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Abstract 
Background Catering to customer needs and wants by, at the same time, reaping maxi-

mum profits has, since the beginning of trade, been a tricky task for com-
panies. Customer-segment pricing, i.e. offering lower prices to different tar-
get group segments, and its retail manifestation, student discounts, cater to 
students’ budgetary constraints, serving not only their particular needs but 
in return offering the company the possibility to reap long term profits 
from loyal students. High levels of price sensitivity among students provide 
companies a welcome point of action to address students and make them 
both attitudinal and behavioural loyal customers by means of financial in-
centives. The Mecenat card grants students access to those discounts – but 
does it help to make them loyal?  

 
Purpose The purpose of this thesis lies in the exploration and description of a poten-

tial relationship between customer-segment pricing, i.e. student discounts 
and the formation of student loyalty. This exploration shall further be ac-
companied by a thorough analysis of the Mecenat card as a loyalty program 
and its ability to evoke student loyalty within the student body of Jönköping 
International Business School. 
 

Method The research interest was served best by conducting qualitative prior to 
quantitative research. The focus groups allowed for a first insight into the 
topic and students’ opinions. These findings were then described by means 
of content analysis and further processed in quantitative research. An elec-
tronic survey was used to collect data from a sample drawn out of the total 
population of JIBS students. The data then was processed by means of de-
scriptives, correlations, T-tests and factor analysis. 
 

Conclusion Students at JIBS are a highly profitable customer segment, willing to be 
both attitudinal and behavioural loyal to stores that cater to their budgetary 
constraints by offering student discounts. The Mecenat card, however, due 
to low awareness and usage levels within the student body does not facili-
tate, but rather hinders, the development of student loyalty. Thus, the find-
ings were also processed into managerial implications that could help im-
prove the service, such as improvements in communication.  
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1 Introduction 
The introduction will give the reader valuable insights into the research interest that motivated the work at 
hand. A sound overview of customer loyalty and financial incentive models derived from theory (1.1), an in-
troduction to the Mecenat card (1.1.3) and reasons for the choice of this topic (1.2), a thorough discussion of 
the problem (1.3) and the purpose of this work (1.4) will be presented. Furthermore, the reader will be in-
troduced to the work’s research questions (1.5), delimitations (1.6), key concepts (1.7) and structure (1.8). 

1.1 Background 
A firm’s ability to stay in business over a longer period of time consists to a large extent of 
its capability to realize income and profit from customers. Thus, it can be assumed that one 
of the firm’s most valuable assets is a firm customer base and their conviction to choose 
the company over others when it comes down to purchase (Peppers & Rogers, 2011). 
 

1.1.1 Loyalty as A Reward 

An increasing number of businesses nowadays engage in the development of long-term 
loyal customer relationships to secure not only their market share against competing firms, 
products and brands, but also to sustain business in turbulent times. This business practice 
of sustaining and retaining a company’s customers can, according to Patterson and Smith 
(2003), be implemented by means of two major routes that Bendapudi and Berry (1997) de-
fined as first, constraint based loyalty and second, dedication based loyalty within a compa-
ny’s customer base. The former refers to switching barriers, such as price reductions erect-
ed by the company, and the latter defines customers’ sincerity to be faithful to a company, 
showing diminished interest in other companies (Dick & Basu, 1994).  
 Store loyalty can furthermore be referred to as the consequence of a company’s efforts 
to retain its customers and the continuous struggle to evoke store satisfaction. This satis-
faction was defined by Oliver (1999) as the pleasurable feeling consumers experience when 
consuming. Jones, Mothersbaugh and Beatty (2000) further develop this thought by ex-
plaining this feeling of satisfying a need as the primary antecedent of store loyalty. 
 Peppers and Rogers (2011, pp. 64 – 67) explain the development of such customer loy-
alty as a consequence of a relationship the customer engages in with the company and vice 
versa, resulting in two different definitions of a loyal customer, which should, according to 
the researchers, be approached simultaneously by businesses; attitudinal and behavioural 
loyalty. ‘The attitudinal definition of loyalty implies that the loyalty of a customer is in the 
customers state of mind, a customer is “loyal” to a brand or a company if the customer has 
a positive, preferential attitude towards it. He likes the company, its products, its services, 
or its brand, and he therefore prefers to buy from it, rather than from the company’s com-
petitors.’ Behavioural loyalty on the other hand ‘relies on a customer’s actual conduct, re-
gardless of the attitudes or preferences that underlie that conduct. By this definition, a cus-
tomer should be considered “loyal” to a company simply because he buys from it and then 
continues to buy from it.’ This, however, leaves open a vast array of questions regarding 
how to develop loyalty in its variety of forms.  
 

1.1.2 Loyalty Has Its Price 

De Chernatony, McDonald and Wallace (2011, p. 37) explain that companies have a three-
fold set of possibilities in order to establish continuous relationships with their customers 
after purchase and evoke re-purchase intentions and decisions; ‘financial incentives, so-
cial/financial bonds and structural bonds.’ From this it can be assumed that discounts pro-
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vide financial incentives that should tempt the customer to choose a company on base of 
promised financial compensation. Yi and Jeon (2003) explain exclusive member discounts 
on base of their assumptions that customer loyalty arises from incentives. Within this field 
of financial incentives businesses have, according to Kotler and Keller (2009, p. 441), the 
possibility to adopt so-called ‘Customer-segment pricing’ whereupon ‘the seller charges dif-
ferent amounts to different classes of buyers’, e.g. educational discounts. The underlying 
strategy of a business to grant educational discounts is to create loyalty among students. 
Since students in the future, as a consequence of their higher education, will have a bigger 
share of money at their disposal to purchase the goods at regular price (Kotler & Keller, 
2009). 
 

1.1.3 The Mecenat Card 

Mecenat AB is an organization facilitating student life by giving access to several discounts, 
such as mentioned in section 1.1.2, and benefits relevant for students during the time of 
study (Mecenat1, 2012). Since 2002 Mecenat AB has been providing students in upper sec-
ondary school and at universities in Sweden with a card that gives access to educational 
discounts - the Mecenat card. In co-operation with student associations and institutions the 
card was sent out to approximately 1,3 million students during the academic year of 
2011/2012, resulting in Mecenat AB being the largest provider of comparable cards in Eu-
rope. The card enables students to buy products and services from a wide range of catego-
ries like clothing, computers and books and to travel at a discounted price. This is made 
possible by a co-operation with companies like Apple, Microsoft, HP, Dell, Swedbank, SF 
Bio, Telia, SJ and Hertz with branches located in Sweden, which are offering students a 
vast array of discounts when buying their products and services. In addition, the card also 
gives students access to thousands of different local discounts, offered by, for instance, res-
taurants and cafes (Mecenat2, 2012).  
 Further it should be made clear that the companies offer discounts as a means of stimu-
lating store loyalty in students, not loyalty towards Mecenat AB. Thus, the Mecenat card 
serves as an interesting representative in the family of loyalty programs, since it does not 
aim to create loyalty for Mecenat AB itself but much more for collaborating companies. 
 The Mecenat card finds a variety of application within the different schools and univer-
sities in Sweden. It is not only giving access to discounts, but can also be used as a student-
ID and membership card for student associations with additional functions like entrance, 
printing and copying. In addition, the card also serves as a user-ID when signing in to Me-
cenat AB’s e-commerce, where many discounts can be found.  
 At Jönköping International Business School (JIBS), however, its main purposes is to 
serve as a student ID, e.g. for examinations, and a means by which the school’s student as-
sociation collects the semi-annual membership fee. 
 

1.2 Choice of Topic 
Consumer loyalty as a topic and its importance for companies has been around for a long 
time and numerous studies and research based on different aspects have been conducted in 
the past (e.g. Dick & Basu, 1994 and Rundle-Thiele, 2005). This is mainly due to the exist-
ence of an endless amount of different strategies to tie customers to companies and the 
growing importance for businesses to build long-time relationships with customers in order 
to secure future success and profits. 
 However, drawn from the authors’ own research it was found that the relationship of 
discounts and student loyalty towards companies has until now been widely neglected in 
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academia. It is believed that for companies, students are a highly interesting and profitable 
customer segment. Businesses have the opportunity to grab their attention and build long-
time relationships already at an early stage, catering to long-term profit goals. Therefore the 
authors see it as their task to research this topic in order to find out whether or not dis-
counts, i.e. customer-segment pricing, actually have an effect on students’ loyalty towards 
companies.  
 Thus, the topic for this thesis is the exploration of a relationship of customer-segment 
pricing, i.e. discounts granted by use of the Mecenat card as a peculiar type of loyalty pro-
gram, and student loyalty in all its aspects. 
 Further, based on the authors’ own experiences, students might not be aware of, nor 
use, the discounts provided and thereby miss the opportunity to take advantage of the dif-
ferent benefits, raising a vast array of questions as to why this is the case. In addition, JIBS 
has an international approach and the authors therefore see it as particularly interesting to 
find out if there exist any differences between Swedish and international students regarding 
their financial environment and the use and effect of the Mecenat card. 
 The outcome of this thesis should further benefit managerial decision-making and help 
to a better understanding of the Mecenat card and its use.  
 

1.3 Problem Discussion 
Taking into account the inflationary use of loyalty programs on the market, many compa-
nies began to face a decline in efficiency of their customer retention efforts. This develop-
ment raises various questions that need to be answered in order to pave the way for fruitful 
relationships between companies and their customers, which essentially leave both parties 
satisfied. 
 Drawing on the example of the Mecenat card, this thesis aims to explore the nature of 
discriminant and customer-segment pricing, i.e. educational discounts being offered to stu-
dents, and its influence exerted on students’ behavioural and attitudinal loyalty towards the 
respective store, brand or product. The problem of this research lies within the fact that the 
Mecenat card cannot be explained as a conventional loyalty scheme, which by definition 
aims at creating loyalty within the customer base towards one particular store, but rather 
has to be seen as a peculiar loyalty card that enables members to leverage price reductions 
upon purchase in liaising stores. It is hence a channel through which companies can specif-
ically target financial incentives to students in order to evoke behavioural and attitudinal 
loyalty.  
 What has to be taken into account, however, is the high probability of students not 
knowing of the Mecenat card’s incentives. Thus, it has first to be made clear to what extent 
the students are aware of the discounts redeemable in the respective stores and with what 
frequency, if at all, they use it. From this, valuable information about the communication of 
the card can be derived and processed as implications on how to create more efficient 
methods of promoting the card and its services.  
 It has to be explored whether or not the Mecenat card, that grants students access to in-
centives, i.e. discriminant prices, to buy at certain shops, offers a viable option to compa-
nies when it comes down to building attitudinal and behavioural loyalty within this target 
group segment. It has to be made clear if such peculiar loyalty programs, such as the Me-
cenat card, can enable companies to sustain and retain their student customers, motivate 
trial and create relationships with students, who in the future could be the stores’ main 
source of income. Furthermore, it has to be found out which of the aforementioned types 
of loyalty, if any, is evoked in the students and what managerial implications this comprises 
for the respective companies and Mecenat AB itself.  
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1.4 Purpose 
This thesis’ main purpose is to explore and describe a potential relationship between the 
development of behavioural and attitudinal loyalty among students at JIBS and companies’ 
pricing strategies, i.e. customer-segment pricing. The strategy of granting discounts to this 
target group segment and its presumed connection to student loyalty is further elucidated 
by the example of the Mecenat card, that grants access to those price reductions for stu-
dents at JIBS, Sweden.  
 Furthermore, this thesis aims to explore the extent of awareness towards the Mecenat 
card among students at JIBS, and possible differences between Swedish and international 
students regarding the research interest are to be highlighted. 
 

1.5 Research Questions 
Research Question 1:  
What role does price sensitivity play in evoking student loyalty and what are the percep-
tions of student discounts among international and Swedish students at JIBS? 
 
Research Question 2:  
What usage pattern, level of awareness and perception of the Mecenat card as a loyalty 
program, can be found among students at JIBS? 
 
Research Question 3:  
To what extent can a potential relationship be found between customer-segment pricing 
and the development of attitudinal and/or behavioural loyalty among Swedish and interna-
tional students at JIBS, drawing on the example of the Mecenat card? 
 

1.6 Delimitations 
For better comprehensibility it should in the following be made clear to the reader that the 
thesis at hand is not aiming to explain the influence of conventional loyalty programmes on 
customer loyalty. It much more treats the exploration of the interdependency, if any, be-
tween discounts being offered to students via the Mecenat card, and their loyalty towards 
the respective stores. The research has been conducted in Jönköping, Sweden, taking into 
account only students from JIBS. Thus, this thesis does not claim significance, relevance or 
applicability for any other market than the one presented. Moreover, cultural differences 
between international and Swedish students will not be considered when evaluating their 
characteristics within the field of interest. 
 Also this thesis does neither in price nor in loyalty regards, consider any differences be-
tween low and high involvement goods irrespective of industry, since that would go be-
yond the scope of this work. 
 

1.7 Definitions & Key Concepts 
Student discount 
A student discount is generally referred to as a price reduction based on the characteristics 
of students as a target group segment. In this work the authors refer to student discount, 
i.e. educational discounts, as customer-segment pricing (Kotler & Armstrong, 2010) and 
third degree price discrimination (Kotler & Keller, 2009). 
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Loyalty 
Loyalty in most common definitions is looked upon as consumers’ repeat purchase behav-
iour over time (Jaiswal & Niraj, 2011). In this thesis the authors discuss customer loyalty as 
a twofold concept consisting of both attitudinal and behavioural loyalty (Day, 1969). For 
companies however, a blend of the two components needs to be accomplished in order to 
maximize profits in the long run (Peppers & Rogers, 2011).  
 
Loyalty Program 
Loyalty programs in the conventional sense are incentive and reward models that allow for 
companies to tie their customers closer to their business. Tietje (2002, in Garcia, Gutierrez 
& Gutierrez, 2006) explains that rewards can result in positive attitude among the custom-
ers and a higher purchase intention. Loyalty programs can include point collection schemes 
such as frequent flyer miles or price reductions. Companies can in turn collect information 
about their customers, e.g. demographics and purchase behaviour.  
 

1.8 Structure 
The structure of this thesis is mainly divided up into six parts. In the first part (1.1) the 
reader is introduced to the topic and firm background information will be provided to cater 
to an easy understanding of this work. Continuing with explanations as to why this topic 
was chosen (1.2), the purpose of the work (1.3) the underlying problem treated (1.4) and a 
presentation of the work’s delimitations (1.5), research questions (1.6) and main definitions 
as well as key concepts used throughout its course (1.7). 
 Within the theoretical framework (2.) the reader will be introduced to the two main the-
ories that conjointly build the work’s field of interest. First, an overview of pricing strate-
gies in consumer markets will be given (2.1) and one of its constituents; customer-segment 
pricing is introduced in more detail (2.1.1.1.). Secondly, loyalty (2.2) will be discussed in the 
light of its two main constituents; behavioural (2.2.1) and attitudinal loyalty (2.2.2) as well 
as a holistic structure (2.2.3). In the course of the discussion of loyalty, loyalty programs 
and their role in the aforementioned types of loyalty are introduced (2.2.4). In 2.3 the ap-
proach of this study will be presented to be able to merge and confront the theories of 
pricing and loyalty presented and develop them in front of the research topic. A theoretical 
model, developed by the authors, aids this confrontation process (2.3.1). Moreover, hy-
potheses are formulated from the theoretical findings (2.3.2). 
 Chapter 3 forms a sound methodological background for this study explaining not only 
the research’s design (3.1) but also mentioning the main data collection methods (3.3) and 
discussing the study’s reliability and validity (3.7). Moreover the data analyses employed in 
this thesis will be presented and discussed (3.9) to allow the reader an in-depth view of the 
work process. 
 Beginning with chapter 4 the findings of the empirical research are presented. This sec-
tion is further broken down into findings of qualitative (4.1) and quantitative (4.2) research.  
 In chapter 5 – Analyses and Interpretation – the aforementioned results are being ana-
lysed and interpreted in front of the theoretical framework established earlier. By following 
a systematic approach the analyses are structured along theoretical building blocks and thus 
provide answers to the research questions in a broad context.  
 The actual answers to the research questions are presented in the next, sixth and last, 
chapter – Conclusions and Outlook – where, furthermore, a discussion (6.2), including 
managerial implications, limitations and suggestions for further research, will be provided. 
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2 Theoretical Framework 
In subsequent sections a thorough discussion of pricing strategies will be presented. Then, loyalty programs 
will be discussed first in front of the constituents of customer loyalty, attitudinal and behavioural loyalty. 
Secondly, the Mecenat card will be introduced as a peculiar branch of loyalty programs, following the theo-
ries of de Chernatony et al. (2011) and Yi and Jeon (2003) in section 2.2.4. For the further reasoning of 
this work loyalty programs will then henceforth be discussed majorly in the light of mere incentive models, i.e. 
financial compensation strategies for students. 

2.1 Pricing Strategies in Consumer Markets 
Acknowledging that price, alongside brand, packaging, size, labelling and colour, has always 
been only one ‘aspect of the product stimulus confronting a buyer’ (Monroe, 1973, p. 70) 
its importance in today’s marketing is ever so eminent. Originally, price has been some-
thing that seller and buyer negotiated upon purchase. On the markets where supply and 
demand met, prices were agreed upon to secure the best deal for both seller and buyer.  
 Kotler and Keller (2009, p. 416) call price ‘the major determinant of buyer choice’ and 
explain further that through the growing importance of monetary values and the increasing 
ability of consumers to inform themselves regarding the best price, consumers start to ‘put 
pressure on retailers to lower their prices.’ The retailers’ main objective, however, is the 
reaping of maximum profits. This puts the seller into a position, where he needs to put the 
optimal price tag on his merchandise in order to maximize profits (Levy, Grewal, Kopalle 
& Hess, 2004) and at the same time not scare away prospects. This dynamic led to a market 
place dominated by a constant bargaining for the best price for both the customer and the 
retailer.  
 Lately, the economic crises that shook the world from 2007 onwards and still have a 
tight grip on economies worldwide, initiated an unanticipated decrease in price of consum-
er goods on the markets. This was majorly because most companies directed their attention 
to price as a tool to re-animate sales and revenue, and also to secure their market share in 
tough times against competitors (Piercy, Cravens & Lane, 2010). Generally, however, com-
panies have a vast array of possibilities to set their prices according to customer expecta-
tions by at the same time leveraging opportunities that enable revenue generation and thus 
facilitate continuous business. Lazear (1986) suggests that companies should be aware of 
the market place where they offer their products, learn and make experiences that subse-
quently, especially with regard to volatile markets, allow for pricing and selling behaviour 
that goes along with customer demands and trends and in return promises maximum prof-
its. Kotler and Armstrong (2010) in this regard mention various pricing strategies that 
companies can apply, as reflected in Table 2.1. 
 
Table 2.1 Pricing Strategies – Adapted from Kotler & Armstrong (2010) 

Pricing Strategies 
New Product Pricing 

Strategies 
Product Mix Pricing 

Strategies 
Price Adjustment  

Strategies 
Market Skimming Pricing Product Line Pricing Discount Pricing 
Market Penetration Pricing Optional Product Pricing Segmented Pricing 

 Captive Product Pricing Psychological Pricing 

 By-Product Pricing Promotional Pricing 

 Product Bundle Pricing Geographical Pricing 

  Dynamic Pricing 

  International Pricing 
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In this thesis, however, the authors only considered Price Adjustment Strategies and here 
particularly Segmented Pricing to explore and elucidate the relationship between price and 
student loyalty. Judging from the mere wording, Discount Pricing and Promotional Pricing 
would seem to correspond to this research as well. However, the authors realized that dis-
count pricing on the one hand is mainly referred to price reductions granted to retailers by 
wholesalers, i.e. quantity discounts. Promotional Pricing, on the other hand, does not fol-
low the long-term perspective in pricing the thesis at hand is aiming to discuss. 
 

2.1.1 Segmented Pricing 

Firms can adapt to various different kinds of customers, products and locations by adjust-
ing their prices to the respective segment. This means a change in price of product or ser-
vice depending on customer characteristics takes place without increase in cost for the re-
tailer. Kotler and Armstrong (2010) help to clarify segmented pricing by further breaking it 
down into four components (Table 2.2.). 
 
Table 2.2 Segmented Pricing – Adapted from Kotler & Armstrong (2010) 

Segmented Pricing 
Customer-Segment Pricing Location Pricing 
Product-Form Pricing Time Pricing 

                    
For the research interest of this thesis, however, only customer-segment pricing will be tak-
en into account, since it aids substantially the clarification of the research question and ca-
ters to a better comprehensibility for the reader. 
 Another school of thought on how companies adjust their prices to differences among 
buyers is the model of differentiated pricing. This model can be split up in first-, second- 
and third- degree price discrimination (Kotler & Keller, 2009). In this thesis only third-
degree price discrimination will be discussed, since it reflects, inter alia, customer-segment 
pricing.  
This structure is, to further increase comprehensibility of the theories used in this thesis, 
depicted in Figure 2.1. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

  Figure 2.1 Pricing Strategies – Developed by the Authors 
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2.1.1.1 Customer-Segment Pricing 

Customer-segment pricing is one of the pillars of segmented pricing and a constituent of 
third-degree price discrimination. Borenstein (1985, p. 380) specifies the appearance of dis-
criminatory pricing especially ‘in markets where entry and exit are commonplace and there 
is little coordination among firms’. Schmalensee (1981, p. 242) argues that third-degree 
price discrimination enables a business to maximize profits ‘by charging different prices to 
different markets or classes of customers’. Holmes (1989, p. 244) elaborates further arguing 
for ‘profit maximizing price discrimination’ as a lower price for different customer seg-
ments, e.g. retired people. In his view, this targeted discount should evoke purchase in a 
customer segment that has high price elasticity and thus, when confronted with high prices, 
would either not buy or look for cheaper substitute products. For the customer this means 
that on base of demographics or occupation, e.g. as a student, a different – lower – price, in 
the form of a discount, is being charged for a product or service (Kotler & Armstrong, 
2010) whereas customers in other target group segments, e.g. employed persons, pay the 
full price.  
 For companies, on the other side, this creates a twofold challenge when pricing to dif-
ferent customer segments. First, industry-demand elasticity, i.e. customers’ willingness to 
buy decreases when prices increase, and second, cross-price elasticity, i.e. customers’ ten-
dency to overcome switching barriers to competitors (Holmes, 1989).  
 Thus, it can be concluded that for different customer segments, there exist different lev-
els of both industry-demand elasticity and cross-price elasticity, which need to be catered to 
with appropriate price decisions. Varian (1985) provides further research background in his 
works, exploring and demonstrating price discrimination with regard to youth and senior 
citizen prices in retail. Borenstein (1985) picks up this thought and explains the discrimina-
tion of price between different consumer segments using magazine and journal subscrip-
tions sold at cheaper prices to students, free hotel fares for children, discounts on drugs for 
senior citizens and cheaper airfare for frequent flyers as examples.  
 Levy et al. (2004) in their studies put emphasis on the importance of customer price 
awareness in different consumer segments. This especially applies to students, who mostly 
do not have the necessary money at their disposal to buy premium priced merchandise and 
are thus dependent on finding the best price. Further Levy et al. (2004, p. 14) refer to prior 
research that ‘has demonstrated that consumers have low levels of price recall and aware-
ness for many products’. Here, however, it could be argued that the level of price aware-
ness depends on the individual financial means and the willingness to make an effort and 
take advantage of a discount.  
 However, the authors also point out the hazard of customer-segment pricing as ‘over-
discounting their merchandise in an effort to appeal to a deal-prone segment, for which a 
small discount might be sufficient’ and the subsequent squandering of profit opportunities. 
 

