  

11. In regards to the purchase of manufacturer brands. 

Rank from 1 to 5 with 1 being the most important and 5 being the least important: 

__Availability  

__Display  

__Price  

__Promotion  

__Quality 

 

Thank you for your time and have a nice day! 

If you would like to see the results of our survey please leave your email.____________ 
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Appendix 3 Survey: Swedish Version 

Enkäten för undersökning med Internationella Handelshögskolan i Jönköping. 

Författarna av denna enkät utför undersökning för sin kandidatexamen. Det kommer att ta 3 

minuter av er tid. Undersökningen skall hållas anonymt. 

Var snäll och omringa rätt svar. 

1. Ålder  ____ 

2. Kön   Kvinna    Man 

3. Totalt Netto Inkomst per månad 

0 - 11.300   11.301 - 18.728   18.729 - 26.134   26.135+  

4. Utbildning 

Högstadieskola Gymnasium Kandidatexamen Mastersexamen Högre Nivå 

5. Hushåll storlek 

1 (bara du)  2  3  4  5+ 

6. Yrke (placera ett x bredvid rätt svar): 

__ Ledningsarbete 

__ Arbete som kräver teoretisk specialist-

kompetens 

__ Arbete som kräver kortare högskoleut-

bildning 

__ Kontors- och kundservicearbete 

__Service-, omsorgs- och försäljningsarbe-

te  

__Arbete inom jordbruk, trädgård, skogs-

bruk och fiske 

__ Hantverksarbete inom byggverksamhet 

och tillverkning 

__ Process- och maskinoperatörsarbete, 

transportarbete m.m.  

__ Arbete utan krav på särskild yrkesut-

bildning 

__ Militärt arbete 

__Pensionerad 

__Arbetslös 

__Student 

__Annat

7. Hur värderar du följande faktorer när du väljer ett märke?  

Mest positiv       Minst positiv 

Pris   1  2  3  4  5 

Kvalitet  1  2  3  4  5 

Marknadsföring 1  2  3  4  5 

Utställning  1  2  3  4  5 

Tillgänglighet  1  2  3  4  5 
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Ett generisk märke är ett märke som vanligtvis har enkel förpackning och är inte 

särskilt annonserad. Exempel av generisk märken följer. 

    

 

 

 

I alla bilder, den privata (kända) märke står till vänster och det generiskt märke 

står till höger. Om du behöver en bättre förklaring fråga gärna människan du fick 

enkäten ifrån. 

8. Köper du generiska märken?   Ja    Nej 

9. Om ja, hur ofta köper du generiska märken? 

Mindre än en gång per månad 

En gång per månad 

Två gånger per månad 

En gång per vecka 

Mer än en gång per vecka 

10. När det gäller dina köp av generisk märken. 

Ordna från 1 till 5, med 1 som mest viktig och 5 som minst viktig: 

__Tillgänglighet  

__Utställning  

__Pris      

__Marknadsföring  

__Kvalitet  

11. När det gäller privata (kända) märken. 

Ordna från 1 till 5, med 1 som mest viktig och 5 som minst viktig: 

__Tillgänglighet  

__Utställning  

__Pris      

__Marknadsföring  

__Kvalite

 

Tack för din tid och ha en bra dag! 

Om du vill bli kontaktad med resultaterna var snäll och lämna ditt email ___________
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Appendix 4 Empirical Data Analysis: Generic consumers 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Age * Buy generics Crosstabulation 

 
Buy generics 

Total No Yes 

Age Group 

 

 

-19 Count 

% of Total 

      8 

      2% 

14 

3,7% 

22 

5,8% 

20-24 

 

Count 

% of Total 

16 

4% 

36 

9,5% 

                   52 

            13,5% 

25-34 Count 

% of Total 

22 

5,8% 

47 

12,4% 

69 

            18,2% 

35-44 Count 

% of Total 

20 

5,3% 

54 

14,3% 

74 

 19,6% 

45-54 

 

Count 30 40 70 

% of Total 7,9% 10,6% 18,5% 

55-64 Count 

%of Total 

20 

5,3% 

35 

9,3% 

55 

14,6% 

65+ 

 

Count 15 21 36 

% of Total 4,0% 5,6% 9,6% 

Total Count 131 247 378 

% of Total 34,3% 65,7% 100,0% 

 