2.1.2 Price Sensitivity and Price Elasticity 

Picking up the aforementioned thoughts of, inter alia, Holmes (1989) in the following a 
comprehensive collection of theories concerning price sensitivity and price elasticity should 
help to further elucidate the theories of customer-segment pricing. Kotler and Keller (2009, 
p. 425) provide a thorough discussion of price sensitivity as a construct to better under-
stand consumer demand in different product categories. Explaining the relationship be-
tween price and demand the authors make use of the demand curve – ‘the higher the price, 
the lower the demand’ (Figure 2.2, p. 9). 
 
 



 

9 

 

 

 

 

 

 

 

 

 

 

 
Figure 2.2 Price Elasticity of Demand – Adapted from Kotler & Keller, 2009 

 
Figure 2.2 further explains the relationship between price and demand, emphasizing not 
only its power but also its importance in a company’s marketing mix. At a price of 15 EUR 
the demand within a price sensitive customer segment declines substantially, whereas a 
price change to 10 EUR boosts demand threefold. 
 On the other hand; buyers are ‘less price sensitive when the product they are buying is 
unique or when it is high in quality, prestige or exclusiveness, when substitute products are 
hard to find or when they cannot easily compare the quality of substitutes [or] when the to-
tal expenditure for a product is low relative to their income’. When, however, demand 
tends to vary greatly with variation of price, a lower price will enable the company to lever 
higher revenue, due to higher sales (Kotler & Armstrong, 2010, p. 328). 
 Additionally, Gabor and Granger (1979, p. 570) in their work on price sensitivity ex-
plained that a viable way for a company to determine a price for any given product is to 
‘gauge the price sensitivity of the potential consumer and to examine the ranges of price 
acceptability of each of the more important socio-economic subgroups’. Hana, Gubtab and 
Lehmann (2001) with regard to this acceptability of price, provide their thoughts on price 
thresholds. They suggest that since consumers may be expecting deals, they only realize 
changes in price above a certain threshold. Realizing and evaluating this threshold can, ac-
cording to Hana et al. (2001, p. 436), ‘aid companies to negotiate the appropriate level of 
promotional discount [and] provides a useful method of customer segmentation based on 
how consumers differ in their price thresholds.’  
 Monroe (1973, p. 71) builds on economic theory developing the thoughts that price in-
fluences buyer choice as an indicator of purchase cost. He elaborates further that a poten-
tial buyer can for himself decide the best product mix that ‘maximizes his satisfaction for a 
given budget constraint.’ This view is further backed by the works of Kim, Srinivasan and 
Wilcox (1999), who argue that price affects brand choice independently of product catego-
ry.  
 Especially with regard to critical developments on the markets, Krishnamurthi (1991, p. 
172) argues for increasing attention paid to price and promotions ‘as a means of influenc-
ing purchasing decisions by consumers’, while at the same time emphasizing ‘that consum-
er segments will differ in their sensitivity to price changes.’ Hana et al. (2001) in their works 
mention consumer segmentation based on their price thresholds: ‘consumers with large 
thresholds are less price sensitive than consumers with relatively small thresholds’. 
 In this regard Shaffer and Zhang (1995) argue for the growing importance of targeting 
promotions to specific segments, instead of mass promotions to leverage higher profitabil-
ity. This particularly corresponds to findings of Webster (1965) and Montgomery (1971), 
who outlined the role of demographic characteristics of potential buyers in assessing differ-
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ent segments’ price sensitivity. Customers, for example, who are always on the hunt for a 
good deal and thus purchase majorly on grounds of price, show a higher probability to re-
spond to little changes in prices compared to their reference price for the respective prod-
uct (Kalyanaram & Little, 1994). 
 

2.1.3 Price Sensitivity Among Students 

Various studies relate to students as price sensitive target group. Most of these works, 
however, concern tuition fees and the relationship of financial aid and college choice 
(Leslie & Brinkman, 1987, Heller, 1997, Hossler, Hu & Schmit, 1998).  
 It can thus, be assumed that students, due to budget constraints, do usually not have the 
necessary financial means at their disposal to follow purchase patterns of employed people. 
Therefore in this work the financial environment of students is assumed to be subject to 
high levels of price sensitivity and price elasticity of quantity demanded.  
 

2.1.4 Students as a Customer Segment 

Students are a customer segment with special needs that demand to be catered to in various 
ways. Reflecting on the work of Lewis (1993), the importance of students as target group 
has been picked up and understood by UK banks that consequently try to cater to the de-
manding requests of this target group segment and thus manage to convince them to stay 
with the bank in the future. Furthermore, companies should make use of opinion leaders 
such as student advisers, helping them to establish image values that consequently com-
municate the business’ focus on serving student needs and providing superior service. 
Soutar and Turner (2002) pick up another industry in their works by discussing the market-
ing of academic institutions, such as universities, to prospective students, especially focus-
ing on price sensitivity regarding tuition fees. 
 It can thus be assumed that students, due to their financial constraints, are price sensi-
tive shoppers, whose shopping behaviour is influenced, among other factors, by price re-
ductions (Figure 2.3).  
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 2.3 Student Financial Environment - Developed by the Authors 
 
Despite their price sensitivity, students are a vital component of most companies’ market-
ing mix, due to the potential that lies within their education and career perspectives as fu-
ture top earners. This again is reflected in the presumptions of Kotler & Keller (2009) that 
students are a vital target group for companies to cater to. 

Student 

Price Sensitivity Price Elasticity 
of Demand 

Student Budget Constraints 
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From the theory presented in section 2.1.2 it can further be noted that students’ demand 
will increase when confronted with price reductions. This is mainly because the price ac-
ceptability among students is generally low, due to the aforementioned budget constraints. 
As can be seen in this thesis, students usually are a target group of specific price reduction 
efforts in the sense of Shaffer and Zhang (1995) that especially cater to their demographic 
characteristics. Referring back to Kalyanaram and Little (1994) it can also be assumed that, 
again due to budget constraints, most students will be deal prone and thus react more to 
price changes making them a welcome target for educational price reductions. 
 

2.2 Customer Loyalty 

2.2.1 Behavioural Loyalty 

Loyalty as a concept has been around for a long time, and according to Jaiswal and Niraj 
(2011) has traditionally been discussed from a behavioural perspective. Here the focus was 
put on consumers’ repeat purchase behaviour over time. This is further elaborated by Car-
man and Stromberg (1967, in Day, 1969, p. 30), saying that loyalty is often measured based 
on ‘the proportion of total product purchases devoted to the brand most often purchased’. 
What Carman and Stromberg (1967, in Day, 1969) argue about total product purchases can 
be seen as behavioural loyalty towards a certain brand. The focus of these definitions is 
linked to the behaviour or actions of customers, whether it is related to a specific brand or 
store. 
 However, behavioural loyalty can also be measured in terms of store loyalty, based on 
the revisiting of a certain store or how much of a customer’s budget is being spent in the 
store (Noordhoff, Pauwels & Odekerken-Schröder, 2004). Jacoby and Chestnut (1978, in 
Bridson, Evans & Hickman, 2008) add to the discussion about behavioural loyalty 
measures above, by stating that repeat purchase behaviour often has been used as a meas-
urement since it can be linked to the sales of a company; which then again are important 
for the company in order to be successful and to sustain business over time. Jaiswal and 
Niraj (2011) also mention behavioural loyalty as focusing on repeat purchase, which is seen 
as one of the actual outcomes of customer loyalty and therefore is a highly appropriate 
measurement. Moreover, share-of-wallet, according to Leenheer, van Heerde, Bijmolt and 
Smidts (2007, p. 32), is the most appropriate way of measuring behavioural loyalty, since it 
‘measures the share of category expenditures spent on purchases at a certain company, 
which integrates choice behaviour and transaction sizes during a certain time period into 
one single measure’. This can be linked to Peppers and Rogers (2011) thoughts on behav-
ioural loyalty being observable and therefore easy to measure, resulting in behavioural loy-
alty often being used by researchers when defining customer loyalty (Demoulin & Zidda, 
2008).  
 Based on what is stated above it can be concluded that there seems to be a common 
definition of behavioural loyalty in existing literature, with repeat purchase often being used 
as a measure; both in terms of repeat purchase of certain brands or at certain stores. This 
further corresponds to Peppers and Rogers’ (2011) statement of behavioural loyalty as con-
sumer action towards the brand or the store in terms of repurchase or revisiting.  
 Hammond (1996, in Sancharan, 2011, p. 114) further divides behavioural loyalty into 
two dimensions; brand preference, defined as ‘expenditure on a particular brand as a pro-
portion of the total spends on a product category’, and brand allegiance, defined as ‘ex-
penditure on a brand over time’ (Figure 2.4, p. 12). 
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Figure 2.4 Behavioural Loyalty – Adapted from e.g. Hammond (1996, in Sancharan, 2011) 
 
Brand preference can further be seen as equivalent to what Worthington, Russell-Bennett 
and Härtel (2009) mention as share-of-wallet.  
 What is being discussed above can be connected to the aforementioned definition of 
behavioural loyalty by Peppers and Rogers (2011, p. 64) saying that it ‘relies on a custom-
er’s actual conduct, regardless of the attitudes or preferences that underlie that conduct’, 
which corresponds to Sharp, Sharp and Wright’s (2002) statement that attitude has nothing 
to do with the determination of behavioural loyalty. What Peppers and Rogers (2011) mean 
is that for a customer to be behaviourally loyal, liking of the brand is not a necessary pre-
requisite; rather other reasons can found the basis for repeat purchases, e.g. lower prices or 
a long-term contract. Further McIlroy and Barnett (2000) add that behavioural loyalty also 
can be the result of location or convenience, while Keller, Apéria and Georgson (2008) dis-
cuss factors for buying a certain product like the product being the only one in stock or the 
only one the customer can afford. Repurchasing a product only based on convenience is 
according to Dick and Basu (1994) called spurious loyalty, and is not sustainable since the 
customer at the first given opportunity will change to another company. Furthermore, 
Peppers and Rogers (2011) also compare behavioural loyalty to functional loyalty, by ex-
plaining that behavioural loyalty lacks emotional content and consumer attachment to the 
company. 
 

2.2.2  Attitudinal Loyalty 

Day (1969) was one of the first researchers who said that loyalty could also be considered 
from an attitudinal point of view. The presence of the attitudinal aspects of loyalty can also 
be found in Oliver’s (1999) discussion about loyal customers having a favourable attitude 
and commitment towards a store or brand, resulting in repeat patronage even if it would 
be, e.g. more convenient, to buy other brands or products. Rauyruen and Miller (2007, in 
Jaiswal & Niraj, 2011, p. 166) further define attitudinal loyalty as ‘the extent of the custom-
er’s psychological attachments and attitudinal advocacy towards the organisation’, which 
corresponds to Worthington et al.’s (2009, p. 244) discussion of attitudinal loyalty as ‘a psy-
chological commitment to repurchase the brand.’ Carpenter (2008) also discusses attitudi-
nal loyalty as comprising a, for the consumer, psychological attachment to the company. 
 These definitions indicate the attachment in the mind of the consumers, which means 
that it is not linked to specific behaviour. In addition to the discussion about attitudinal 
loyalty above, Worthington et al. (2010) divide the concept into two separate dimensions; 
cognitive and emotional (Figure 2.5, p. 13). Cognitive loyalty is defined by Härtel, Russell-

Behavioural 
Loyalty 

Brand Store 

Preference Allegiance 
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Attitudinal 
Loyalty 

Emotional Cognitive 

Bennett, Lloyd and Russell (2008, in Worthington et al., 2010, p. 245) as the ‘psychological 
preference for a brand consisting of positive beliefs and thoughts about purchasing a brand 
on the next purchase occasion’. Emotional loyalty on the other hand, is defined by Härtel 
et al. (2008, in Worthington et al., 2010, p. 246) as the ‘affective commitment to a brand 
consisting of positive feelings about and attachment to purchasing a brand on the next 
purchase occasion’.	   
 
	  
	  
	  
	  
 
 
 
 
 
 
 

Figure 2.5 Attitudinal Loyalty – Adapted from Worthington et al., 2010 
 
Worthington et al. (2010) argue that it is first when these two components of attitudinal 
loyalty are combined with the behavioural factor, loyalty fully can be understood and 
thereby seen as a tri-dimensional approach. However, for this thesis emotional and cogni-
tive loyalty were used only as a means of establishing an in-depth understanding of the 
constituents of attitudinal loyalty. Hence, the tri-dimensional approach will in the further 
course of this work not be further elaborated on. 
 Furthermore, looking back at the aforementioned definition of Peppers and Rogers 
(2011), customers are attitudinally loyal if they have a positive attitude and a feeling of lik-
ing towards the company, resulting in the preference of buying from the company instead 
of the competitors. The authors argue that the customer has a willingness to buy from the 
company, a discussion that is further being supported by Jaiswal and Nisraj (2011). How-
ever, this does not mean that an actual purchase will take place (Peppers & Rogers, 2011), 
e.g. because of customers having a stronger preferential attitude towards other companies 
(Carpenter, 2008) or because there are other reasons for purchase such as budget limita-
tions (Uncles, Dowling & Hammond, 2003).	  
 Baloglu (2002) discusses different measures of attitudinal loyalty, such as trust, com-
mitment and emotional attachment. Rundle-Thiele (2004) also mentions commitment, but 
does also discuss preference for a brand or company as a measure. In addition the author 
supports the above mentioned statement from Peppers and Rogers (2011) about attitudinal 
loyalty not being able to guarantee an actual purchase, while saying that a suitable meas-
urement is the intention, and not action, of repurchasing. Baloglu (2002), Jaiswal and Niraj 
(2011) and Rundle-Thiele (2005) further discuss word-of-mouth as a measure of attitudinal 
loyalty, since it can be linked to the commitment to a company. Cheng (2011) states that at-
titudinally loyal customers will engage in word-of-mouth and recommend the company or 
brand to others, and thereby contribute to the creation of a positive image. However, 
word-of-mouth is sometimes seen as a behavioural outcome of loyalty, and can therefore 
also be a measure for behavioural loyalty (Baloglu, 2002, Rundle-Thiele, 2005). This is also 
discussed by Carpenter (2008), who in his study, found that attitudinal loyalty is related to 
behavioural loyalty, in terms of, in his opinion, behavioural outcomes such as word-of 
mouth and share of purchases. 
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2.2.3  Loyalty as a Two-Dimensional Approach 

Reflecting on the discussion about loyalty comprising both a behavioural and attitudinal 
factor the authors have developed the following model to provide the reader with a better 
comprehensibility of loyalty and its constituents (Figure 2.6). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 2.6 Customer Loyalty Model - Developed by the Authors 
 
Behavioural loyalty is the traditional view of loyalty but Day (1969) doubted the ability of 
explaining loyalty based on one single dimension, and therefore also took the attitudinal 
aspect into consideration. He argued that only relying on purchase behaviour as a measure 
was not enough, since there was no difference between customers who were truly loyal, 
and thereby also liked the brand or store, or spurious loyal because of e.g. availability of on-
ly one brand or point-of-purchase visibility. The latter consumers could not be regarded as 
having any attachment to a brand since they were likely to buy another brand if it e.g. was 
more visible through a better display in the store.  
 Therefore relying on only the behavioural dimension of loyalty can be seen as insuffi-
cient. This is also supported by Carpenter (2008), who argues that disregarding the attitudi-
nal aspect, when defining loyalty, results in the inability to understand the underlying cogni-
tive aspects that affect overall loyalty. Bridson et al. (2008) further argue that looking into 
both aspects of loyalty will provide the company with a better understanding of the motiva-
tions of why consumers are loyal. Dick and Basu (1994) support these thoughts and also 
add that for loyalty to exist, both repeat purchase and a positive attitude towards the com-
pany are pivotal. This results in their description of loyalty as a relationship between atti-
tude and repeat purchase behaviour, where a positive attitude might lead to continued pur-
chasing.  
 Moreover, Peppers and Rogers (2011, p. 65), reflect on what has been discussed above 
by highlighting the importance of companies to focus on both the behavioural and attitu-
dinal aspect of loyalty; ‘attitudinal loyalty without behavioural loyalty has no financial bene-
fit for the firm, but behavioural loyalty without attitudinal loyalty is unsustainable.’ In addi-
tion, store loyalty has been defined on basis of a combination of both attitudinal and be-
havioural loyalty to underline the two-dimensional approach. Bloemer and de Ruyter (1998, 
in Bridson et al., 2008, p. 366) define store loyalty as ‘the biased (i.e. non-random) behav-
ioural response (i.e. revisit), expressed over time, by some decision-making unit with re-
spect to one store out of a set of stores, which is a function of psychological (decision mak-
ing and evaluative) processes resulting in brand commitment.’ 
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2.2.3.1 Relative Attitude – Behaviour Relationship 

To sum up the discussion of loyalty as a two-dimensional concept, Dick and Basu’s (1994) 
model of the relationship between relative attitude and behaviour will be explained, since it 
adds to the explanation of loyalty comprising both attitudinal and behavioural loyalty. With 
relative attitude the authors mean a consumer’s attitude towards a brand in comparison to 
attitudes towards other brands, in a specific consumption context. High relative attitude 
indicates that the consumer has a strong attitude towards a brand; an attitude that the con-
sumers experience as different from weaker attitudes towards other brands.  
 However, a relative attitude can also be high if the consumer has a weak, but positive, 
attitude, as long as it is differentiated from the attitudes towards the competitors. Conclud-
ing it should be mentioned that a relative attitude could contribute significantly to the long-
term loyalty of the customer (Dick & Basu, 1994). Based on the relationship between rela-
tive attitude and repeat patronage, there exist four different types of loyal customers as de-
picted in Figure 2.7 below.  
 As can be seen in Figure 2.7 the four quadrants identified are ‘no loyalty’, ‘spurious loy-
alty’, ‘latent loyalty’ and ‘loyalty’. These quadrants are all based on the aforementioned rela-
tionship between relative attitude and repeat patronage and show to what extent the cus-
tomers are loyal towards a brand. 
 According to Dick and Basu (1994), customers can end up being not loyal because they 
perceive different competing brands as being of similar nature, resulting in the inability to 
differentiate them from one another. These customers do not have a high relative attitude 
towards a certain brand and do have a low level of repeat patronage. Further, spurious loyal 
customers are the ones, as mentioned earlier, who buy a product based on convenience, 
e.g. familiarity or a special deal, and do not have a high relative attitude towards a certain 
brand. In addition, e.g. subjective norms and situational effects can have an impact on loy-
alty resulting in customers being latent loyal. For instance, a person might have a high rela-
tive attitude towards a certain restaurant, but still go to different ones based on e.g. the 
preferences of friends. Finally, the consumers in the loyalty category are the only ones who 
can be regarded as true loyal, since they have both a high relative attitude and a high level 
of repeat patronage. 
 
 
 
 
 
 
 
 
 
 
 

 
Figure 2.7 Relative Attitude – Behaviour Relationship – Dick & Basu (1994, p. 101) 

 
2.2.3.2 Loyalty and Satisfaction 

According to existing literature and previous research attitudinal loyalty is closely connect-
ed to how satisfied customers are with the company (Carpenter, 2008, Dick & Basu, 1994, 
Jaiswal & Niraj, 2011). Satisfaction is defined by Oliver (1997, in Bridson et al., 2008, p. 
366) as ‘the consumer’s fulfilment response. It is a judgment that a product or service fea-
ture, or the product or service itself, provided (or is providing) a pleasurable level of con-



 

16 

sumption-related fulfilment, including levels of under- or over-fulfilment.’ In other words 
satisfaction refers to the fulfilment of a consumer’s expectations regarding a product, brand 
or store (Bridson et al., 2008). Satisfaction as an antecedent for attitudinal loyalty has been 
concluded by Jaiswal and Niraj (2011), stating that it has a positive effect on attitudinal loy-
alty and thereby contributes to behavioural intentions such as the willingness to pay a high-
er price for a certain company’s products. The same relationship has been found in a study 
by Carpenter (2008) and is also discussed by Noordhoff et al. (2004).  
 In order to increase the attitudinal aspect of loyalty different actions can be undertaken 
to enhance the satisfaction with the customer experience, e.g. improved products and cus-
tomer service (Peppers & Rogers, 2011). In terms of store satisfaction a customer often 
evaluates the store based on merchandise quality and price, location, customer service and 
customer communication, and a high level of satisfaction might result in a positive attitude 
to the store (Bridson et al., 2008). Satisfaction also influences customers store loyal inten-
tion, e.g. intent to continue purchasing, increase future purchases and recommend the store 
to others. Especially perception and satisfaction of merchandise quality can be seen as hav-
ing an influence on store loyalty intention, where store appearance and customer service in 
turn where the factors mainly improving the perception of the quality (Sen Gupta, 2005). 
 Moreover, another school of thought regards behavioural loyalty as an outcome of atti-
tudinal loyalty, in terms of the possibility of a positive attitude leading to a purchase. There-
fore not only attitudinal but also behavioural loyalty can be seen as affected by customer 
satisfaction (Bennet & Rundle-Thiele, 2002, Demoulin & Zidda, 2008).  
 

2.2.4 Loyalty Programs – A Conventional View 

2.2.4.1 Loyalty Programs – Behavioural Loyalty 

Demoulin and Zidda (2008) and Sharp and Sharp (1997) talk about loyalty programs as 
aimed at rewarding customers for their loyal behaviour and repeat purchases. What is im-
portant when evaluating these programs is that the program members should undergo a 
change in repeat purchase behaviour that is not present among the non-members, e.g. in-
creased repeat purchase rate and usage frequency (Sharp & Sharp, 1997). However, Sharp 
and Sharp (1997), in their own study, concluded that loyalty programs did not result in re-
peat purchase for all the retailers investigated, causing scepticism towards the effect of loy-
alty programs on purchase behaviour and consequently behavioural loyalty. This corre-
sponds with the findings of Meyer-Waarden and Benavent (2010) showing that retailers 
with loyalty programs are not always generating a higher purchase frequency. They further 
found that the highest effect of loyalty programs could be noticed on the purchase behav-
iour of existing customers, rather than the ability of generating new customers. Though 
Wright and Sparks (1999), in their study of loyalty programs showed that most of the re-
spondents reported that their shopping behaviour did not change due to participation in a 
loyalty program. However, Passingham (1998) concluded that members of grocery loyalty 
programs visit the store on a more regular basis than non-members.  
 Bridson et al. (2008) say that loyalty programs can consist of both hard and soft re-
wards. Hard rewards are discussed as intangible rewards, e.g. discounts, while soft rewards 
are intangible, e.g. preferential treatment. Kendrick (1998, in Bridson et al., 2008) investi-
gated the different components of loyalty programs in more detail and found that hard re-
wards had a positive influence on repeat purchase behaviour among the customers. Shugan 
(2005) support this by arguing that a low price sometimes is the factor that causes a pur-
chase and that some of these customers will continue buying from the retailer offering 
them a lower price. However, different studies yield different findings, resulting in what 
can be seen as an ambiguity that makes it difficult to determine the actual effect of loyalty 
programs on behavioural loyalty. 
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2.2.4.2 Loyalty Programs – Attitudinal Loyalty 

Regarding the influence of loyalty programs on attitudinal loyalty, different results have 
been presented. McGoldrick and Andre (1997, in Garcia et al., 2006) argued that loyalty 
programs in general do not affect attitudinal loyalty, since most of them can be considered 
saving programs encouraging behavioural loyalty. However, Tietje (2002, in Garcia et al., 
2006) suggested that rewards can result in positive attitude among the customers and a 
higher purchase intention. Garcia et al. (2006) further concluded that members of a loyalty 
program are more likely to have a positive attitude and higher commitment than non-
members, which is supported by Noordhoff et al. (2004). However, regarding hard and 
soft attributes of loyalty programs Bridson et al. (2008) showed that they have different 
roles when determining store satisfaction and store loyalty. Soft attributes, to a greater ex-
tent, have a positive influence on attitudes, than hard attributes. Though, the authors also 
concluded that both hard and soft attributes could have a positive effect on store satisfac-
tion. Hard attributes influence the satisfaction with e.g. customer service while soft attrib-
utes are stronger connected to satisfaction with e.g. merchandise. Based on the previous re-
search mentioned the impact of loyalty programs on attitudinal loyalty, equal to behavioural 
loyalty, can be seen as somewhat ambiguous and difficult to fully determine. 
 

2.2.4.3 The Mecenat Card – A Peculiarity 

In the beginning of this thesis an introduction has been given to the Mecenat card and its 
rather peculiar standing within the family of loyalty programs. The Mecenat card can, as 
aforementioned, not be understood as a conventional loyalty program. This is mainly be-
cause it does not aim to create loyalty towards itself or the issuing institution, i.e. Mecenat 
AB. It acts as a student loyalty card that gives access to price reductions by collaborating 
companies. All those companies however, strive to build customer loyalty within their stu-
dent target group by offering price reductions. These price reductions can then again be ac-
cessed by use of the card (Figure 2.8).  
 It is clearly visible that, following the works of Yi and Jeon (2003), de Chernatony et al. 
(2011) and Kotler and Keller (2009) financial incentives and the promise of financial com-
pensation are used as a way to evoke loyalty among students. This presumed relationship 
between the Mecenat card’s use for students, i.e. granting access to discounts, and loyalty, 
as conventional theories put it, will be discussed at a later stage in this work. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 2.8 The Mecenat Card – Discount Model – Developed by the Authors 
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2.3 Integration of Theories – Approach of Study 
In the prior sections of this work the authors have been reviewing relevant literature and theories that should 
in the subsequent section be confronted and drawn together. Moreover the model will be introduced. 

2.3.1 Pricing as a Tool to Evoke Student Loyalty – A Review 

It has been made clear that companies have a variety of pricing strategies at their disposal 
to cater not only to their profit goals but also to address and retain customers more effi-
ciently. The one pricing theory that has been discussed in detail beginning with section 2.1 
is, according to relevant literature, the most apt for discussing pricing decisions to students 
and the granting of price reductions, i.e. discounts, to this target group segment. Literature 
reflects students as a profitable source of income for companies with long-term perspec-
tive. They usually are well-educated, urban, holistic thinkers and proactive solution seekers. 
However they mostly lack the financial means to pay full price for most products and ser-
vices. Thus, companies can make use of customer-segment pricing, which, as presented in 
section 2.1.1 and 2.1.1.1 poses a viable option for both addressing and retaining student 
customers while at the same time creating profit opportunities in the long run.  
 Beginning with section 2.2 customer loyalty and its building blocks were discussed. This 
review of contemporary literature resulted in the drawing of various conclusions. First, the 
mere existence of loyalty in consumers and its ever-growing importance in business nowa-
days. Second, the elucidation of the main constituents of loyalty; behavioural (section 2.2.1) 
and attitudinal loyalty (section 2.2.2) and their characteristics. It has also been made clear 
that loyalty must be looked upon as a blend of different factors, that can, but not necessari-
ly have to be looked at individually. This is mainly because a company will only be able to 
reap profits in the long run from both behavioural (the actual buying) and attitudinal loyal 
(i.e. the emotional factors) customers. In this work the authors have made it their goal to 
question the relationship between the aforementioned pricing strategies and customer loy-
alty among students. This relationship between customer-segment pricing and loyalty is de-
picted in a model that summarizes preceding theory sections, whereas it is questionable 
what kind of, if any, customer loyalty develops within the student target group of a compa-
ny and to what extent they serve as a future source of income (Figure 2.9, p. 19). This 
model should help further elucidate the presumed relationship of customer-segment pric-
ing and student loyalty, along a set of steps that are described below. 
 

(1) The model’s starting point is the student, who is, due to his financial constraints, influ-
enced by price sensitivity and price elasticity of demand (as discussed in section 2.1.3 
and 2.1.4), making him a welcome target for price reductions and discounts.  

 
(2) The Mecenat card in the next step poses the gatekeeper to the companies’ pricing strat-

egies for students. The card therefore is a mere enabler and grants access to the product 
assortment that has been priced accordingly to students’ needs. Here again the special 
characteristics of the Mecenat card as a particular loyalty program should be noted.  

 
(3) The customer-segment pricing, developed and put in place by the companies, in return 

caters to the profit goals and helps realizing long term business strategies (remember the 
students as tomorrow’s top earners). This is where customer loyalty, (as discussed in 
section 2.2.3), comes into play. 

 
(4) The authors assume that when a company caters to students’ financial needs by granting 

them a lower price in order to reap higher profits from them in the future, a certain type 
of customer loyalty, if any, is evoked, i.e. behavioural and/or attitudinal loyalty.  



 

19 

  

Pr
of

it 

St
ud

en
t 

Pr
ic

e 
 

Se
ns

iti
vi

ty
 

Pr
ic

e 
 

E
la

st
ic

ity
 o

f 
D

em
an

d 

M
ec

en
at

 
C

ar
d 

C
om

pa
ni

es
 

C
us

to
m

er
 

Se
gm

en
t 

Pr
ic

in
g 

A
cc

es
s 

St
ra

te
gy

St
ud

en
t B

ud
ge

t  
C

on
st

ra
in

ts
 

Lo
ya

lty
 

B
eh

av
io

ur
al

 
Lo

ya
lty

 
A

tti
tu

di
na

l 
Lo

ya
lty

 

C
og

ni
tiv

e 
E

m
ot

io
na

l 
B

ra
nd

 
St

or
e 

Pr
es

um
ed

  
R

el
at

io
ns

hi
p 

Fi
gu

re
 2

.9
 C

us
to

m
er

-S
eg

m
en

t 
Pr

ic
in

g 
an

d 
St

ud
en

t 
Lo

ya
lty

 
R

el
at

io
ns

hi
p 

M
od

el
 –

 D
ev

el
op

ed
 b

y 
th

e 
A

u-
th

or
s 



 

20 

2.3.2 Hypotheses 

From the theoretical background discussed in previous sections and the research interest 
formulated in this work, the following null- and alternative hypotheses were derived; 
 

§ H0: Price sensitivity and student loyalty are not positively related 
§ H01: Price sensitivity and student loyalty are positively related 

 
§ H0: There is no relationship between price sensitivity and behavioural, attitudinal 

loyalty as well as loyalty as a two-dimensional structure 
§ H02: There is a relationship between price sensitivity and behavioural, attitudinal 

loyalty as well as loyalty as a two-dimensional structure 
 

§ H0: Loyalty programs do not evoke student loyalty 
§ H03: Loyalty programs evoke student loyalty 

 
§ H0: There is no association between price sensitivity and both awareness and use of 

the Mecenat card as well as loyalty cards in general 
§ H04: There is an association between price sensitivity and both awareness and use 

of the Mecenat card as well as loyalty cards in general 
 

§ H0: There is no difference between Swedish and international students concerning 
price sensitivity, student loyalty and use and awareness of the Mecenat card 

§ H05: There is a difference between Swedish and international students concerning 
price sensitivity, student loyalty and use and awareness of the Mecenat card 

 
These hypotheses correlate to the research questions presented and are going to be con-
fronted with the empirical results in section 4.2.7.1 – Hypothesis Testing.  
 If the null-hypotheses, e.g. H0, are rejected, i.e. the level of significance of the test statis-
tic is less than p<0,05, the alternative hypothesis, e.g. H01, is accepted (Malhotra & Birks, 
2007). 



 

21 

3 Methodology 
Chapter 3 forms a sound methodological background for this study explaining not only the research’s design 
(3.1) but also mentioning the main data collection methods (3.3) and discussing the study’s reliability and 
validity (3.7). Moreover the data analyses employed in this thesis will be presented and discussed (3.9) to 
allow the reader an in-depth view of the work process. 

3.1 Research Design 
According to Malhotra and Birks (2007) the research design is a framework, consisting of 
guidelines for how to use a certain research method and how to collect and analyse the data 
found. The exploratory research design is described as often being used when the objective 
is to gain insights and an understanding of a specific topic of interest, especially when there 
is little known about the problem area which makes the need of obtaining background in-
formation essential. In addition the exploratory design is used to identify the respondents’ 
attitudes, opinions and beliefs regarding the topic (Malhotra & Birks, 2007). Based on this 
the exploratory design was chosen since the authors needed to be provided with insights 
and get an understanding of students’ price sensitivity, the opinions and attitudes regarding 
the Mecenat card and the possible loyalty being evoked by its use. However, it should be 
made clear, based on earlier experiences, that research often combines different designs, 
which was the case for this thesis. The research also had descriptive features since it de-
scribed the students’ opinions and attitudes regarding loyalty and the Mecenat card, and the 
differences among them, as well as the students’ price sensitivity. 
 

3.2 Research Approach 
To collect the data, quantitative and qualitative measures were employed, which are both 
subsequently described in detail below. This resulted in the research being both of qualita-
tive as well as quantitative nature. The decision to use both approaches was based on the 
need of collecting introductory qualitative data, in order to be able to decide the further fo-
cus of the thesis and the focus of quantitative data collection methods employed. This cor-
responds with what Malhotra and Birks (2007) say about qualitative research often being 
used to precede a stage of quantitative research to generate ideas and statements that later 
can be tested in, e.g. a questionnaire. Furthermore, the outcome of the qualitative research 
played a major role in backing up the quantitative findings.  
 The quantitative research method, as discussed by Bryman and Bell (2005), emphasises 
testing, rather than, as in the case of qualitative research, the generation of theories. What 
further made the quantitative approach suitable was the fact that the objective of the thesis 
was to test the existing theories of loyalty and pricing and adapt them to the example of 
students at JIBS and the Mecenat card. Moreover, quantifiable data was needed to find out 
to what extent the Mecenat card posed a viable tool as a loyalty scheme and what type of 
student loyalty, if any, could be evoked by its use. Furthermore, the data should also be an-
alysed to reveal differences among the students, regarding the different variables of interest. 
 

3.3 Data Collection Methods 
The authors approached the study by means of both qualitative and quantitative research as 
well as theoretical literature review, whereupon the outcomes thereof subsequently were 
confronted and evaluated. The empirical research was put into action by conducting focus 
groups with exclusively selected members of the target sample and a survey to present 
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comparison between practical facts, i.e. real life application, and theoretical presumptions 
in front of an international student body. This approach was therefore contributing to a 
designated outcome of the thesis, since it allowed for a collection of specific data from in-
dividual cases and a survey. This helped create a more holistic view of the data, which con-
sequently could be compared and processed considering theoretical assumptions. It should 
also be mentioned that the methods for collecting the data had a cross-sectional design, de-
scribed by Bryman and Bell (2005) as a design where data from more than one population 
element is collected at a specific point of time only once, by means of generating data that 
is connected to two or more variables. The data is later analysed in order to reveal patterns 
regarding different relations among the variables. The cross-sectional design was seen as 
appropriate since the authors did not want to make a comparison over time; rather the ob-
jective was to look at the variation among the variables of interest at one specific point of 
time. The theoretical research of this thesis was based on reviewed academic literature that 
further enables the reader to get a sound overview of state of the art knowledge, definitions 
and concepts. 
 

3.4 Population 
According to Malhotra and Birks (2007 p. 405) a population is ‘the aggregate of all the ele-
ments that share some common set of characteristics’ and therefore poses the hub of in-
formation that the researcher wants to bring to light and make inferences about. The popu-
lation, however, consists not only of the elements, i.e. the respondents, of the research, but 
also contains information about extent, sample units and time (section 3.6). After personal 
contact with the JIBS official Jan Johansson (personal communication, April 30, 2012) re-
garding the total number of registered students at JIBS in Spring 2012, the population 
could be set to comprise a total of 1.994 students. 
 

3.5 Sampling Method  
The authors, as aforementioned, conducted both qualitative and quantitative research, 
whereas both had two different underlying sampling methods. For better comprehensibility 
it should subsequently be distinguished between first, the focus groups and second, the In-
ternet survey. 
 For the two focus groups a non-probability sampling technique, i.e. judgemental sam-
pling, was employed. This, according to Malhotra and Birks (2007, p. 412) presupposes the 
researchers’ opinion of the target population’s aptness to live up to expectations set for the 
outcome of the research. Thus, the selected element is according to the researchers’ judge-
ment a ‘representative of the population of interest or are otherwise appropriate’. With this 
in mind, the participants were exclusively selected on base of their involvement in the top-
ic, i.e. all owned a Mecenat card and were students at JIBS, language skills, stage in educa-
tional circle and also nationality. The nationality therefore was an important factor, since it 
was in the authors’ interest to deduct knowledge about international students and Swedish 
students independently in order to create a pattern that would back up the analysis and ar-
gumentation. 
 For the Internet survey the authors employed a non-probability sampling technique 
called convenience sampling according to Malhotra and Birks (2007). The link to the survey 
was distributed to students through social media and e-mail. This sampling method was 
therefore especially apt for this research since it allowed for a vast array of different re-
sponses from all over the student body independently of time, space and other criteria that 
might have ruled out some respondents. However, the survey could not be sent out to a 
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large group of students via e-mail, due to a policy at JIBS forbidding students to send the 
same e-mail to more than a certain number of people (Jönköping University Unsolicited-
Bulk Email Policies, 2009). Furthermore, the non-probability sampling technique was seen 
as appropriate since the authors did not have access to a full list of the students at JIBS, 
and therefore a probability sampling could not be conducted.  
 In the focus groups the sample size was restricted by the mere nature of this form of re-
search. Thus, for the focus groups the sample size was limited to eight respondents in the 
first and five respondents in the second focus group. For the survey the authors decided to 
set the mark at around 150 respondents, since this, in combination with the respondents in 
the focus groups, was seen as sufficient in order to draw conclusions from the data collect-
ed.  
 

3.6 Data Collection Instruments, Sources and Procedures 

3.6.1 Focus Groups 

The first part of the research for this thesis consisted of two focus groups where discounts 
offered to students and loyalty were discussed. Furthermore, the case of the Mecenat card 
was addressed in order to find out what kind of opinions existed regarding the card and the 
discounts offered, resulting in a first indication of whether or not the card was known, used 
and taken advantage of by the students. Conducting focus groups was seen as appropriate 
since it, as discussed by Bryman and Bell (2005), often is used when a specific theme and 
area of subject are to be discussed and, according to Malhotra and Birks (2007), to collect a 
large amount of data in a relatively short time.  
 Furthermore, adding to the decision to conduct focus groups, was the authors need to 
gain an initial understanding of the opinions regarding the topics of interest. These insights 
were then used in the development of questions for the survey. But the focus groups also 
provided the authors with a vast array of valuable data, which could consequently be used 
for deeper analysis and to back up the quantitative data.  
 

3.6.1.1 Operationalization  

In order to reveal possible differences regarding the opinions of the topics of interest 
among Swedish and international students, two focus groups were conducted; one with 
Swedish and one with international students 
 
(1) As a start the authors offered the respondents a cup of tea or coffee, since, based on 

earlier experiences, this often is seen as a nice gesture and can have a positive effect on 
the respondents’ attitudes towards the focus group. 

 
(2) Subsequently the authors gave a short introduction of themselves, the topic for the 

thesis and the Mecenat card. This in order to give the respondents an idea of why they 
were asked to participate and what was going to be discussed.  

 
(3) The discussion started with the authors asking if any of the respondents had heard of, 

or used, the Mecenat card prior to the focus group, in order to find out if they had any 
previous experience with the card. The discussion then continued with the authors let-
ting the respondents discuss different questions popping up depending on what direc-
tion the discussion took. However, in order to treat aspects relevant for the research 
and not divert too far away from the topic, also a couple of questions prepared in ad-
vance were asked. It was asked if the respondents thought they could be loyal to a cer-
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tain store just because of getting a discount; a question being aimed at finding out the 
importance, and possible effect, of price when buying products. Further, it was also of 
interest to ask what normally made the respondents loyal customers and if they were 
loyal to any stores today, and if so, why. This was a more general question in order to 
find out what factors might have an effect on the respondents’ loyalty to a store. This 
question was also asked as a means of indicating what kind of loyalty, if any, the stu-
dents had towards certain stores and to be able to find out whether any specific dis-
counted products or services were of interest for the respondents, and if so, this would 
have an effect on them being loyal to a certain store or not. Finally the last prepared 
question dealt with possible improvements on the side of Mecenat AB. By asking this 
it could be found out what kind of feelings the students had regarding what is good or 
bad with the Mecenat card, and what has to be improved in order for them to, if not 
already, take advantage of the discounts being provided. Further, the target of this 
question was to indicate what kind of managerial implications could be drawn from 
the research. 

 
(4) The discussion ended and the authors thanked the respondents for their participation.  

 

3.6.2 Survey 

For the quantitative part of this research the data was collected by means of a structured 
data collection. The survey for the thesis at hand consisted of several questions regarding 
behavioural and attitudinal loyalty, which also were related to the role of price in order for 
the respondents to be loyal. To facilitate the interpretation of the questions the authors 
used fixed-response alternatives; which in turn also ensured less effort being required from 
the respondent to complete the survey. However, a few questions were open-ended in or-
der to give the respondents an opportunity to make statements not directly covered in the 
questionnaire, e.g. if they had any additional comments to share at the end of the survey. 
The authors on their own formulated most of the questions, based on the theory being 
used. However, it should be mentioned that questions 6, 9, 13, 15-16 and 20-21 were all 
taken from previous research conducted by Bridson et al. (2008) and adapted to the thesis’ 
purpose, since they were seen as suitable and highly reliable. Furthermore, also the data 
from the focus groups were used when developing the questions, to ensure that they yield-
ed only the most relevant reflux. For a list of all the questions asked, see Table 3.1, p. 26 
and Appendix 1. 
 