Gender * Buy generics Crosstabulation 

 
Buy generics 

Total No Yes 

Gender Female Count 72 151 223 

% within Gender 32,3% 67,7% 100,0% 

% within Buy generics 55,8% 61,6% 59,6% 

% of Total 19,3% 40,4% 59,6% 

Male Count 57 94 151 

% within Gender 37,7% 62,3% 100,0% 

% within Buy generics 44,2% 38,4% 40,4% 

% of Total 15,2% 25,1% 40,4% 

Total Count 129 245 374 

% within Gender 34,5% 65,5% 100,0% 

% within Buy generics 100,0% 100,0% 100,0% 

% of Total 34,5% 65,5% 100,0% 
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Net Income per Month * Buy generics Crosstabulation 

 
Buy generics 

Total No Yes 

Net Income per Month 0-11300 Count 40 68 108 

% within Net Income per 

Month 
37,0% 63,0% 100,0% 

% within Buy generics 31,0% 27,5% 28,7% 

% of Total 10,6% 18,1% 28,7% 

11301-18728 Count 32 70 102 

% within Net Income per 

Month 
31,4% 68,6% 100,0% 

% within Buy generics 24,8% 28,3% 27,1% 

% of Total 8,5% 18,6% 27,1% 

18729-26134 Count 32 77 109 

% within Net Income per 

Month 
29,4% 70,6% 100,0% 

% within Buy generics 24,8% 31,2% 29,0% 

% of Total 8,5% 20,5% 29,0% 

26135+ Count 25 32 57 

% within Net Income per 

Month 
43,9% 56,1% 100,0% 

% within Buy generics 19,4% 13,0% 15,2% 

% of Total 6,6% 8,5% 15,2% 

Total Count 129 247 376 

% within Net Income per 

Month 
34,3% 65,7% 100,0% 

% within Buy generics 100,0% 100,0% 100,0% 

% of Total 34,3% 65,7% 100,0% 
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Education * Buy generics Crosstabulation 

 
Buy generics 

Total No Yes 

Education Secondary school Count 4 10 14 

% within Education 28,6% 71,4% 100,0% 

% within Buy generics 3,1% 4,1% 3,8% 

% of Total 1,1% 2,7% 3,8% 

High school Count 61 117 178 

% within Education 34,3% 65,7% 100,0% 

% within Buy generics 47,7% 47,8% 47,7% 

% of Total 16,4% 31,4% 47,7% 

Undergraduate Count 38 89 127 

% within Education 29,9% 70,1% 100,0% 

% within Buy generics 29,7% 36,3% 34,0% 

% of Total 10,2% 23,9% 34,0% 

Graduate Count 21 22 43 

% within Education 48,8% 51,2% 100,0% 

% within Buy generics 16,4% 9,0% 11,5% 

% of Total 5,6% 5,9% 11,5% 

Higher Count 4 7 11 

% within Education 36,4% 63,6% 100,0% 

% within Buy generics 3,1% 2,9% 2,9% 

% of Total 1,1% 1,9% 2,9% 

Total Count 128 245 373 

% within Education 34,3% 65,7% 100,0% 

% within Buy generics 100,0% 100,0% 100,0% 

% of Total 34,3% 65,7% 100,0% 
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Household size * Buy generics Crosstabulation 

 
Buy generics 

Total No Yes 

Household size 1 Count 33 73 106 

% within Household size 31,1% 68,9% 100,0% 

% within Buy generics 25,6% 29,6% 28,2% 

% of Total 8,8% 19,4% 28,2% 

2 Count 40 69 109 

% within Household size 36,7% 63,3% 100,0% 

% within Buy generics 31,0% 27,9% 29,0% 

% of Total 10,6% 18,4% 29,0% 

3 Count 27 44 71 

% within Household size 38,0% 62,0% 100,0% 

% within Buy generics 20,9% 17,8% 18,9% 

% of Total 7,2% 11,7% 18,9% 

4 Count 21 40 61 

% within Household size 34,4% 65,6% 100,0% 

% within Buy generics 16,3% 16,2% 16,2% 

% of Total 5,6% 10,6% 16,2% 

5 Count 8 21 29 

% within Household size 27,6% 72,4% 100,0% 

% within Buy generics 6,2% 8,5% 7,7% 

% of Total 2,1% 5,6% 7,7% 

Total Count 129 247 376 

% within Household size 34,3% 65,7% 100,0% 

% within Buy generics 100,0% 100,0% 100,0% 

% of Total 34,3% 65,7% 100,0% 
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Appendix 5 Empirical Data Analysis: Supporting Information 
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