3.6.2.1 Electronic Survey 

The survey was created in Qualtrics; an online survey software (Qualtrics1, 2012). Creating 
an online survey made it possible for the authors to reach a large number of respondents 
and to collect the data in shorter an amount of time than if a personal survey had been 
conducted. Moreover, Qualtrics allowed the authors to provide possible respondents with a 
link to the survey, which then was posted in social media and sent out via e-mail. Further-
more, Qualtrics was used based on the opportunity to export the result into SPSS (Qual-
trics2, 2012), the program that was used for analysing the data collected, and the fact that 
Qualtrics itself codes the questions and thereby saved a lot of time and effort for the au-
thors.  
 As aforementioned, the survey was distributed to the students via social media and e-
mail. Two reminders were sent out, with one week in between, resulting in the authors hav-
ing a total number of 176 respondents after three weeks. Since this exceeded the mark set 
by the authors of approximately 150 respondents, the data collection was stopped. 
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3.6.2.2 Scaling 

A majority of the questions (Table 3.1, p. 26) was written as statements with a Likert scale 
ranging from 1-5; strongly disagree to strongly agree (question 2-3, 5-7, 9-12, 14-16, 20-25), 
not likely at all to very likely (question 8), very unattractive to very attractive (question 17) 
and not important at all to very important (question 18).  
 Using Likert scales was based on the fact that, according to Malhotra and Birks (2007), 
they are interval scales which allow the researchers to conduct a more thorough analysis 
than if only e.g. nominal scales would have been used. Though, it should be mentioned that 
different researchers have different views of how to treat Likert scales. For instance it has 
been argued by Jamieson (2004) that Likert scales are ordinal in nature and therefore 
should be analysed at an ordinal and non-parametric level. However, Pell (2005), on the 
contrary, states that Likert scales can be compared to interval scales and therefore can be 
analysed on a higher parametric level. The parametric statistics are more powerful and not 
as sensitive as non-parametric statistics, and are better in revealing differences among 
groups being researched (Pallant, 2011). For the thesis at hand Likert scales were consid-
ered as interval scales, based on the reasoning of Pell (2005), Malhotra and Birks (2007) and 
Pallant (2011).  
 For questions 1, 4, 13, 19, 26-28 and 30-31 nominal scales were used where one or more 
answers had to be chosen based on a categorical distribution of alternatives. Furthermore, a 
ratio scale was employed for question 29 where the respondents were asked to state their 
monthly budget for shopping and leisure activities. In addition, the respondents could fill 
in their own thoughts in question 32; an open-ended question. Open-ended alternatives 
were also used for questions 1, 13, 19 and 30, together with fixed-response alternatives. 
 Additionally, in order to make sure that only students of JIBS responded to the survey, 
the authors applied a filter question where the respondent had to answer if he was a Swe-
dish, international or not a student at JIBS. If the respondents answered, “I am not a stu-
dent at JIBS”, they were redirected to the end of the survey without taking their responses 
into account. 
 

3.6.2.3 Pilot Study 

According to Malhotra and Birks (2007) a survey should never be used in research if it has 
not been checked for potential problems and confusions by means of a pilot study. To 
make sure that the questions were easy to understand and possible to answer, without re-
quiring too much effort from the respondent, a pilot study was conducted with five stu-
dents from JIBS, before the final survey was sent out. The respondents filled out the survey 
and gave feedback regarding the questions, instructions and design of the survey. 
 Consequently the questionnaire was changed in a way, that questions concerning loyalty 
and usage patterns were more generally asked instead of in-depth, since the latter seemed 
to irritate the participants of the pilot study. Moreover, the statement ‘I use the Mecenat 
card regularly’ applied a 5-step Likert scale ranging from ‘Strongly disagree’ to ‘Strongly 
agree’. Since the word ‘regularly’ was perceived as confusing, the statement was changed to 
‘How regularly do you use the Mecenat card?’, with the alternatives ‘More than once a 
week’, ‘Once a week’, ‘Twice a month’, ‘Once a month’, ‘Less than once a month’ and 
‘Never’. Furthermore, minor spelling mistakes were detected by the respondents, which 
later were corrected by the authors.  
 The pilot study helped the authors to ensure that the questionnaire could be sent out 
without any confusing or misleading questions and that all the different scales used were 
appropriate. Moreover, the conducted pilot study resulted in a better comprehensibility of 
the survey and catered to a better response rate.  
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3.6.2.4 Operationalization 

Table 3.1 Operationalization of Questions – Developed by the Authors 

  No. Question Scale 
T

he
 M

ec
en

at
 

C
ar

d 
1 Please give us your opinion what you think the Mecenat card can be used for Nominal 

2 I am aware of the uses of the card Likert 

3 I think the communication of the use of the card is sufficient Likert 

4 How regularly do you use the Mecenat card? Nominal 

B
eh

av
io

ur
al

  
L

oy
al

ty
 

5 I go to stores more frequently if I get a lower price Likert 

6 I consider myself a regular customer of stores where I have a loyalty card Likert 

7 I regularly use loyalty cards when shopping Likert 

8 Would you still go to these stores when you are not a student and do not get the 
price discount anymore? Likert 

9 I consider myself a regular customer of stores where I get price discounts Likert 

A
tt

it
ud

in
al

 L
oy

al
ty

 

10 I believe that loyalty cards provide consumers with good value Likert 

11 I prefer to shop at stores where I have a loyalty card Likert 

12 I feel loyal towards stores where I get price discounts Likert 

13 In your opinion, what is the biggest benefit of having a loyalty card? Nominal 

14 I rather go shopping with a loyalty card than without one Likert 

15 Having a loyalty card gives me a sense of belonging -  omitted due to absent fit 
with total variables and analyses Likert 

16 I intend to do future business with stores where I get price discounts  Likert 

17 What is your perception of companies offering you, as a student, price discounts? Likert 

G
en

er
al

 L
oy

al
ty

 18 How important is price to make you a store-loyal customer? Likert 

19 What loyalty cards do you have? - omitted due to absent fit with total variables 
and analyses Nominal 

20 I consider stores where I get price discounts to be my first choice when shopping 
for the category of goods they sell Likert 

21 I am likely to recommend a store where I get price discounts to others Likert 

P
ri

ce
 

Se
ns

it
iv

it
y 22 I pay a lot of attention to price reductions when I go shopping Likert 

23 I think that a lower price is crucial for my purchase behaviour Likert 

24 I feel that a store caters to my needs by offering a lower price Likert 

25 I think that the main value of loyalty cards is a lower price  Likert 

D
em

og
ra

ph
ic

s 26 Please state if you are a Swedish or international student at JIBS Nominal 

27 Please state your gender Nominal 

28 Please state when you were born Nominal 

29 Which budget do you have available every month for shopping and leisure activi-
ties? - omitted due to absent fit with total variables and analyses Ratio 

O
th

er
 

30 For what do you usually look for price discounts? Nominal 

31 Where do you find out about price discounts? - omitted due to absent fit with to-
tal variables and analyses Nominal 

32 Additional comments -  omitted due to absent fit with total variables and analyses Open-
ended 
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3.7 Quality Measures 

3.7.1 Reliability 

Reliability refers to how reliable a study is in terms of the results being produced by the 
scales used, and if this is consistent if the study was to be repeated (Bryman & Bell, 2005, 
Malhotra & Birks, 2007). Furthermore, Malhotra and Birks (2007) say that a reliable study 
is free from random errors, e.g. unwillingness/inability to answer a question or mood, 
which can distort the result. To overcome some of these errors the survey was conducted 
online, which gave the respondents the opportunity to answer at any time. Additionally, the 
survey was tested by means of the conducted pilot study, in order to check if all questions 
could be easily understood and answered. In addition, another way to overcome random 
errors and increase the reliability was the application of a number of test questions; ques-
tion 5 and 9, 6 and 20, 11 and 14. These questions asked for the same thing but with differ-
ent wordings, in order to ensure response consistency. Since the mean value for these ques-
tions were similar it added to the reliability of the measure instrument.  
 For the thesis at hand the authors developed most of the questions themselves. Howev-
er, in order to increase the reliability, questions 6, 9, 13, 15-16 and 20-21 were adopted 
from previous research conducted by Bridson et al. (2008), where they have been proven to 
be reliable in terms of an accepted Cronbach Alpha and internal consistency reliability. This 
internal consistency reliability can be used when the researcher wants to assess the con-
sistency among items on a scale, by summating them into a total score (Malhotra & Birks, 
2007). The internal consistency can then be calculated by means of a Cronbach Alpha coef-
ficient (Pallant, 2011), which, according to Malhotra and Birks (2007), should have a value 
of at least 0,6 to be satisfactory. However, DeVellis (2003) argues that the alpha value 
should be p>0,7 to be satisfactory and that researchers should strive for values above 0,8. 
For this specific thesis the Cronbach Alpha was calculated for all of the summoned Likert 
scales, different total variables in which certain items were grouped together and the factors 
found after conducting the factor analysis. The values of the Cronbach Alpha can be found 
in section 4.2 and Table 4.10, p. 42. 
 It should be mentioned that the statement ‘Please rank the following factors and their 
importance to make you a store-loyal customer – product quality, service quality, accessibil-
ity, brand name and trendiness’ were deleted, resulting in a significant increase of the 
Cronbach Alpha for the grouped variable ‘total general loyalty’. Thus, this statement was 
omitted from analyses. 
  

3.7.2 Validity 

Validity, alongside the aforementioned reliability, is an important measure of quality when 
conducting research, and refers to that a certain research instrument measures what it was 
intended to measure (Cohen, Manion & Morrison, 2007).  
 Content validity, often referred to as face validity, is one of the most basic forms of 
evaluating validity. This means that, e.g. the researcher, by looking at the scales used can 
determine whether or not they measure of what was supposed to be found out (Malhotra 
& Birks, 2007). For this thesis the content validity was taken care of by the authors by care-
fully discussing, designing and evaluating the survey questions in order to cover all aspects 
of the construct of interest. In other words the scales were formulated accordingly to the 
interest of receiving the students’ opinions regarding the Mecenat card, price sensitivity and 
attitudinal and behavioural loyalty. 
 Construct validity, discussed by Cohen, Manion and Morrison (2007), treats the issue of 
what is actually being measured by a certain scale, and that the measure instrument used is 
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related to a theoretical framework and its assumptions (Malhotra & Birks, 2007). For this 
research the construct validity can be ensured by the sound theoretical framework present-
ed, which was used when formulating the questions in order to capture its different aspects.  
 Furthermore, it should be mentioned that to add to a higher level of validity, the focus 
groups conducted were used as a source from which relevant information regarding the 
students’ opinions of the constructs of interest could be derived. This information was later 
taken into account for the formulation of questions for the survey, to ensure that they 
measured aspects retrieved from the focus groups also among survey respondents. In addi-
tion, it was of interest for the researchers to measure the opinions of Swedish and interna-
tional students at JIBS, thus, catering to a high level of criterion validity, as discussed by 
Malhotra and Birks (2007), only Swedish and international students were studied.  
 

3.7.3 Generalizability and Trustworthiness 

Regarding qualitative research Bryman and Bell (2005) mention generalizability as a meas-
ure of quality. They argue that results from focus groups can be difficult to generalise to 
represent the whole population, since it is an unstructured form of data collection with a 
limited amount of participants. Furthermore, the result is dependent on what was said be-
tween those respondents, at that certain point of time. However, this was not considered a 
problem since the authors did not claim any generalisation of the result from the focus 
groups.  
 Another quality measure is trustworthiness, which refers to the study’s degree of trans-
parency (Bryman & Bell, 2005). This was ensured by being open and thoroughly motivate 
the conducted qualitative research, and by carefully constructing and structuring the con-
tent analysis. By doing so the authors provided the reader with a better comprehensibility 
of the qualitative research process and catered to an increased transparency. 
 

3.8 Cleaning the Data 

3.8.1 Dealing with Missing and Incomplete Responses  

Cleaning the collected data ‘deals with detecting and removing errors and inconsistencies 
from data in order to improve the quality of data.’ (Rahm & Do, 2000, p. 1). In this thesis 
the authors cleaned the data accordingly to Malhotra and Birks (2007) suggestions to delete 
incomplete responses in order not to run risk of squandering data quality.  
 The survey had a total number of 176 respondents. However, in the course of cleaning 
the data the authors realized that a total of two respondents dropped out of the survey af-
ter the filter question ‘Please state if you are a Swedish or international student at JIBS’.  
 In a next step 11 responses showed to be incomplete below a completion level of 75%, 
which did not justify a completion of the responses by the authors themselves based on the 
respondents’ prior answers. Thus, all those responses were cleared out of the data set. It 
has been taken into consideration that, due to a skip-logic in Qualtrics, some respondents 
did not answer the subsequent question after choosing “I do not look for discounts” at 
Question 31 of the survey. 
 After finishing cleaning the data 13 respondents were deleted, resulting in the authors 
having 163 valid responses. 
  



 

29 

3.9 Data Analyses  

3.9.1 Content Analysis 

The two focus groups resulted in a large amount of data, and to be able to understand and 
interpret the data it had to be compiled and analysed. However, first of all, before analysing 
the data, the authors reflected upon their own thoughts and opinions regarding the topic of 
interest, in order to make sure this did not influence what was heard and seen in the focus 
groups, and that the data was interpreted objectively. Furthermore, the data was amassed 
and analysed by the means of a content analysis, defined by Krippendorf (2004, p. 18) as a 
‘research technique for making replicable an valid inferences from texts (or other meaning-
ful matter) to the contexts of their use.’ The author further says that the content analysis is 
based on categorising and counting and often used to analyse and draw conclusions of the 
content in textual transcriptions. This method of analysing was seen as highly appropriate 
since the authors were able to summarise the data and look for important quotes and key-
words being of interest, which later could be presented in analytical templates with col-
umns for the different keywords and related opinions and thoughts. By breaking down the 
data like this the authors were able to find different patterns of interest and look for com-
monly mentioned words. Thereby it could be decided which opinions and thoughts were 
most important and that could be further used in the thesis.   
 

3.9.2 Descriptive Statistics 

In order to describe certain characteristics of the data collected by means of the question-
naire and to provide the reader with a comprehensive overview, the authors used, what in 
Pallant (2011) is referred to as, descriptive statistics. For both categorical variables, e.g. de-
mographics, and continuous variables, e.g. Likert scales, frequencies were calculated to de-
scribe the number of people that gave a certain response, e.g. the number of Swedish stu-
dents in comparison to international students. Pallant (2011) further mentions other de-
scriptive statistics such as mean value, mode, median and standard deviation, where the 
standard deviation shows how much the values on a scale vary from the mean value; how 
dispersed the data is (Biau, 2011, Malhotra & Birks, 2007). For the thesis at hand only 
mean value and standard deviation were used since they were seen as appropriate in order 
to clarify the research interest and cater to high comprehensibility.  
 

3.9.3 Factor Analysis 

Taking into account the vast array of variables that needed to be considered in the quantita-
tive data collection, the data reduction capabilities of the factor analysis were a viable op-
tion to manage the data. 
 Pallant (2011) suggests the Kaiser-Meyer-Olkin (KMO) (Kaiser, 1974) measure of sam-
pling adequacy and Bartlett’s Test of Sphericity (Bartlett, 1954) to help assess the factora-
bility of the data. This measure helps to manifest the feasibility of the factor analysis with 
the data at hand (Malhotra & Birks, 2007). The factor analysis furthermore seemed appro-
priate due to the sample size of 163 respondents, the preceding conduction of focus groups 
to determine variables to be used in analyses and the mere size of the data that could be 
broken down into smaller sets.  
 Another reason to decide for factor analysis is its emphasis on relationships. This served 
the research interest of this thesis, due to the fact that it aims to explore and describe a va-
riety of relationships between the different topics at hand. Also the loadings of the differ-
ent factors can help create surrogate variables, as suggested by Malhotra and Birks (2007). 
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Surrogate variables are items, which load particularly high on one component and thus can 
be used for further analyses representing the factor as a whole. 
 

3.9.4 Bivariate Correlations 

According to Gravetter and Vallnau (2010) correlations are used to investigate the relation-
ship and degree of association between two variables. Calculating correlations was seen as 
appropriate since it served the research interest to find out if a relationship existed between 
customer-segment pricing and the development of attitudinal and/or behavioural loyalty 
among students at JIBS.  
 Malhotra and Birks (2007) mention three different correlation tests; Pearson correlation 
coefficient which is a parametric test and Spearmans’ rho and Kendall’s tau which are non-
parametric tests. Since, as discussed before, the Likert scales being used are seen as interval 
scales and therefore can be treated at a parametric level, Pearson correlation coefficient was 
seen as an appropriate measure. According to Pallant (2011) the correlation interval ranges 
from -1 to +1, where -1 is a perfect negative correlation and +1 a perfect positive correla-
tion. A negative correlation indicates that when the value of one variable increases, the val-
ue of the other variable decreases. On the contrary, for positive correlations an increased 
value of one variable results in an increased value also for the other variable. If the correla-
tion coefficient is 0 no relationship can be found (Gravetter & Vallnau, 2010) Regarding 
the interpretation of the value of the correlation coefficient, Cohen (1988, in Pallant, 2011) 
states that a value of 0,1 – 0,29 indicates a weak correlation, 0,3 - 0,49 a medium correlation 
and 0,5 - 1 a strong correlation.  
 

3.9.5 Independent-Samples T-test 

According to Heiman (2010), the independent-samples T-test is a parametric test to com-
pare the means of two groups, e.g. gender, on a continuous variable. The test is used for 
hypothesis testing and can be used when the scores on the variables are normally distribut-
ed (Malhotra & Birks, 2007). Since it was of interest for the authors to find out if there was 
a difference between Swedish and international students in terms of loyalty and price sensi-
tivity, the independent-samples T-test was conducted. Adding to the decision was the fact 
that the categorical variable only had two levels, Swedish and international students, which 
corresponds to the criteria for the test.  
 Pallant (2011) suggests Levene’s test for equality of variances in order to determine if 
the variation among the scores for the two groups tested are the same. Meier, Brudney and 
Bohte (2011) state that the null hypothesis for this test is that the variance of the means be-
tween the two groups are equal, which is reflected by a value larger than 0,05. However, ac-
cording to Pallant (2011), if the value for Levene’s test is smaller than 0,05 the variation be-
tween the groups is unequal. Levene’s test tells the researcher which sig. (2-tailed) value to 
use. If this value is equal or lower than 0,05 the mean scores between the two groups are 
significantly different, and vice versa.  
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3.10 Overview of Methodology Employed 
Table 3.2 Overview of Methodology Employed – Developed by the Authors 

Variables Qualitative Research Quantitative Research 

Research design Exploratory/Descriptive Exploratory/Descriptive 

Data collection method Focus group Questionnaire 

Data collection instrument Focus group Electronic questionnaire 

Population 1 994 Students at JIBS 1 994 Students at JIBS 

Sampling method Non-probability Non-probability 

Sampling technique Judgemental sampling Convenience sampling 

Number of valid respondents 13 163 

Data collection instrument Focus group Electronic questionnaire 

Data analyses Content analysis Descriptive statistics 

    Bivariate correlation 

  Independent-samples T-
test 

    Factor analysis 
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4 Empirical Findings 
Subsequently the empirical findings will be presented on base of their nature, starting with qualitative fol-
lowed by quantitative data collected. Moreover the data will be coherently structured and thus build the 
foundation for subsequent analysis and interpretation. 

4.1 Findings of Qualitative Research 
For the analysis of the data that resulted from the qualitative empirical research a content 
analysis method, as described in section 3.9.1, was employed. For both the Swedish and the 
international students an individual analysis was conducted. From the content analysis 
keywords could be deducted that all the responses were structured by. This made possible 
the generalisation of responses on base of awareness, use, loyalty, price sensitivity and sug-
gestions for improvement of service (Appendix 2). 
 The results derived aided the decision-making process in the creation of the question-
naire and further helps to back up the argumentation in the quantitative results and subse-
quent analyses. 
 

4.1.1 Swedish Respondents 

The focus group discussion with five Swedish students resulted in all five respondents 
knowing the Mecenat card, i.e. all of them were aware of the card’s existence.  
 With regard to the use of the card, most of the respondents answered that it was man-
datory to have the card, and you got it as soon as you paid your student union fee. One re-
spondent mentioned that he usually does not connect the Mecenat card to discounts, how-
ever suggesting that it is a tool for companies to tie students to their products and stores 
(Respondent 1B, 2012). The majority of respondents, however, were aware of the dis-
counts redeemable with the card. Although one respondent mentioned that, despite his 
knowledge of the card’s services he usually forgets to redeem the discount (Respondent 1C, 
2012). It was also mentioned that stores cater to students’ low budget by offering price re-
ductions through the Mecenat card. One respondent mentioned: ‘I used the card last week 
for a 10% discount at a restaurant, and usually use the card when I buy shoes online – I 
think that is a good deal and most of the time I check back with Mecenat before I buy 
something’ (Respondent 1D, 2012). 
 Loyalty for most of the Swedish respondents is formed upon a good price in combina-
tion with superior quality, although price played a big role in tempting re-purchase (Re-
spondent 1A, 2012). ‘I am loyal to companies that give me a blend of different factors, and 
price definitely plays a major role’ (Respondent 1E, 2012). While another respondent ar-
gued that he was loyal to various companies through the Mecenat card, particularly because 
they offered him a good price (Respondent 1D, 2012). 
 Price is seen as very important with some looking for the cheapest alternative, some be-
ing tempted to come back by the discount they get and one particularly mentioning that re-
duced prices allowed him to shop more than he could for normal prices (Respondent 1D, 
2012). Generally all of the respondents with one exception, argued for price as being one 
of the major determinants in their purchase behaviour and also a means by which they 
evaluate whether or not to go back to a store. 
 Concerning specific measures that could make the service of Mecenat AB better were 
mentioned especially regarding communication and transparency. It was also discussed that 
it would be welcomed if the collaboration were extended to stores that sold stationary. 
With regard to the communication one specific suggestion mentioned the improvement of 
the App for smartphones that currently only showed a small part of collaborating stores. 
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4.1.2 International Respondents 

The outcome of the second focus group conducted with international students was carried 
together and analysed in exactly the same manner as the one of their Swedish colleagues. 
Already in the beginning of the discussion, the respondents showed to be uncertain with 
regards to the use and existence of the Mecenat card.  
 Out of eight respondents, one had already heard of it and used it, two only recently had 
familiarised themselves with the card and the majority, five, of the respondents had not yet 
heard of the Mecenat card. 
 Thus, when the use of the card was discussed most of the respondents realized what the 
Mecenat card was, and upon one taking the card out of his pocket, most of them agreed, 
that this card either was used as a student ID or as a mandatory thing to bring for exams. 
Four out of eight respondents connected the card to its use as student ID, two mentioned 
discounts accessible through the card and three furthermore said that they used the card 
for exams only. 
 When loyalty was discussed, it was mentioned that some doubt the effect of price dis-
counts on attitudinal, while at the same time, suggesting an effect on behavioural loyalty 
(Respondent 2A, Respondent 2B, 2012). Others again said, that price discounts made them 
both attitudinal and behavioural loyal, since the company, by offering price discounts to 
them as a student, helps them overcome financial hindrances (Respondent 2C, 2012). One 
respondent clearly stated that the Mecenat card, by granting access to the companies’ dis-
counts, helps evoke attitudinal and behavioural loyalty among students towards the respec-
tive company (Respondent 2B, 2012). ‘If I know that I get a discount, I would choose that 
product over others, this is because I am a student and do not have that much money in 
order to choose’ (Respondent 2E, 2012). Adding to that another respondent argued, that 
‘companies have the responsibility to care for students and in return they get loyal custom-
ers’ (Respondent 2F, 2012). 
 All of the respondents showed high levels of price sensitivity; ‘Price is important – when 
I can get coffee cheaper somewhere else – I go there’ (Respondent 2A, 2012). However, 
the price reduction ‘must go beyond a certain threshold, that it pays off’ (Respondent 2C, 
2012). Another factor is that some international students pay tuition fee and thus have to 
be extra careful with their budget (Respondent 2F, 2012). It was also suggested that price 
motivates trial and price reductions then tempt to come back to the store (Respondent 2H, 
2012). 
 Most of the respondents suggest that Mecenat AB communicated more in English 
combatting the lack of information, catering to the transparency of its services. One specif-
ic measure was mentioned, that would allow for students to trace back how much they 
have already saved by means of the Mecenat card. Furthermore, would most respondents 
welcome if the collaborating companies and brands were more clearly visible on the card. 
With regard to collaborating stores, one respondent mentioned that in some companies 
employees did not even know that they were part of this program. 
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4.2 Findings of Quantitative Research 
In order to gain further insight into the responses, total variables were computed and 
named accordingly to the structure of the variables aimed to follow the pattern of research 
interests (Table 3.1, p. 26); i.e. behavioural (i.e. Total Behavioural Loyalty - TBL), and atti-
tudinal loyalty (Total Attitudinal Loyalty – TAL), price sensitivity (Total Price Sensitivity - 
TPS), a more general loyalty (Total General Loyalty – TGL) and loyalty combined (Total 
Loyalty - TL). All the data was checked for normal distribution by use of the One-Sample 
Kolmogorv – Smirnov Test (Table 4.1) as well as Skewness and Kurtosis (Table 4.2) (Ap-
pendix 3).  
 
Table 4.1 One-Sample Kolmogorov-Smirnov Test 

One-Sample Kolmogorov-Smirnov Test 
Total Variable  TL TGL TPS TBL TAL 

N  163 163 163 163 163 
Normal 

Parameters a,b Mean 47,908 10,9325 14,1472 16,5951 20,3804 

 
Std. Devia-

tion 12,23828 3,02893 3,97249 4,60225 5,52571 

Most Extreme 
Differences Absolute 0,087 0,159 0,097 0,071 0,087 

 Positive 0,054 0,09 0,07 0,071 0,054 

 Negative -0,087 -0,159 -0,097 -0,068 -0,087 
Kolmogorov-Smirnov Z  1,11 2,033 1,235 0,908 1,108 
Asymp. Sig. (2-tailed)  0,17 0,001 0,095 0,382 0,172 

 
For the One-Sample K-S Test, Field (2009) suggests that a significant value (Sig. 2-tailed 
less than 0,05) indicates a deviation from normal distribution. 
 Thus, only TGL showed not to be distributed normally, which can also be seen in 
Skewness and Kurtosis (Table 4.2). 
 
Table 4.2 Skewness and Kurtosis 

Total Variable N Skewness  Kurtosis  
 Statistic Statistic Std. Error Statistic Std. Error 

Total Attitudinal Loyalty 163 -0,241 0,19 -0,773 0,378 
Total Behavioural Loyalty 163 -0,027 0,19 -0,785 0,378 

Total General Loyalty 163 -0,696 0,19 -0,325 0,378 
Total Loyalty 163 -0,203 0,19 -0,777 0,378 

Total Price Sensitivity 163 -0,384 0,19 -0,642 0,378 
Valid N (listwise) 163     

 
According to Bulmer (1979) a distribution is highly skewed if skewness is less than -1 or 
greater than +1, moderately skewed if skewness is between -1 and -1/2 or between +1/2 
and +1, and finally if skewness is between -1/2 and +1/2 the distribution is approximately 
symmetric. Thus all total variables are approximately symmetric, except Total General Loy-
alty, which is moderately skewed left. Concerning kurtosis all total variables were found to 
have lower and broader peaks and shorter and thinner tails than compared to perfectly 
normally distributed data (Balanda & MacGillivray, 1988), with the only exception of Total 
General Loyalty. However, the researchers did decide not to omit Total General Loyalty 
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from the analyses in order to explore if any findings from parametric tests could aid the 
clarification of the research interest. 
 Furthermore, for all the Likert scale statements a Cronbach Alpha score of 0,939 could 
be measured, which is highly significant considering Malhotra & Birks’ (2007) suggestion of 
p>0,6 as satisfactory and DeVellis’ (2003) argument for a p>0,7 score as desirable. 
 

4.2.1 Demographics  

The respondents’ demographics were analysed resulting in age and gender groups as well as 
a breakdown of data to Swedish and international students. This analysis brought to light 
that the mean year of birth was 1987, making the average respondent between 24 and 25 
years old. Most of the respondents were born between 1985 and 1989 (93 – 57,1%). 44 re-
spondents were younger or equal 22 years old (44 – 27%). Out of all 163 respondents, 71 
were Swedish students, with 35 men and 36 women (49,3 and 50,7% respectively). The in-
ternational students (92 total respondents) showed a similar equality in respondents’ gender 
with 47 men and 45 women (51% and 48,9% respectively) (Appendix 4). 
 

4.2.2 The Mecenat Card 

4.2.2.1 Appliance Awareness 

In this section the Mecenat card and the students’ awareness towards its use as well as the 
perception of the communication of the use of the card among students was explored (Ta-
ble 4.3). In this section there was no Cronbach Alpha computed due to the fact, that the 
two variables were not used as a grouped variable. 
 
Table 4.3 Frequencies - The Mecenat Card 

  No. Question 
Strongly 
disagree 2 3 4 

Strongly 
agree 

Mean 
value 

Standard  
deviation 

T
he

 M
ec

en
at

 
ca

rd
 

2 I am aware of the 
uses of the card 12,3% 16,6% 29,4% 29,4% 12,3% 3,13 1,197 

3 
I think the commu-
nication of the use of 
the card is sufficient 

38,7% 38,7% 11,0% 8,6% 3,1% 1,99 1,060 

 
The students’ responses concerning their awareness of the uses of the card was scattered 
along the scale. With a mean of 3,13, however, most students were not really certain 
whether to agree or disagree. With regard to the communication, however, the answer was 
clearer, resulting in disagreement with the statement concerning the communication of the 
Mecenat card’s use (mean score of 1,99 out of 5). Furthermore, when breaking down the 
data it could be found that the Swedish students have a higher level of awareness of the us-
es of the card with a mean score of 3,55, while the value for the same statement among in-
ternationals is 2,80. There was also a difference regarding the communication of the uses of 
the card, with the internationals being more dismissive with a mean of 1,78 in comparison 
to 2,25 for the Swedish. However, generally both groups of respondents had a negative at-
titude towards the communication (Appendix 5). The students were also asked to select 
appliance possibilities for their Mecenat card from a given list. This resulted in 5 respond-
ents marking ‘Residence Permit’, 109 went for ‘Membership card for JSA’, 147 selected 
‘Exams’, eight decided ‘Banking’, 113 said ‘Discounts’, eight thought the right service was 
not put up by clicking ‘other’ and four did not know at all what the card could be used for 
(Table 4.4, p. 36). 
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Table 4.4 Uses of the Mecenat Card 

Please give us your opinion what you think the Mecenat card can be used for  
(more than one answer possible) 

Residence 
permit 

Membership 
card for JSA Exams Banking 

Student 
ID Discounts Other 

I do not 
know 

5 109 147 8 100 113 8 4 
3,1% 66,9% 90,2% 4,9% 61,3% 69,3% 4,9% 2,5% 

 

4.2.2.2 Usage Pattern 

The analysis showed that in terms of usage of the Mecenat card, there was a definite trend 
towards non-usage. A thin usage pattern could be observed with only seven people (4,3%) 
stating they were using the card more than once a week and 21 saying they used it approx-
imately once a week. The second biggest concentration with 40 respondents clustered 
around ‘Twice a month’ with 24,5% of total respondents. 29 persons make use of the ser-
vices of the Mecenat card once a month, whereas the most respondents – 31,9% – use it 
less than once a month. The end of the ranks comprises all those, 14 respondents, who 
never use the card (Table 4.5). 
 The data analysed further suggests that international use the Mecenat card less than 
Swedish students (12 respondents; ‘Never’ and 32 respondents; ‘Less than once a month’) 
only at ‘Once a month’ the Swedish respondents, with 16 to 13 respondents, score a bit 
higher. The tendency then evens out towards high usage frequencies until with 10 Swedish 
and 11 internationals for ‘Once a week’, and 3 Swedish and 4 international students for 
‘More than once a week’, the scale concludes (Appendix 5). 
 
Table 4.5 Usage Frequency of the Mecenat Card 

How regularly do you use the Mecenat card? 

More than 
once a 
week 

Once a week Twice a month Once a month 
Less than 

once a 
month 

Never 

7 21 40 29 52 14 

4,3% 12,9% 24,5% 17,8% 31,9% 8,6% 

 

4.2.3 Discounts 

The respondents were also asked to provide insights into their discount-searching behav-
iour, i.e. the way they actively looked for discounts and which product categories were con-
cerned. This resulted in interesting inductions regarding the types of products students are 
looking to make a good deal for. Most of them, 111 respondents, stated that clothing was a 
product category, which they were interested in getting price reductions for. The next 
product category, travelling, was closely followed by groceries and coffee.  
 The product categories that students were not so interested in getting price discounts 
were software and ‘other’. Only 11 respondents marked that they were not looking for dis-
counts at all, compared to 152 respondents who were, in any sort, interested in making a 
good deal with any of the given product categories (Appendix 6). As has been discussed 
above, a majority of both Swedish and international students have answered that they were 
looking for discounts when shopping for certain product categories. For the Swedish stu-
dents books and clothing stand out as two product categories for which discounts are im-
portant. Also the international students are highly interested in getting discounts for 
clothes, which is closely followed by discounts for travelling (Appendix 6). 
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4.2.4  Student Loyalty 

The analyses resulted in a clear picture of respondents’ views of their own loyalty and per-
spectives on factors that influenced this loyalty (Table 4.6). A Cronbach Alpha for this 
statements was 0,833, indicating high reliability. 
 
Table 4.6 Frequencies - General Loyalty 

  No. Question Strongly 
disagree 

2 3 4 Strongly 
agree 

Mean 
value 

Standard  
deviation 

G
en

er
al

 L
oy

al
ty

 

20 

I consider stores where I 
get price discounts to be 
my first choice when 
shopping for the category 
of goods they sell 

9,8% 19,6% 21,5% 33,7% 15,3% 3,25 1,219 

21 
I am likely to recommend 
a store where I get price 
discounts to others 

3,1% 16,0% 19,0% 32,5% 29,4% 3,69 1,146 

No. Question 
Not  

important  
at all 

2 3 4 Very  
important Mean Standard  

deviation 

18 
How important is price 
to make you a store-loyal 
customer 

3,1% 9,8% 16,6% 26,4% 44,2% 3,99 1,133 

 
The questions asked with regard to their general loyalty, i.e. loyalty as a two-dimensional 
construct, suggested that most respondents (44,2%) with a mean value of 3,99 out of 5 
thought price was very important in making them loyal customers. Also were respondents 
likely to make stores that offered them student discounts their first choice (mean value of 
3,25 of 5). The majority of students (32,5% and 29,4%) were prepared to recommend a 
store, where they received discounts, to others. Only 3,1% of respondents strongly disa-
greed with this statement, and did not at all feel like recommending stores that gave them 
student discounts. 
 

4.2.4.1 Behavioural Loyalty 

The first constituent of loyalty that was looked into was behavioural loyalty (Table 4.7). 
With a Cronbach Alpha of 0,809 a high score and thus a high level of internal consistency 
was achieved. 
 
Table 4.7 Frequencies - Behavioural Loyalty 

  No. Question Strongly 
disagree 2 3 4 Strongly 

agree 
Mean 
value 

Standard  
deviation 

B
eh

av
io

ur
al

 L
oy

al
ty

 

5 I go to stores more fre-
quently if I get a lower price 6,7% 16,6% 19,6% 41,1% 16,0% 3,43 1,144 

6 
I consider myself a regular 
customer of stores where I 
have a loyalty card 

24,5% 13,5% 16,6% 25,2% 20,2% 3,03 1,48 

7 I regularly use loyalty cards 
when shopping 

16,6% 23,3% 19,0% 25,8% 15,3% 3,00 1,333 

9 
I consider myself a regular 
customer of stores where I 
get price discounts 

5,5% 16,0% 26,4% 31,9% 20,2% 3,45 1,145 

No. Question Not like-
ly at all 2 3 4 Very  

likely 
Mean 
value 

Standard  
deviation 

8 

Would you still go to these 
stores when you are not a 
student and do not get the 
price discount anymore? 

1,8% 7,4% 31,9% 38,7% 20,2% 3,68 0,941 
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The results show that respondents use to go to stores more frequently when they are of-
fered a lower price (mean value of 3,43 of 5) and student discounts (mean value of 3,45 of 
5). Besides the effects of price and discounts, the effect of loyalty cards on behavioural loy-
alty was investigated. This resulted in a mean value of 3 for people who said they went to 
stores regularly where they had loyalty cards. Furthermore, did 31,9% of respondents state 
that they considered themselves regular users of loyalty cards (mean of 3,45 of 5). Also in-
teresting was the fact that with a mean of 3,68 of 5, most students stated they would still go 
to stores after graduating and not receiving student discounts anymore. 
 

4.2.4.2 Attitudinal Loyalty 

The second constituent of loyalty was elucidated by means of a set of five questions meas-
ured by Likert scales, which also measured a Cronbach Alpha of 0,879. 
 As can be seen in Table 4.8 the attitudinal perspective of loyalty aimed to describe re-
spondents’ emotional aspects towards loyalty cards and price. The results include that re-
spondents believed loyalty cards to provide consumers with good value (3,53 mean of 5 to-
tal) and their preference towards shopping with a loyalty card (2,99 mean of 5). Further-
more, this analysis resulted in the finding that the students generally felt loyal towards 
stores where they got student discounts (3,43 mean value), and had a generally very positive 
perception of stores that offered them as students discount (4,07 mean value of 5). 
 
Table 4.8 Frequencies - Attitudinal Loyalty 

  No. Question 
Strongly 
disagree 2 3 4 

Strongly 
agree 

Mean 
value 

Standard  
deviation 

A
tt

itu
di

na
l l

oy
al

ty
 

10 
I believe that loyalty 
cards provide consumers 
with good value 

3,1% 19,0% 22,7% 32,5% 22,7% 3,53 1,129 

11 
I prefer to shop at stores 
where I have a loyalty 
card 

17,8% 21,5% 17,8% 30,1% 12,9% 2,99 1,324 

12 
I feel loyal towards stores 
where I get price dis-
counts 

6,1% 14,7% 25,8% 36,8% 16,6% 3,43 1,116 

14 
I rather go shopping with 
a loyalty card than with-
out one 

22,7% 16,0% 24,5% 20,2% 16,6% 2,92 1,392 

16 

I intend to do future 
business with stores 
where I get price dis-
counts  

4,3% 11,0% 38,7% 28,2% 17,8% 3,44 1,043 

No. Question Very unat-
tractive 2 3 4 Very at-

tractive Mean Standard  
deviation 

17 

What is your perception 
of stores offering you, as 
a student, price dis-
counts? 

1,2% 1,8% 27,0% 28,2% 41,7% 4,07 0,933 
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4.2.5 Price Sensitivity 

In this section the student’s sensitivity towards price and price reductions (Table 4.9) was 
explored. Again a Cronbach Alpha was computed and resulted in a score of 0,877. 
 
Table 4.9 Frequencies - Price Sensitivity 

  No. Question 
Strongly 
disagree 2 3 4 

Strongly 
agree 

Mean 
value 

Standard  
deviation 

Pr
ic

e 
Se

ns
iti

vi
ty

 

22 
I pay a lot of attention to 
price reductions when I go 
shopping 

4,3% 12,9% 26,4% 30,7% 25,8% 3,61 1,130 

23 
I think that a lower price is 
crucial for my purchase be-
haviour 

9,8% 19,6% 21,5% 33,7% 15,3% 3,38 1,228 

24 
I feel that a store caters to 
my needs by offering a low-
er price 

9,2% 17,8% 25,2% 31,3% 16,6% 3,28 1,204 

25 
I think that the main value 
of loyalty cards is a lower 
price  

3,1% 8,6% 20,9% 32,5% 35,0% 3,88 1,082 

 
The analysis of the students’ price sensitivity showed that most students have a high level 
of price sensitivity (3,61 mean value of 5) when they go shopping and actually look for 
price reductions. Also a majority of students stated that a lower price is crucial for their 
purchase behaviour with a mean value of 3,38. Another factor that was examined was the 
perception of stores offering student discounts to them. This resulted in a majority feeling 
that stores cater to their needs by offering student discounts (mean 3,28). A vast majority 
furthermore were of the opinion that the main value of owning a loyalty card is a lower 
price (3,88 mean value of 5 total). 
 

4.2.6 Factor Analysis 

The variables that made up a total set of 18 items were based on prior qualitative research 
conducted by the authors and own judgement with regard to the variables’ capability of 
clarifying the research interest. The respondents were asked to answer the questions on 
five-point Likert scales all measuring their price sensitivity, behavioural and attitudinal loy-
alty as well as awareness and usage pattern of the Mecenat card. 
 For the variables and data this thesis treats, the KMO resulted in 0,938 and Bartlett’s 
test of sphericity led to an approximate Chi-square of 2562,947, a degree of freedom of 153 
degrees and 0,000 significance. Pallant (2011) refers to a 0,6 score out of 1 for the KMO 
and a p<0,05 score in Bartlett’s test of sphericity as being indicators for the factor analysis 
as appropriate tool. Further backing the decision to opt for factor analysis was the sample 
size of 163 survey respondents. A scree plot alongside eigenvalues greater than 1 was creat-
ed and led in combination with a cumulative variance of 73,492% (component 1: 54%, 
component 2: 11% and component 3: 8%) and three components with eigenvalues over 1 
(9,784, 2,004 and 1,440 respectively) to three factors. 
 The authors desisted from an extension to four components due to the flattening of the 
scree plot (Catell, 1966) after three components, a marginal change in cumulative variance 
and an insufficient loading with items in a four-component solution. The calculation was 
computed once again, however this time demanding a fixed number of 3 factors.  
 The component correlation matrix showed a correlation of component 1 with compo-
nent 2 of 0,571, with component 3 of 0,68 and between component 2 and 3 of 0,107. Fur-
thermore, question 25, ‘I think that the main value of loyalty cards is a lower price’, did, as 
the only outlier, not load as strongly as other items on any factor in neither Pattern nor 



 

40 

Price is 
Value 

Lower price 
crucial for 
purchase 
behaviour 

Lot of  attention 
towards price 

discounts 

Price important 
to make students 
loyal customers 

Regular 
customer at 
stores where 

price reductions 
are given 

Loyal towards 
stores with price 

reductions 

Likely to 
recommend 
stores with 

student 
discounts 

Perception of  
stores offering 

student 
discounts 

Store caters to 
student needs by 

offering 
discounts 

Shop more 
frequently with 
price discounts 

Structure Matrix (Appendix 7). Thus, a Cronbach Alpha for factor 2 was computed, result-
ing in a score of 0,925 for the whole factor and a score of 0,941 if question 25 were delet-
ed. This marginal change, however, did not suffice as argument to omit the question. 
 Since the correlation between component 1 and 2 was strong, a Varimax rotation, as 
suggested by Pallant (2011) was computed and resulted in discrepancies between the two 
results (Appendix 7). The discrepancies however did not suffice to deviate from the com-
ponent structure. 
 The respective Cronbach Alpha scores for the three factors have been computed and 
showed; factor 1: 0,956, factor 2: 0,925 and factor 3: 0,635. Factor 3’s rather low Cronbach 
Alpha was acknowledged, however the three-component solution was, due to its necessity 
for analyses not abandoned. 10 items that loaded strongly on factor 1 (Appendix 7), were 
majorly associated with price and student discounts and its perception by students, thus 
factor 1 was named ‘Price is Value’ (Figure 4.1). 
 The constituents of factor 1 are questions Q23, Q18, Q21, Q24, Q5, Q17, Q17, Q22, 
Q20, Q9 and Q12.  
 The interpretation of the first factor furthermore led to the identification of question 23 
- ‘I think that a lower price is crucial for my purchase behaviour’ - with a loading of 0,896 
as a surrogate variable (SV 1) for the factor.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Figure 4.1 Factor 1 – Price is Value 
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The second factor the analysis computed (Appendix 7) comprised all items that loaded 
high on loyalty card related topics. Thus, factor 2 was named ‘Loyalty Card Perception’ 
comprising questions Q6, Q7, Q10, Q11, Q14 and Q25 (Figure 4.2). 
 The interpretation of the second factor allowed for the identification of question 9 - ‘I 
consider myself a regular customer of stores where I have a loyalty card’ - with a loading of 
0,926 on factor 2 as surrogate variable (SV 2) for the entire factor. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 4.2 Factor 2 – Loyalty Card Perception 

 
The third and last factor (Appendix 7) consisted of two items, which showed high loading 
in regard to awareness and usage of the card; Q3 and Q2. This resulted in the third factor – 
‘Mecenat Card Usage’ (Figure 4.3).  
 For factor 3 no surrogate variable was identified, since the inter-item correlation and the 
fact that it only contained two variables made the task redundant. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 4.3 Factor 3 – Mecenat Card Usage 
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4.2.7 Correlations – Theoretical Dimensions 

The total variables consisted of five-point Likert scales, which allowed every respondent to 
score a maximum of five points on each question – five being the maximum value to score. 
Since every total variable consisted of different amounts of variables, this resulted in TAL 
(Total Attitudinal Loyalty) to have a maximum score of 30, due to the six variables it con-
tained. TBL (Total Behavioural Loyalty) had, containing five variables, a maximum score of 
25. TPS (Total Price Sensitivity) had a maximum value of 20, with four constituent varia-
bles and TL (Total Loyalty) a maximum value of 70 with 14 constituent variables. Moreo-
ver correlations were computed with the, in section 4.2.6 defined, surrogate variables, i.e. 
SV 1 and SV 2. 
 The variables were then correlated in order to evaluate the relationships between the 
different sets (Appendix 8). For all the correlations a total number of respondents (Appen-
dix 8), i.e. N = 163, could have been recognized, as well as N=92 and N=71 for interna-
tional and Swedish students respectively. Furthermore, will only those correlations results 
be presented, that serve the research interest. 
 The results showed that TAL with a mean score of 20,4 out of 25 correlated highly 
(0,890 - Pearson correlation) with TBL (Table 4.10). The positive Pearson score suggests a 
positive relationship between the variables and thus a positive influence on each other, i.e. 
high levels of behavioural loyalty associated with high levels of attitudinal loyalty. TAL also 
was correlated with TPS showing to have a high positive correlation with TPS, i.e. 0,745 
Pearson correlation score. This correlation suggests a relationship between high price sensi-
tivity and high attitudinal loyalty. 
 
Table 4.10 Correlations TAL – Total Variables, SV 1 and SV 2 

	  

Cronbach  
Alpha 0,809 0,879 0,935 0,877 0,833 	  	   	  	  

Means Respondents 1 TBL 2 TAL 3 TL 4 TPS 5 TGL 6 SV 1 7 SV 2 

 20,3804 2 TAL - N=163 0,890 1 0,966 0,745 0,725 0,624 0,831 

 19,9014 2 TAL - N=71 0,892 1 0,967 0,738 0,731 0,645 0,838 

 20,7400 2 TAL - N=92 0,895 1 0,965 0,754 0,723 0,602 0,841 

 
Behavioural loyalty as measured by the total variable TBL was correlated with TPS (Table 
4.11). TBL with a mean of 16,6 out of 25 and TPS with a mean of 14 out of 20 correlated 
with a Pearson score of 0,771. This high positive correlation suggests a positive influence 
of TBL and TPS on each other, i.e. high price sensitivity associated with high behavioural 
loyalty.  
 
Table 4.11 Correlations TBL – Total Variables, SV 1 and SV 2 

	  

Cronbach  
Alpha 0,809 0,879 0,935 0,877 0,833 	  	   	  	  

Means Respondents 1 TBL 2 TAL 3 TL 4 TPS 5 TGL 6 SV 1 7 SV 2 

 16,5951 1 TBL - N=163 1 0,890 0,950 0,771 0,694 0,660 0,859 

 16,2394 1 TBL - N=71 1 0,892 0,942 0,736 0,685 0,644 0,840 

 16,8696 1 TBL - N=92 1 0,895 0,960 0,808 0,721 0,681 0,892 
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The relationship of TL and TPS was also examined, resulting in a Pearson score of 0,831, 
embracing the positive relationship of loyalty from a two-dimensional perspective and price 
sensitivity. TL furthermore scored a mean value of 47,9 out of maximum 70 (Table 4.12).  
 
Table 4.12 Correlations Total Loyalty – Total Variables, SV 1 and SV 2 

	  

Cronbach  
Alpha 

0,809 0,879 0,935 0,877 0,833 	  	   	  	  

Means Respondents 1 TBL 2 TAL 3 TL 4 TPS 5 TGL 6 SV 1 7 SV 2 

 47,9080 3 TL - N=163 0,950 0,966 1 0,831 0,836 0,728 0,819 

 46,4930 3 TL - N=71 0,942 0,967 1 0,827 0,846 0,748 0,805 

 49,000 3 TL - N=92 0,960 0,965 1 0,835 0,833 0,707 0,852 

 
The surrogate variables of factor 1 and 2, as presented in section 5.2.1 were also correlated 
with the total variables on base of a Pearson correlation.  Surrogate variable 1 showed a ra-
ther weak correlation with TBL (0,660) and TAL (0,624), correlated strongly with TPS and 
TL with 0,907 and 0,728 respectively. Surrogate variable 2 correlated highly with TBL 
(0,859) and TAL (0,831). However, also with TL the variable correlated rather strongly 
(0,819). TPS and the surrogate variable 2 correlated rather weakly with a Pearson score of 
0,569. In the table below (Table 4.13) both all the Pearson correlations that were computed 
for the different total and surrogate variables for the total respondents, the Swedish only 
and the international students are depicted as well as the respective Cronbach Alpha. 
 
Table 4.13 Correlations SV 1 – Total Variables and SV 2 

	  

Cronbach  
Alpha 0,809 0,879 0,935 0,877 0,833 	  	   	  	  

Means Respondents 1 TBL 2 TAL 3 TL 4 TPS 5 TGL 6 SV 1 7 SV 2 

 3,38 6 SV 1 - N=163 0,660 0,624 0,728 0,907 0,800 1 0,459 

 3,18 6 SV 1 - N=71 0,644 0,645 0,748 0,930 0,842 1 0,453 

 3,53 6 SV 1 - N=92 0,681 0,602 0,707 0,883 0,748 1 0,491 

 3,03 7 SV 2 - N=163 0,859 0,831 0,819 0,569 0,489 0,459 1 

 3,13 7 SV 2 - N=71 0,840 0,838 0,805 0,518 0,477 0,453 1 

 2,96 7 SV 2 - N=92 0,892 0,841 0,852 0,653 0,539 0,491 1 

 
The analyses were also conducted for TPS, which resulted in high correlation with TBL, 
TAL, TL, TGL, and SV1. However, the correlation showed to be lower with SV2 (0,596 
and 0,518 and 0,653) (Table 4.14).  
 
Table 4.14 Correlations TPS – Total Variables, SV 1 and SV 2 

	  

Cronbach  
Alpha 0,809 0,879 0,935 0,877 0,833 	  	   	  	  

Means Respondents 1 TBL 2 TAL 3 TL 4 TPS 5 TGL 6 SV 1 7 SV 2 

14,1472 4 TPS - N=163 0,771 0,745 0,831 1 0,828 0,907 0,596 

13,3239 4 TPS - N=71 0,736 0,738 0,827 1 0,859 0,930 0,518 

14,7826 4 TPS - N=92 0,808 0,754 0,835 1 0,789 0,883 0,653 
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4.2.7.1 Hypothesis Testing 

From the theoretical background discussed in previous sections and the research interest 
formulated in this work, the following hypotheses were derived in section 2.3.2. They will 
subsequently be discussed by means of the empirical data deducted from analyses. 
 Since all the correlations were, with a value of 0,00 (Sig. 2-tailed), significant at the 0,01 
level (Appendix 8) the formulated null hypotheses could be rejected in their entity.  
 

§ H01: Price sensitivity and student loyalty are positively related. 
Looking at the correlation of TPS and TL it can be found that with scores of 0,831 
for all respondents, 0,827 for Swedish and 0,835 for international students a posi-
tive relationship could be found. Hence, this hypothesis is supported in terms of to-
tal loyalty. 

 
§ H02: There is a relationship between price sensitivity and behavioural, attitudinal loyalty as well 

as loyalty as a two-dimensional structure. 
The effect of price sensitivity among the respondents on total behavioural loyalty 
(TBL) was with 0,771 (total respondents) and 0,736 (Swedish students) and 0,808 
(international students) a bit lower than its correlation with total loyalty but still 
highly significant. This result is clearly similar to the TAL score with 0,745 and 
0,738 and 0,754 for again total respondents, Swedish and international students re-
spectively. Since H01 was supported, the correlation between TPS and TL is pre-
supposed and thus this hypothesis is also supported. 

 
§ H03: Loyalty programs evoke student loyalty. 

In order to clarify this hypothesis, the correlation between SV2 – question 6 – and 
student loyalty will be explored. The correlation between SV2 and TL was found to 
be highly significant with a score of 0,819. Looking a bit deeper into it, so does loy-
alty card perception, represented by SV2, also correlate strongly with TBL and 
TAL; 0,859 and 0,831 respectively. Thus, this hypothesis is affirmed. 

 
§ H04: There is an association between price sensitivity and both awareness and use of the Mecenat 

card as well as loyalty cards in general. 
The correlation between the respondent’s price sensitivity (TPS) and their aware-
ness and use of the card and loyalty programs in general correlates slightly with 
0,691. Thus, this hypothesis passes, however the authors acknowledge the fact that 
this relationship correlated only mediocre (Appendix 8). Furthermore, was the cor-
relation computed between TPS and question 2 – ‘I am aware of the use of the 
card’ – resulting in a correlation of 0,135 (Appendix 8). It can thus be said, that 
there is only a very low association between TPS and use and awareness of the Me-
cenat card. This hypothesis could be authenticated, however the low correlation be-
tween TPS and question 2 has been recognized. 

 
§ H05: There is a difference between Swedish and international students concerning price sensitivity, 

student loyalty and use and awareness of the Mecenat card. 
Concerning TPS it could be found, that Swedish students responded less price sen-
sitive (0,736) than did internationals (0,808). With regards to TL the analyses 
showed that Swedish were only a bit less loyal than internationals with 0,827 and 
0,835 respectively. Regarding the usage of the card, however, the analysis showed 
that internationals were, with a mean of 2,80 out of 5, majorly less aware of the uses 
of the Mecenat card than their Swedish colleagues (3,55 out of 5). 
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4.2.8 Independent-Samples T-Test – Nationality 

The total variables that were computed for the data set were furthermore checked for their 
build regarding nationality of respondents and their difference or indifference evaluated by 
means of Levene’s test of Equality of Variances (Appendix 9). Basically, the respondent 
number N=163 consisted of 71 Swedish and 92 international students. The significant dif-
ference was marked for the respective variables. 
 With regards to TBL (Table 4.15) this could be broken down to a mean score of 16,23 
for Swedish and 16,86 for international students. After being tested with Levene’s test for 
Equality of Variances and a resulting score of Sig. 0,022 and Sig. (2-tailed) of 0,377 no sta-
tistical significant difference could be found. This result suggests that international students 
are equally behavioural loyal as are their Swedish colleagues. 
 
Table 4.15 Independent-Samples T-Test – Nationality and TBL 

Total  
Variable   

Swedish 
(N=71) 

International 
(N=92) 

Significant  
Difference 

TBL 

Mean 
25 max. 

16,23 16,86 

✖ Levene Test 
Sig./Sig. 2 tai-

led 
0,022 0,377 

 
This examination was also conducted for TAL (Table 4.16), where Swedish students scored 
a mean of 19,9 and international students scored 20,75. Levene’s Test, with a Sig. of 0,904 
and a Sig. (2-tailed) of 0,333 no difference could be found. Thus it can be assumed that in-
ternational students were not more attitudinal loyal than were Swedish ones. 
 
Table 4.16 Independent-Samples T-Test – Nationality and TAL 

Total  
Variable 

  Swedish 
(N=71) 

International (N=92) Significant  
Difference 

TAL 

Mean 
30 max. 

19,90 20,75 

✖ Levene Test 
Sig./Sig. 2 tai-

led 
0,904 0,333 

 
With regards to TPS (Table 4.17) the analysis resulted in a mean score of 13,3 for Swedish 
and 14,8 for international students. Here again Levene’s test aided the clarification of the 
difference between the two variables with a Sig. score of 0,470. The Sig. (2-tailed) with a 
score of 0,020 suggests a significant difference between the two variables and TPS, i.e. in-
ternational were more price sensitive than Swedish respondents. 
 
Table 4.17 Independent-Samples T-Test – Nationality and TPS 

Total  
Variable 

  Swedish 
(N=71) 

International 
(N=92) 

Significant  
Difference 

TPS 

Mean 
20 max. 

13,32 14,78 

✔ Levene Test 
Sig./Sig. 2 tai-

led 
0,470 0,020 
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For the total loyalty (TL) variable the T-test resulted in a mean value 46,49 for Swedish and 
49,00 out of 70 for international students (Table 4.18). Levene’s test suggests, with a Sig. of 
0,529 and a Sig. (2-tailed) of 0,196 that the correlation of total loyalty between students 
from Sweden and international students is not significantly different.  
 
Table 4.18 Independent-Samples T-Test – Nationality and TL 

Total  
Variable   Swedish 

(N=71) 
International 

(N=92) 
Significant  
Difference 

TL 

Mean 
70 max. 46,49 49 

✖ Levene Test 
Sig./Sig. 2 tai-

led 
0,529 0,196 
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5 Analyses and Interpretation 
This section will explain the empirical findings in front of a sound theoretical background presented earlier. 
The research questions will be answered in a broad context and the findings will be interpreted by means of 
their correspondence to theoretical assumptions. The analysis will follow a systematic approach guided by 
theoretical building blocks and the model developed by the authors. 

5.1 JIBS Students – A Profitable Customer Segment? 
In preceding sections various different perspectives on both pricing strategies and the fi-
nancial environment of students have been introduced. In the following, these theories will 
be confronted with empirical data collected both from a quantitative and qualitative per-
spective.  
 Theory suggests that students are a worthwhile customer segment for a wide range of 
companies particularly concerning long-time perspectives and maximizing profit (Schma-
lensee, 1981). The findings clearly show these chances; most of the JIBS students, hence-
forth referred to as students, were ready to purchase from stores that offered them student 
prices even after graduating, i.e. under circumstances that would not anymore allow them 
to redeem any price reductions of that kind.  
 However, in order to leverage these profit opportunities that come with long-term cus-
tomer relationships with students, a company has to first understand the segment’s charac-
teristics (Lewis, 1993, Soutar & Turner, 2002). A pivotal characteristic of the student seg-
ment is its financial constraints. Hence, it could be assumed that students are generally 
price sensitive, as has been discussed on base of findings of Leslie and Brinkman (1987), 
Heller (1997) and Hossler et al. (1998). 
 The analyses in this regard showed, that the students not only considered themselves 
price sensitive but the findings revealed that most students were actively looking for a good 
deal. This result corresponds to Levy et al.’s (2004) work on price awareness in different 
customer segments. It could also be found that the students were of the opinion that a 
lower price is crucial for their purchase behaviour in general. This infers that students are 
generally price aware and proactively build price thresholds that allow them to react to the 
smallest price changes. This finding is backed up by the work of Kalyanaram and Little 
(1994), who mention the increase in probability of response to a lower price with increase 
in general price importance for the customer’s purchase behaviour and furthermore holds 
true with the of Kim et al. (1999) mentioned effect of price on brand choice independently 
of product category. 
 Thus, it can be supposed that the found levels of price sensitivity and the associated 
price acceptability, as discussed by Gabor and Granger (1979), within the students leads to 
a confirmation of the demand curve introduced by Kotler and Keller (2009). This again 
feeds back into the assumptions of profit maximizing price discrimination made by Holmes 
(1989). 
 Another very interesting fact is that students majorly stated that they found stores ca-
tered to their particular needs by offering student price reductions, with 35% strongly 
agreeing and 32,5% agreeing. This is further emphasized by the students’ perception of 
stores that offered them student prices, where 41,7% stated they found those stores ‘Very 
attractive’. Particularly international students, who in most cases carry the burden of high 
tuition fees at JIBS, depend on student price reductions (Respondent 2F, 2012). 
 These findings let assume the generalizability of the findings of Lewis (1993) and Soutar 
and Turner (2002), who deal with marketing to students within the banking and education-
al industries respectively. Especially Lewis’ (1993) work seems to apply, since she mentions 
the importance for companies to be perceived as caring and catering to the special needs of 
students.  
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5.2 Deal Prone or Conventional Customer? 
Reflecting back on the works of Webster (1965) and Montgomery (1971) the importance of 
demographic data in order to assess different customer segments’ price sensitivity becomes 
obvious looking into the findings of this work. But how does this price sensitivity actually 
show in practice?  
  Students’ price perception and their discount-search patterns clearly stand out in the 
findings. As can be seen in Figure 5.1 out of 163 students only 11 (6,7%) marked they were 
not in any way looking for discounts. The remaining 93,3% respondents stated that they 
were looking for discounts across a variety of product categories with clothing leading the 
ranks, followed by travelling, groceries, coffee and other product categories. 
 

Figure 5.1 Student Discount Search Pattern 
 
These results clearly also feed back into the profit maximization potentials of customer-
segment pricing as mentioned by Holmes (1989) and also discussed by Kotler and Arm-
strong (2010), who mentioned the effects of a lower price on higher demand. Thus, it can 
be said that student price reductions, taking into account the aforementioned deal suscepti-
bility of students, due to a high level of price sensitivity, actually have an aiding effect for 
companies to leverage higher sales and thus create higher revenue. For students on the 
other hand, price reductions cater to their budgetary constraints by at the same time ena-
bling them to purchase goods they could not afford for full price – ‘If I know that I get a 
discount, I would choose that product over others, this is because I am a student and do 
not have that much money in order to choose’ (Respondent 2B, 2012). Thus, price reduc-
tions, as one respondent put it, ‘help me to shop more than I could if I had to pay the full 
price’ (Respondent 1D, 2012). This statement also reflects in the findings regarding the 
regularity with which students went to stores where they got price discounts; 20,2% strong-
ly agreed and 31,9% agreed that they were regular customers of stores that offered them 
student price reductions. 
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5.3 The Mecenat Card - An Easy Way to Student Discounts? 
It has been made clear before that theories and findings comply very well. But what about 
the practical use of the Mecenat card? As has been discussed, students have a high level of 
price sensitivity and their purchase behaviour depends on a good price, which they proac-
tively look for almost independently of product category. Now the dots need to be con-
nected and the Mecenat card as the gatekeeper to a vast array of student discounts will be 
put in the mix. 
 Following the theories promoted by Yi and Jeon (2003), de Chernatony et al. (2011) and 
Kotler and Keller (2009) student loyalty can be evoked by promising financial compensa-
tion, i.e. offering financial incentives. The Mecenat card was, as a loyalty program, thus pre-
sented as a channel by which companies could offer their financial compensations to stu-
dents. First, however, it had to be made clear if students were aware of this offer. 
 In terms of awareness of the uses of the card the respondents were found to generally 
know what they could use the Mecenat card for (Figure 5.2). The analyses resulted in a 
somewhat positive trend with 28,9% of respondents stating they were not sure what to do 
with the Mecenat card. 18,5% and 21,7% of international students stated they were not 
sure or unsure what to use the card for, compared to only 4,2% and 9,9% Swedish students 
who answered the same.  
 This knowledge was then further tested by giving the respondents an array of possibili-
ties to choose from. This resulted in 147 respondents knowing that they had to have the 
Mecenat card for exams (90,2%), then followed by Discounts (69,3%), Membership card 
for the Student Union, and Student ID. Interesting in this regard was the high number of 
respondents who stated that they thought the card could be used for Banking (4,9%) for 
something totally different; Other (4,9%) as a Residence Permit (3,1%) and four respond-
ents (2,5%) did not know at all what they could use their Mecenat card for. 
 

Figure 5.2 Uses of the Mecenat Card  
 
Furthermore, the discussions led in the focus groups showed that there was a big differ-
ence between Swedish and international students with regard to appliance awareness and 
usage pattern of the card. The Swedish students were generally aware of the uses of the 
card, with four people stating they knew of the discounts redeemable by use of the card 
and only one arguing for usually not connecting the card to student discounts. 
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For the international students, however, the picture was different; the respondents were 
uncertain of the usage of the card, and only in the course of the discussion realized that 
they were granted student discounts by means of the card. Only one had had prior experi-
ence with the card and also only due to previous studies in Sweden. 
 But also the quantitative results showed that Swedish students were much more likely to 
have heard and used the card than their international colleagues (Figure 5.3). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 5.3 Mecencat Card Usage Frequency  
 
Thus, although neither Swedish nor international students seem to be overly regularly using 
the card with only three and four respondents respectively, the trend shows to be directed 
towards seldom to non-usage. Interesting here is, that the values are increasing for interna-
tional students towards rareness of use with 32 international students claiming to use the 
card less than once a month or even never (12 respondents).   This can be traced back to 
the insufficient communication of the card by Mecenat AB; Swedish students have the ad-
vantage of being addressed in Swedish, whereas there is no English version of correspond-
ence for international students. The students’ perception of effectiveness in communica-
tion efforts on the side of Mecenat AB was explored and resulted in almost 78% of total 
respondents stating they did not think the communication with regard to the Mecenat card 
and its services sufficed. Breaking down the responses on base of nationality this showed 
an even clearer picture of disagreement with Mecenat AB’s efforts (Figure 5.4). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 5.4 Communication of the Mecenat Card 
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What, however, needs to be considered here is that looking at the data set and the analyses 
conducted it can be found that although a big part of students are not really sure, particu-
larly looking at international students’ responses, what the card can be used for, most of 
them gave their opinion when confronted with a selection of usage possibilities. This al-
lows for the assumption that upon aided recall, people can either remember or take an ed-
ucated guess with regard to the uses of the Mecenat card. In unaided recall situations, how-
ever, especially the international students lack the knowledge. This assumption is further 
backed up by the students’ generally dismissive perception of the Mecenat card’s commu-
nication entertained by Mecenat AB. 
 

5.4 Student Loyalty Does Not Come Free 
Since it has been argued that the Mecenat card is a loyalty program, in the following the 
theoretical assumptions regarding loyalty programs, i.e. the conventional views, and the 
empirical findings concerning the Mecenat card and student loyalty will be confronted. 
This section will be divided up into three parts that allow for a structuring of loyalty into its 
two constituents and loyalty as a two-dimensional approach. 
 

5.4.1 The Price of Behavioural Loyal Students 

As has been discussed in previous sections, long-term relationships with students cater to 
companies’ long-term perspective goals and thus their business continuity over time. This 
is to a big part dependent on the revenue generated from customers. Thus, as Jacoby and 
Chestnut (1978, in Bridson, Evans & Hickman, 2008) put it, behavioural loyal customers, 
i.e. customers that come back to the store and purchase anew, are pivotal. In a next step it 
has been argued, that a vital way for companies to evoke student loyalty is by promising fi-
nancial compensation (e.g. Yi & Jeon, 2003). Thus, it can be assumed, that students’ repur-
chase or revisiting, without considering any emotional factors such as preference (Peppers 
& Rogers, 2011), can be encouraged by offering them student price reductions. This hap-
pens via the Mecenat card. But how do the findings reflect that? The students were asked if 
they were going to stores more frequently if they got a lower price there, which 16% and 
41,1% strongly to averagely affirmed. One student said that ‘Price is important – when I 
can get coffee cheaper somewhere else – I go there’ (Respondent 2A, 2012). These findings 
supports the assumption that by granting student discounts, companies were making stu-
dents come back to their stores and eventually repurchase. During the discussions the stu-
dents also stated that price was one of the major determinants in their purchase behaviour 
and they used it as a means to evaluate whether or not to revisit and repurchase. Further-
more, it showed that students were ready to re-purchase at stores that had granted them 
discounts as students even after graduating, suggesting a positive relationship between 
granting discounts and student behavioural loyalty in the long run and affirms the argu-
ment of Kotler and Keller (2009) for students as future main source of income. So now 
that this has been clarified, how do companies promote these price reductions to students? 
By means of loyalty programs, of course. Loyalty programs are generally said to be estab-
lished by companies to reward customers for both loyal behaviour and repeat purchase 
(e.g. Demoulin & Zidda, 2008). Although there exist a vast majority of criticising voices 
(e.g. Meyer-Waarden & Benavent, 2010) in this work the positive relationship of loyalty 
programs and behavioural loyalty was tested and affirmed, complying with studies of 
Passingham (1998). The respondents stated that they were not only considering themselves 
regular customers of stores where they had any kind of loyalty card, but further regularly 
used those cards when shopping. 
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5.4.2 Positive Attitudes For a Lower Price? 

Having discussed the behavioural part of loyalty, one must look further into the emotional 
component that makes up loyalty. The theoretical perspective in this regard mainly builds 
on Day (1969) who introduced the idea of loyalty as comprising not only a behavioural but 
an attitudinal component. 
 This thought was picked up by Oliver (1999) and developed to a more general statement 
about attitudinal loyalty that frames it as ‘an intrinsic commitment in a customer to make 
repeat purchase of a preferred product or service on an on-going basis’. 
 This commitment was measured on base of questions that framed the student’s prefer-
ence and commitment towards stores by at the same time examining the underlying moti-
vators. The results are clearly affirming this attitude; the students asked were feeling the 
commitment towards stores on base of lower prices, which also formed their perception of 
the stores as very attractive. Generally speaking this shows that by offering student prices 
companies do not only evoke repurchase on base of mere price oriented motivations, but 
much more cater to an overall sympathy towards their stores or products.  
 The students’ attitude was furthermore measured on base of their perceptions of loyalty 
cards, i.e. if they were committed to using loyalty cards. This resulted in a mediocre, but 
still positive, trend towards preference of shopping with a loyalty card. Which also reflected 
in the results of a question that asked the students for the extent they would rather go 
shopping with a loyalty card than without one, where the actual loyalty card did not so 
much cater to the creation of loyalty towards the respective store. 
 Particularly the findings that connect loyalty cards to the creation of attitudinal loyalty 
comply with critical views of inter alia McGoldrick and Andre (1997, in Garcia, Gutierrez 
& Gutierrez, 2006) who mentioned the insignificant effect of loyalty programs on attitudi-
nal loyalty, due to their main encouragement of behavioural loyalty through financial incen-
tives. Thus, although students found themselves having positive perceptions of and strong 
commitments to stores that offered them student discounts, there was no clear proof to be 
found whether or not loyalty cards cater to the creation of loyalty in a way that a discount 
does. Hence, those findings rather support the works of Tietje (2002, in Garcia et al., 
2006), who mentioned that attitudinal loyalty is the essence of positive attitudes evoked on 
base of rewards and consequently leads to re-purchase. 
 

5.4.3 Student Loyalty – An Interesting Blend 

Loyalty cannot be looked upon as a stand-alone structure. It much rather is a fine-tuned 
blend of different factors that come into play and have the power to change customers’ 
purchase behaviour on base of sometimes not so rational motivations. In this work loyalty 
was explored from a two-dimensional perspective following Day’s (1969) lead and further 
Carpenter’s (2008) thoughts on the importance of cognitive aspects that affect customer 
loyalty, since until then the mere behavioural aspect of loyalty dominated. Bringing the two 
factors together and forming a coherent blend from them, this work provided an insight in-
to behavioural loyalty and attitudinal loyalty. The students showed to not only be open for 
repurchase merely based on price reductions, but furthermore showed to develop high 
sympathy values for the respective stores and willingness to repurchase at later stages in 
their careers. That ultimately feeds back into the long-term goals of every company that 
targets students – profit maximization in the long run (Holmes, 1989, Kotler & Keller, 
2009).  
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5.5 Discounts and Loyalty – A Complex Relationship 
But where does all this knowledge, these affirmed or dismissed theories and all the newly 
created insights into students’ purchase motivation, leave us? It essentially needs to be clari-
fied if there exists a relationship within the complexity of factors, comprising the Mecenat 
card, discounts and student loyalty. Having discussed all the different parts individually on 
base of both theory and empirical findings the two were dovetailed and the newly created 
insights will subsequently be integrated into the theoretical model the authors developed. 
Thus, the building blocks of the model will be evaluated in front of the newly defined 
background, assessed on base of their validity and either awarded a checkmark or not. 
 As a first step, the student and his financial environment (Figure 5.5) were put into the 
centre of attention. Theory and empirical data correlated and agreed that students were deal 
prone, price sensitive customers, that were, due to their financial constraints, proactive dis-
count seekers. Thus, the assumptions of the model’s first building block held true in prac-
tice. 

 
 
 
 
 
 
 
 
 
 
 

Figure 5.5 Student Financial Environment - Reviewed 
 
Furthermore, the analyses resulted in positive relationships between price sensitive stu-
dents, and their behavioural and attitudinal loyalty. This combined with the insights derived 
about students as price sensitive and deal prone customers, allows the assumption that 
when a company offers students price discounts, they will not only become behavioural but 
attitudinal loyal customers. In order to understand the relationship between price sensitive 
customers, i.e. the students, and loyalty, the next building block contains the loyalty varia-
bles of the model. Beginning with attitudinal loyalty (Figure 5.6) the price sensitive students 
were connected to loyalty. 
 

Figure 5.6 Attitudinal Loyalty – Reviewed 
 
The students showed to have not only high levels of price sensitivity, but also showed to be 
attitudinal loyal to companies that offered them a price discount. Thus, a strong relation-
ship between price sensitivity and students’ attitudinal loyalty was found. 
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For the second constituent of customer loyalty – behavioural loyalty (Figure 5.7). – the re-
spondents showed to have similar values. Being price sensitive and deal prone, also made 
them behavioural loyal. This is to be traced back to the fact, as discussed above, that the 
lower price evokes repurchase on base of the financial incentive, which on the other hand 
caters to a liking of the company and evokes attitudinal loyalty that again remains even af-
ter no student discounts are granted anymore. Furthermore, it could have been found that 
the high levels of behavioural and attitudinal loyalty also had a positive relationship with 
each other, suggesting that for students behavioural loyalty and attitudinal loyalty go hand 
in hand. Thus, the assumptions for both attitudinal and behavioural loyalty hold true. 
 

Figure 5.7 Behavioural Loyalty - Reviewed 
 
As mentioned earlier, loyalty can, but not necessarily has to be looked at from its individual 
constituents. It is a blend that connects behavioural and attitudinal aspects, and essentially, 
as Peppers and Rogers (2011) put it, only in this formation can cater to a company’s profit 
goals. Taking into account the already discussed interrelationship of price sensitive custom-
ers, attitudinal and behavioural loyalty, it is not a big surprise that loyalty was also found to 
score high among students. Hence, loyalty in its entity could also be proven among stu-
dents (Figure 5.8). 
 
 

 

 

 
Figure 5.8 Loyalty as a Two-Dimensional Approach - Reviewed 
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So far the dots have all been connected, the students’ assumed financial environment was 
proven, the interrelationship of students, their perception of price discounts and the ap-
pearance of loyalty in general and in its individual constituents has been found to hold true 
in practice.  
 The next building block of the model comprises the student, his Mecenat card, custom-
er-segment pricing and the respective companies that put discounts into place as revenue 
generators and strategic tools, as well as the emergence of student loyalty. 
 The relationship between student loyalty and price discounts on base of their standing 
as a peculiar target group segment has clearly cropped out empirically, and thus the as-
sumptions of customer-segment pricing as a viable tool to evoke student loyalty could be 
affirmed. However, the research interest comprised not only the exploration of these phe-
nomena among students at JIBS but also incorporated the Mecenat card as an example of 
how student discounts were offered to students.  
 In this regard, however, the empirical results showed that although people were active 
deal seekers and prone for a bargain, and this also very positively related to their loyalty 
towards the respective store, their knowledge and usage pattern of the Mecenat card 
squandered the presumed relationship. 
 The model developed in the course of the theoretical research of this work, thus has to 
be elaborated on, again this time incorporating the empirical findings into the model. Since 
it was found that the theoretical assumptions hold true and the empirical findings affirmed 
those presumptions, a positive relationship between customer-segment pricing and loyalty 
could be found (Figure 5.9).  
 Represented by the green arches with plus symbols the model was equipped with an ex-
planation as to how customer-segment pricing can evoke student loyalty; 
 

 
Figure 5.9 Customer-Segment Pricing and Student Loyalty Relationship Model - Reviewed 

 
(1) The students were found to react very well to customer-segment pricing; they wel-

comed it and perceived it as companies catering to their particular student needs. The 
perceptions of the student discounts transited over to the companies, manifested in 
the findings that students were going to re-purchase even after graduating and without 
student discounts. 

 
(2) Thus, companies fulfil their strategic goals by means of offering students discounts, by 

being able to reap not only higher revenue in the future but also cater to image values 
that last.  
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(3) Essentially, it was found that by offering student discounts, companies do not only get 
attitudinal loyal, but behavioural loyal customers that with a high probability will come 
back after graduating – this time paying full price. 

 
If, however, the Mecenat card is incorporated into the model this relationship does not 
longer stand out so clearly. This has various reasons, which are mostly related to the stu-
dents’ awareness and the subsequent thin usage pattern of the card. 
 The students were majorly not sure what to use the card for, although the findings 
show, that under an aided recall situation 113 of 163 respondents stated that the card could 
be used for discounts. This knowledge, however, did not show in the focus groups, where 
most international students said they did not know that the Mecenat card could be used for 
discounts. Another fact that does not speak for the functionality of the Mecenat card as a 
tool to evoke student loyalty is the current usage pattern. Considering the thin usage pat-
tern, especially among international students; 77 out of 92 international students and 58 of 
71 Swedish students stated they used the card twice a month or less. 
 As can be seen in the updated model (Figure 5.10) below, the red arches mark the prob-
lem areas when incorporating the Mecenat card. 
 

Figure 5.10 Customer-Segment Pricing and Student Loyalty Relationship Model – Reviewed Part 2 
 
(1) Again, the student is the model’s initial point. Here the difficulties begin, since the stu-

dent is, although possibly carrying around the Mecenat card in his wallet, not aware of 
its use as a loyalty card and the student discounts redeemable. Considering those that 
know of the card’s uses, it can be assumed, that the communication of stores that col-
laborate with Mecenat, i.e. all the stores that offer students price reductions, is insuffi-
cient, leaving in the dark even those students that would use it as a discount card. 

 
(2) On base of the students either not knowing of the uses of the card, or knowing but 

not using it, the connection between awareness and/or usage pattern of the card and 
the student discounts is disrupted. Thus, although the collaborating companies have 
pricing strategies adapted to their student customers, the students do not redeem it. 

 
(3) This is especially problematic when it comes down to the presumed relationship be-

tween the pricing strategy, the use of the Mecenat card and the development of loyalty. 
As was discussed earlier behavioural and attitudinal loyalty do majorly depend on price 
incentives in price sensitive customer segments. Thus, all those that usually purchase 
on base of price reasons and are consequently behavioural loyal to stores, are not at-
tracted to the respective stores because they do not know of the price incentives. 
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Regarding attitudinal loyalty, the same applies, however in this concern, there are no posi-
tive perceptions of students towards the stores, since they, due to their unawareness, never 
find out about the pricing strategy that is particularly established to address their needs. 
 Consequently companies are not able to reap the designated profits create and long term 
relationships with their student customers, which concludes the circle of dysfunction. 
It should be made clear, however, that this research just marks one moment in time. If Me-
cenat AB were interested in incorporating the improvements suggested in section 6.2.1 this 
relationship could easily be realized. 
 

5.6 Student Discounts from a Nationality Perspective 

S – Hey, have you seen the new pants I bought?  
I – I like them! How much did you pay? 

S – I got discount because I showed my Mecenat 
card and made a really good deal. 

I – Really? I also have the card but was not sure it 
could be used for that. However, discounts are always 
nice, especially for students with a tighter budget. 

S – Yes, Mecenat’s idea of giving students access to 
discounts is good, both for the students themselves 
and the companies providing the discounts, which in 
turn can build relationships with their student target 
group. I often look for low prices when shopping 
and am therefore tempted to go to the stores that 
offer me discounts on a regular basis.  

I – Price reductions are important for me as well. I 
and some of my international friends pay tuition fee 
and therefore we have to think about our budget. 
Thus, I am of the opinion that price reductions make 
me go back to a store or buy a certain brand again.  

S – Same here, a low price is an essential factor when 
shopping and therefore I go to stores more fre-
quently if I get a discount. However, I not only go 
there, I also like the stores giving me discounts since 
they offer something that is important for me. 

I – Yes, I totally agree. I have a positive attitude to-
wards those stores and in combination with price be-
ing important for me as a customer, I go there again.  

S – Price reductions are important and I think we 
can conclude that they can make both you and me 
loyal, both in terms of repeat purchase and positive 
attitudes.  

I – You are right. Well, I have to run and defend my 
thesis now. Catch you later! 

S – Good luck! See you.

I – International 
S - Swedish 

Sandevärn, 2012 
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6 Conclusions and Outlook 
In this section a comprehensive summary of the previous analysis chapter will be provided and the research 
questions will be answered by means of empirical and theoretical findings, as well as the analyses thereof. 

6.1 Conclusion 
JIBS students are a highly profitable customer segment, who feel loyal towards stores that 
offer them student price reductions. This leads to high sympathy values for the respective 
companies and stores, evokes repurchase on base of both the lower price and the overall 
very attractive perception of the stores. The companies can hence build on the relation-
ships established with students and, according to the students, count on them as future 
source of income. 
 
Research Question 1:  
What role does price sensitivity play in evoking student loyalty and what are the perceptions of student dis-
counts among international and Swedish students at JIBS? 
 
 Price sensitivity was found to play a major role, since price, among other factors such as 
quality and lifestyle, was evaluated as one of the biggest influencers of student purchase 
behaviour. Generally price sensitive students are more likely to purchase on base of lower 
prices, which evokes repurchase, i.e. behavioural loyalty, and caters to a positive perception 
of the respective store, i.e. attitudinal loyalty.  
 Generally there are no significant differences between Swedish and international stu-
dents in terms of their discount perceptions. International students, however, are more 
price sensitive than are their Swedish colleagues, which can be traced back to the fact that 
some are paying tuition fees at JIBS, which naturally constrains their budget and for some 
it is a big financial endeavour to move to and live in Sweden. 
 Swedish students on the other hand also look for price discounts proactively, however, 
as stated above, they are less price sensitive, i.e. their price acceptability is higher than their 
international fellows’. 
 
Research Question 2:  
What usage pattern, level of awareness and perception of the Mecenat card as a loyalty program, can be 
found among students at JIBS? 
 
 The Mecenat card, although a necessity that was considered mandatory to have, showed 
to be something that people could not really attach to specific uses. Despite their 
knowledge of the Mecenat card as a document obligatory to bring for exams at JIBS, most 
students were unaware of its use as a discount card. Upon aided recall, i.e. when the stu-
dents were offered a selection of both wrong and right appliance options for the card, 
however, the vast majority went for discounts as a use. This on the other hand had to be 
looked at critically, since the multiple choice character of the question allowed for a combi-
nation of selections, which also resulted in some mixing wrong and right answers, e.g. dis-
counts and residence permit. This, combined with the rather thin usage pattern of the Me-
cenat card suggests that there is no clear usage pattern and the general appliance awareness 
of the Mecenat card showed to be low. 
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Research Question 3:  
To what extent can a potential relationship be found between customer-segment pricing and the development 
of attitudinal and/or behavioural loyalty among Swedish and international students at JIBS, drawing on 
the example of the Mecenat card? 
 
 The relationship between customer-segment pricing and students’ attitudinal and behav-
ioural loyalty could both be found for Swedish and international students alike. It showed, 
however, that as soon as the Mecenat card was made a pivotal component of the model, 
the relationship ceased to exist in the form it worked prior to the consideration of the Me-
cenat card as a tool to grant access to student discounts. This can be traced back to the 
card’s low appliance awareness levels among students at JIBS and the subsequent sparse 
usage pattern. This again, is a direct consequence of the insufficient communication of the 
card’s value, its uses, and particularly problematic for international students; the fact that 
the communication is, in most instances, in Swedish. 
 

6.2 Discussion 
Reflecting back at the theoretical background, the empirical results, the analyses conducted 
and the findings seen in all of them, in this section speculative thoughts that came up dur-
ing the work will be presented. 
 Academic theory and literature have both alike widely neglected the topic of students as 
a customer segment. The pricing strategy that companies can put into action addressing 
particular customer segments is also scarcely discussed. The theories and critical alterca-
tions further do not live up to the expectations most companies have in its effects upon 
application in retail.  
 Students as a customer segment seem, on the one hand, to be pivotal as a future source 
of income, i.e. a company can cater to establishing a loyal target group that is highly edu-
cated and predestined for a good career and the subsequent salary allowing for extensive 
shopping trips.  
 On the other hand, however, are students and customer-segment pricing, due to their 
momentary financial constraints, unattractive short-term profit perspectives and seemingly 
high cost for the companies, neglected both in marketing practice and in theory. 
 The analyses tendered the comparison of students and their Mecenat card with a thirsty 
traveller. The thirsty traveller, who, despite his agonizing thirst and the fact that he holds a 
bottle of fresh water in his hands, does not know how to open and drink it or, even worse, 
does not know that the water he is holding could satisfy his need. The student on the other 
hand is in need of discounts, proactively seeking for them, carrying around the Mecenat 
card in his pocket, not aware of its capabilities. 
 

6.2.1 Managerial Implications 

This work turned out to have a significance not only for the fields of interest but beyond 
that yielded results that allow for the deduction of suggestions for practical improvements 
of the Mecenat card for the issuing institution Mecenat AB. These implications are mainly 
based on the discussions led in the course of qualitative research and can be further gener-
alized by means of back up from quantitative findings.  
 
(1) Since the main hindrance for the Mecenat card in the model and basically within the 

minds of the students at JIBS, is the little usage and the marginal awareness of its use, 
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the first implication suggests the improvement of the communication measures. A first 
step could be the extension of the communication to English to provide international 
students with the same pieces of information as their Swedish colleagues.  

 
(2) The Mecenat card could be equipped with a price-saving scheme, which allowed every 

student to trace back the exact amount saved by means of the Mecenat card. These 
amounts could be published online and eventually turned into an online competition 
between students for who saved the most money in a given amount of time. Compa-
nies on the other hand could be encouraged to become the one store where students 
save the most, or where students get offered the broadest array of discounted mer-
chandise. This again, since serving publicity goals, could allow for more companies 
wanting to collaborate with Mecenat AB and also cater to the aforementioned im-
provement goals of the general communication. 

 
(3) Although it has already been mentioned before, a main improvement of the service 

would comprise the extension of the Mecenat card’s cooperation stores to more edu-
cation relevant stores, e.g. stationary and office supplies.  

 
(4) The last improvement contains suggestions for improving the Mecenat smartphone 

application. This app could be used more extensively by students for the communica-
tion and promotion of stores that offer student discounts in and around the student’s 
current vicinity. 

 

6.2.2 Limitations 

Due to the use of non-probability sampling techniques for both the qualitative and quanti-
tative research the respondents might not be representative for all the students of JIBS and 
the results could therefore not be generalized to the whole population. However, 163 re-
spondents for the survey were seen as sufficient in order to draw conclusions, provide the 
reader with a sound overview of the opinions of the students and decide whether or not a 
relationship between customer-segment pricing and student loyalty could be found. 
Though, a bigger sample size and the use of a probability sampling technique could have 
increased the possibilities of generalising the result. Furthermore, the research only took 
place at JIBS and these students might not be representative for Swedish or international 
students in general. However, it was not in the researchers’ interest to yield any generaliza-
tions from the result to all students in Sweden. Rather the study should be looked at as first 
step in investigating the aforementioned possible relationship between customer-segment 
pricing and loyalty among students, which, in a next step, could be used as a basis for fur-
ther research, as discussed in section 6.2.2.  
 What also should be taken into account is that the results derived from the focus groups 
were, due to the mere nature of this research form, subject to the individual course of the 
discussions held at that very point in time. This furthermore aggravated the formulation of 
generalizations for the JIBS student body in its entity. Also, since it was a group discussion, 
the respondents might have been affected by each other and thus could have been reluc-
tant to express their true opinions. However, the findings showed to be coinciding with the 
statements made by the survey respondents affirming their validity, and the open atmos-
phere in the group discussions vanquished any assumptions of reluctance to discuss. 
 Moreover, it was acknowledged that, due to the aforementioned hindrance through the 
unsolicited bulk email policy at Jönköping University (section 3.5), the distribution to the 
whole population was aggravated. 
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6.2.3 Suggestions for Further Research 

This study’s main focus resided on pricing to students, their perceptions and loyalty, pur-
chase behaviour, and relationship with the Mecenat card. The theoretical background was 
firmly researched and allowed for in-depth insights into pricing to students and loyalty, 
their relationship and the implementation of the Mecenat card. The model developed ca-
tered not only to a better comprehensibility but allowed for a depiction of the process in 
focus from both a student and a company perspective. The research method perfectly fit 
the research interest and the combination of focus groups prior to quantitative research 
lived up to the highest of expectations majorly aiding the successful forthcoming of the 
work. 
 However, the topic stretches way further than could be grasped in the pre-defined scope 
of the thesis at hand. Price is, despite its major importance, only one component that 
evokes loyalty among students, which can further be understood as a far more complex 
topic than could be discussed. 
 Moreover, is the Mecenat card collaborating with so many stores, ranging from high in-
volvement to low involvement product retailers and from blue chip companies to smallest 
outlets as well as from monopolists to highly competitive markets subjected to price wars. 
Thus, only a general view was taken in this work, allowing for a first insight into the topic, 
building the foundation for further research that could concentrate its interest in specific 
areas suggested and presented here. 
 Hence, further research could concentrate on specific areas of the topic, elaborating on 
either particular companies or products, emphasizing the differences between low- and 
high involvement products in the model presented by the authors. Also, further research 
could be done to evaluate the role of cultural differences of Swedish and international stu-
dents in terms of their loyalty, purchase behaviour and price sensitivity. 
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Appendices 
 
Appendix 1 – Survey 
 
§ Please state if you are a Swedish or international student at JIBS  

Swedish  International  I am not a student at JIBS 
 
§ Please give us your opinion what you think Mecenat card can be used for 

More than one answer is possible 
Residence permit, Membership card for JSA, Exams, Banking, Student ID, Discounts, 
Other (open-ended), I do not know 

 
§ Please answer the following statements on basis of the Mecenat card 

5-step Likert scale ranging from Strongly disagree à Strongly agree 
I am aware of the uses of the card 
I think the communication of the use of the card is sufficient 

 
§ How regularly do you use the Mecenat card 

More than once a week, Once a week, Twice a month, Once a month, Less than once 
a month, Never 

 
§ Please answer the following statements on basis of loyalty cards in general 

5-step Likert scale ranging from Strongly disagree à Strongly agree 
I regularly use loyalty cards when shopping 
I believe that loyalty cards provide consumers with good value 
I prefer to shop at stores where I have a loyalty card 
I consider myself a regular customer of stores where I have a loyalty card 
I rather go shopping with a loyalty card than without one 
I think that the main value of loyalty cards is a lower price  
I feel that having a loyalty card gives me a sense of belonging 

 
§ In your opinion, what is the biggest benefit of having a loyalty card? 

The free items I can get, The lower price I can get, The better customer service I can 
get, The sense of belonging, The enjoyment of collecting points, Other (open-ended) 

 
§ How important is price to make you a store-loyal customer? 

5-step Likert scale ranging from Not important at all à Very important 
 
§ Please answer the following statements 

5-step Likert scale ranging from Strongly disagree à Strongly agree 
I pay a lot of attention to price reductions when I go shopping 
I go to stores more frequently if I get a lower price 
I think that a lower price is crucial for my purchase behaviour 
I feel that a store caters to my needs by offering a lower price 
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§ What is your perception of stores offering you, as a student, price discounts? 
5-step Likert scale ranging from Very unattractive à Very attractive 

 
§ Would you still go to these stores when you are not a student and do not get the 

price discount anymore? 
5-step Likert scale ranging from Not likely at all à Very likely 

 
§ Please answer the following statements 

5-step Likert scale ranging from Strongly agree à Strongly disagree 
I consider myself a regular customer of stores where I get price discounts 
I feel loyal towards stores where I get price discounts 
I intend to do future business with stores where I get price discounts 
I consider stores where I get price discounts to be my first choice when shopping for 
the category of goods they sell 
I am likely to recommend a store where I get price discounts to others 

 
§ For what do you look for price discounts? 

More than one answer is possible 
Clothing, Coffee, Software, Groceries, Books, Travelling, Other (open-ended), I do 
not look for discounts 

 
§ Where do you find out about price discounts? 

More than one answer is possible 
Online, Mobile phone, Newspapers, Magazines, Point-of-sale promotion, Other 
(open-ended) 

 
§ What loyalty cards do you have? 

More than one answer is possible 
IKEA Family, H&M, ICA Student or ICA customer card, Hemköp customer card, 
Frequent flyer program (e.g. EuroBonus, Miles & More), Other – Please state at least 
one alternative (open-ended), I do not have any loyalty cards 

 
§ Please state your gender 

Male Female 
 
§ Please state when you were born 

Drill-down list  
 
§ Which budget do you have available every month for shopping and leisure ac-

tivities? 
The alternatives are given in SEK 
0-2000, 2001-4000, 4001-6000, 6001-8000, 8000+, I do not want to disclose this in-
formation 

 
§ Additional comments 
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Appendix 2 – Focus Groups 
 
Focus Group 1 – Swedish Students 
 

  

Variable Respondent 1A Respondent 1B Respondent 1C Respondent 1D Respondent 1E

Awareness Yes Yes Yes Yes Yes

Use

(1) We have to have 
it
(2) Exams

(1) Students get it 
when paying the 
student union fee.
(2) But I do not 
usually connect the 
Mecenat card to 
discounts, I rather 
have it because I have 
to buy it.
(3) Probably only big 
companies offer 
discounts via the 
Mecenat card
(4) The discounts are 
a tool by which 
companies want to tie 
us to them for the 
future.
(5) They know you as 
a student can't afford 
it, they help you.

(1) I am aware of the 
discounts. 
Unfortunately I 
usually forget to 
redeem it.

(1) Discounts - I used 
it last week for a 10% 
discount on a burger
(2) I buy all my shoes 
online, at a store that 
in cooperation with 
Mecenat gives me 10-
15% discount. I feel 
that is a good deal 
and so I only buy 
there.
(3) I also use Mecenat 
before I buy 
something and look if 
I can find a discount 
for that

(1) Exams
(2) Discounts - I used 
it for coffee the other 
day.

Loyalty

(1) Not because of 
the Mecenat card. But 
due to high quality, a 
speciality, a good 
view in a café
(2) Price normally 
does not matter so 
much, although 
discounts make you 
want to go there even 
more often

(1) I don't consider 
myself a very loyal 
customer. 
(2) I buy things that I 
like, need 
independently from 
which store. 
(3) Then again I 
usually go to the 
closest store and also 
because I get a 
discount there.

(1) I am loyal to 
Apple, lately I bought 
an iPad. It was either 
an iPad or no Pad at 
all.

(1) I am through 
Mecenat loyal to 
various companies. 
It offers me the best 
price, and that caters 
to my needs as a 
student.

(1) I am loyal to 
companies that give 
me a blend of all 
different factors, 
price definitely plays a 
major role. 
(2) A discount makes 
me go to a store 
regularly.

Price

(1) Price normally 
does not matter so 
much, although 
discounts make you 
want to go there even 
more often.
(2) It also depends on 
what you get for your 
money

(1) I usually look for 
the cheapest 
alternative and price 
is very important.

(1)Price does not 
matter - Most 
important is that they 
have what I want in 
stock.

(1) I would like to 
shop more than I 
have money for. 
Discounts help me to 
shop a bit more.
(2) Price is very 
important for me

(1) Price is important

Improvement

(1) Bring together all 
the stores that 
collaborate with 
Mecenat and clearly 
communicate where 
students can get 
discounts.
(2) Improvement of 
the App would also 
be welcome.

(1) Communication 
needs to be more 
transparent

(1) No 
improvements. I 
think everybody 
should be able to find 
out about discounts 
themselves

(1) Extend the 
collaboration to 
school material, 
bicycles etc.

(1) Communicate 
better in English
(2) Print more brands 
on the card
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Focus Group 2(1) – International Students 
 

 
 
  

Variable Respondent 2A Respondent 2B Respondent 2C Respondent 2D
Awareness Yes but only recently Yes, but only recently No Yes

Use

(1) Discounts
(2) Not sure where to 
redeem discounts
(3) International students 
are not very likely to buy, 
e.g. a new Mac.

(1) I always thought of it as 
a student ID
(2) You need to pay for it - 
without it you cannot take 
exams

(1) Student ID (1) Discounts
(2) Student ID

Loyalty

(1) Can only use the 
discounts for one year
within this year loyal, then 
not anymore

(1) I doubt that the card can 
create attitudinal loyalty, 
among international 
students, because they are 
only here for a limited 
amount of time.
(2) It's cool for students to 
get a lower price
Companies can create 
revenue from that
(3) I think it's more a 
behavioural aspect of loyalty
(4) The Mecenat card is also 
not a convential loyalty 
program, and thus I think 
that with the Mecenat card, 
or the discounts you can 
create behavioural rather 
than attitudinal loyalty.

(1) I think that price 
reductions make me loyal - 
both in an attitudinal and 
behavioural way. I go there 
over and over again and thus 
I am loyal
(2) Also because I realize 
that the company cares for 
me, they help me in my 
student situation. I like them 
for that.
(3) If that after my studies 
also combines with a good 
service I would definitely go 
there.

Price

(1) Price is important, when 
I can get coffee cheaper 
somewhere else - I go there

(1) Price is important (1) Price is very important, 
however the discount must 
go beyond a threshold where 
it 'pays off'.

(1) Price is important, but 
then again I want quality for 
my money too.

Improvement

(1) No suggestions - more 
extensive communication 
would not change the usage 
pattern of international 
students.

(1) Communication in 
English
(2) Big lack of information
(3) The letter you get is in 
Swedish - I did not 
understand the further uses 
of the card

(1) Clear communication of 
discount - unclear if fixed 
percentage or different from 
store to store

(1) Print brands on Mecenat 
card of collaborating stores 
in Jönköping
(2) Some collaborating 
stores do not even know 
about the discounts
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Focus Group 2(2) – International Students 
 

 
  

Variable Respondent 2E Respondent 2F Respondent 2G Respondent 2H
Awareness No No No No

Use

(1) Student ID
(2) Entrance card for 
Akademien

(1) Exams (1) Exams (1) Pay student union fee - 
get the card
(2) Exams

Loyalty

(1) A price discount makes 
me loyal in a way, that if I 
know I get a discount, I 
would choose that product 
over others. This is because 
as a student I do not have so 
much money to choose.

(1) I would not come all the 
way from China to buy a 
laptop here, even with price 
discount
(2) But for coffee I would 
and will use my Mecenat 
card
I think companies have the 
responsibility to care for 
students - and in return they 
get loyal customers

(1) I am temporary loyal to 
Swedish stores that cater to 
my needs as a student.

Price

(1) Price is important forme, 
since I pay tuition fee too. 
I thus have to be take extra 
careful with my budget

(1) I would say that i am 
price sensitive
(2) The Mecenat card 
certainly works for 
international students
(3) For behavioural loyalty I 
am sure it works
Attitudinal might follow or 
depend more on other 
factors
(4) In Sweden I am 
temporarily loyal to Swedish 
stores that offer me price 
discounts.

(1) Price is important in a 
way that it makes me do 
trial purchases.
(2) If the price is justified in 
my opinion I would also pay 
a higher price. But as a 
student I would want price 
reductions to come back to a 
store.

Improvement

(1) Clearer communication 
of what shops you can use 
the card in.
(2) Brands more visible on 
the card
(3) A little flyer

(1) I cannot even remember 
that they ever wrote us a 
letter
(2) A lot of people say that 
they paid a lot of money for 
that card and they do not 
know what they can use it 
for besides for exams

(1) Lack of information
(2) Build in a counter that 
measures how much money 
you have already saved by 
means of your Mecenat card
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Appendix 3 - Test for Normal Distribution of Data 
 
Skewness and Kurtosis 
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Skewness and Kurtosis Total Variables 
 

 
Total Variable Descriptives 

 
 
 
 
 
 
 
 
 
  

Descriptive Statistics 

	  	   N Sum Mean Skewness   Kurtosis   

	  	   Statistic Statistic Statistic Statistic 
Std. 
Error Statistic 

Std. 
Error 

Total Attitudinal Loyalty 163 3322 20,3804 -0,241 0,19 -0,773 0,378 

Total Behavioural Loyalty 163 2705 16,5951 -0,027 0,19 -0,785 0,378 

Total General Loyalty 163 1782 10,9325 -0,696 0,19 -0,325 0,378 

Total lLyalty 163 7809 47,908 -0,203 0,19 -0,777 0,378 

Total Price Sensitivity 163 2306 14,1472 -0,384 0,19 -0,642 0,378 

Valid N (listwise) 163             

Total Variable N Min Max Mean 
Standard 
deviation 

Total Behavioral Loyalty 163 5 25 16,5951 4,60225 
Total Attitudinal Loyalty 163 6 30 20,3804 5,52571 

Total General Loyalty 163 3 15 10,9325 3,02893 
Total Loyalty 163 14 70 47,9080 12,23828 

Total Price Sensitivity 163 4 20 14,1472 3,97249 
Valid N 163         
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Appendix 4 – Demographics 

Please state when you were born-Year of birth 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

>1979 2 1,2 1,2 1,2 

1980-1984 24 14,7 14,7 16,0 

1985-1989 93 57,1 57,1 73,0 

1990< 44 27,0 27,0 100,0 

Total 163 100,0 100,0  

 
Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

Please state when you were 

born  
163 1977 1993 1987,35 3,154 

Valid N (listwise) 163     
 
 

Please state if you are a Swedish or international student at JIBS 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Swedish 71 43,6 43,6 43,6 

International 92 56,4 56,4 100,0 

Total 163 100,0 100,0  
 
 

Statistics 

Please state your gender 

Swedish 

Male N 
Valid 35 

Missing 0 

Female N 
Valid 36 

Missing 0 

International 

Male N 
Valid 47 

Missing 0 

Female N 
Valid 45 

Missing 0 
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Appendix 5 – The Mecenat Card 

Descriptive Statistics 
Please state if you are a Swedish or in-
ternational student at JIBS N Minimum Maximum Mean Std. Deviation 
Swedish I am aware of the uses of 

the card 
71 1 5 3,55 1,011 

I think the communica-
tion of the use of the 
card is sufficient 

71 1 5 2,25 1,155 

Valid N (listwise) 71         

International I am aware of the uses of 
the card 

92 1 5 2,80 1,234 

I think the communica-
tion of the use of the 
card is sufficient 

92 1 5 1,78 ,936 

Valid N (listwise) 92         

 

How regularly do you use the Mecenat card? 

Please state if you are a Swedish or interna-
tional student at JIBS Frequency Percent Valid Percent 

Cumulative 
Percent 

 
 
 
 
Swedish 

 
 
 
 
Valid 

More than once a week 3 4,2 4,2 4,2 

Once a week 10 14,1 14,1 18,3 

Twice a month 20 28,2 28,2 46,5 

One a month 16 22,5 22,5 69,0 

Less than once a month 20 28,2 28,2 97,2 

never 2 2,8 2,8 100,0 

Total 71 100,0 100,0   

 
 
 
 
International 

 
 
 
 
Valid 

More than once a week 4 4,3 4,3 4,3 

Once a week 11 12,0 12,0 16,3 

Twice a month 20 21,7 21,7 38,0 

One a month 13 14,1 14,1 52,2 

Less than once a month 32 34,8 34,8 87,0 

Never 12 13,0 13,0 100,0 

Total 92 100,0 100,0   
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Appendix 6 – Discounts 

All Respondents 
For what do you look for price discounts? Clothing 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Not marked 52 31,9 31,9 31,9 

Marked 111 68,1 68,1 100,0 

Total 163 100,0 100,0  

 
For what do you look for price discounts? Coffee 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Not marked 94 57,7 57,7 57,7 

Marked 69 42,3 42,3 100,0 

Total 163 100,0 100,0  

 
For what do you look for price discounts? Software 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Not marked 110 67,5 67,5 67,5 

Marked 53 32,5 32,5 100,0 

Total 163 100,0 100,0  

 
For what do you look for price discounts? Groceries 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Not marked 74 45,4 45,4 45,4 

Marked 89 54,6 54,6 100,0 

Total 163 100,0 100,0  

 
For what do you look for price discounts? Books 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Not marked 72 44,2 44,2 44,2 

Marked 91 55,8 55,8 100,0 

Total 163 100,0 100,0  
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For what do you look for price discounts? Travelling 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Not marked 59 36,2 36,2 36,2 

Marked 104 63,8 63,8 100,0 

Total 163 100,0 100,0  

 
For what do you look for price discounts? Other 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Not marked 127 77,9 77,9 77,9 

Marked 36 22,1 22,1 100,0 

Total 163 100,0 100,0  

 
For what do you look for price discounts? I do not look for discounts 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Not marked 152 93,3 93,3 93,3 

Marked 11 6,7 6,7 100,0 

Total 163 100,0 100,0  

 
Swedish Respondents 

For what do you look for price discounts? Clothinga 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Not marked 29 40,8 40,8 40,8 

Marked 42 59,2 59,2 100,0 

Total 71 100,0 100,0  

 
For what do you look for price discounts? Coffeea 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Not marked 40 56,3 56,3 56,3 

Marked 31 43,7 43,7 100,0 

Total 71 100,0 100,0  
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For what do you look for price discounts? Softwarea 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Not marked 52 73,2 73,2 73,2 

Marked 19 26,8 26,8 100,0 

Total 71 100,0 100,0  

 
For what do you look for price discounts? Groceriesa 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Not marked 36 50,7 50,7 50,7 

Marked 35 49,3 49,3 100,0 

Total 71 100,0 100,0  

 
For what do you look for price discounts? Booksa 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Not marked 26 36,6 36,6 36,6 

Marked 45 63,4 63,4 100,0 

Total 71 100,0 100,0  

 
For what do you look for price discounts? Travellinga 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Not marked 34 47,9 47,9 47,9 

Marked 37 52,1 52,1 100,0 

Total 71 100,0 100,0  
 

For what do you look for price discounts? Othera 

 Frequency Percent Valid Percent Cumulative Per-

cent 

Valid 

0 44 62,0 62,0 62,0 

1 27 38,0 38,0 100,0 

Total 71 100,0 100,0  
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For what do you look for price discounts? I do not look for discountsa 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Not marked 68 95,8 95,8 95,8 

Marked 3 4,2 4,2 100,0 

Total 71 100,0 100,0  

 
International Respondents 
 

For what do you look for price discounts? Clothinga 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Not marked 23 25,0 25,0 25,0 

Marked 69 75,0 75,0 100,0 

Total 92 100,0 100,0  

 
For what do you look for price discounts? Coffeea 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Not marked 54 58,7 58,7 58,7 

Marked 38 41,3 41,3 100,0 

Total 92 100,0 100,0  

 
For what do you look for price discounts? Softwarea 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Not marked 58 63,0 63,0 63,0 

Marked 34 37,0 37,0 100,0 

Total 92 100,0 100,0  

 
For what do you look for price discounts? Groceriesa 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Not marked 38 41,3 41,3 41,3 

Marked 54 58,7 58,7 100,0 

Total 92 100,0 100,0  
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For what do you look for price discounts? Booksa 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Not marked 46 50,0 50,0 50,0 

Marked 46 50,0 50,0 100,0 

Total 92 100,0 100,0  

 
For what do you look for price discounts? Travellinga 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Not marked 25 27,2 27,2 27,2 

Marked 67 72,8 72,8 100,0 

Total 92 100,0 100,0  

 
For what do you look for price discounts? Othera 

 Frequency Percent Valid Percent Cumulative Per-

cent 

Valid 

0 83 90,2 90,2 90,2 

1 9 9,8 9,8 100,0 

Total 92 100,0 100,0  

 
For what do you look for price discounts? I do not look for discountsa 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Not marked 84 91,3 91,3 91,3 

Marked 8 8,7 8,7 100,0 

Total 92 100,0 100,0  
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Appendix 7 – Factor Analysis 
 
KMO and Bartlett’s Test of Sphericity 

  
Scree Plot 

Component Correlation Matrix 



 

 xx 

Oblimin Rotation 



 

 xxi 

Total Variance Explained 

 
Component Correlation Matrix 

 
 
 
  



 

 xxii 

Varimax Rotation 
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Component Transformation Matrix - Varimax 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Cronbach Alpha Factor 1 – ‘Price is Value’ 
 
 
 
 
 
 
 
 
 
Item Total Statistics Factor 1 – ‘Price Is Value’ 
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Cronbach Alpha Factor 2 – ‘Loyalty Card Perception’ 
 
 
 
 
 
 
 
 
 
Item Total Statistics Factor 2 – ‘Loyalty Card Perception’ 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Cronbach Alpha Factor 3 – ‘Mecenat Card Usage’ 
 
 
 
 
 
 
 
 
 
Item Total Statistics Factor 3 – ‘Mecenat Card Usage’ 
 
 
 
 
 
 
Appendix 7 - Correlations 
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Appendix 8 - Correlations 
 
Total Variables – Surrogate Variables with Cronbach Alpha 
 

Cronbach Alpha 0,809 0,879 0,935 0,877 0,833 	  	   	  	  

Respondents 1 TBL 2 TAL 3 TL 4 TPS 5 TGL 6 SV 1 7 SV 2 

1 TBL - N=163 1 0,890 0,950 0,771 0,694 0,660 0,859 

1 TBL - N=71 1 0,892 0,942 0,736 0,685 0,644 0,840 

1 TBL - N=92 1 0,895 0,960 0,808 0,721 0,681 0,892 

2 TAL - N=163 0,890 1 0,966 0,745 0,725 0,624 0,831 

2 TAL - N=71 0,892 1 0,967 0,967 0,731 0,645 0,838 

2 TAL - N=92 0,895 1 0,965 0,754 0,723 0,602 0,841 

3 TL - N=163 0,950 0,966 1 0,831 0,836 0,728 0,819 

3 TL -  N=71 0,942 0,967 1 0,827 0,846 0,748 0,805 

3 TL - N=92 0,960 0,965 1 0,835 0,833 0,707 0,852 

4 TPS - N=163 0,771 0,745 0,831 1 0,828 0,907 0,596 

4 TPS - N=71 0,736 0,738 0,827 1 0,859 0,930 0,518 

4 TPS - N=92 0,808 0,754 0,835 1 0,789 0,883 0,653 

5 TGL - N=163 0,694 0,725 0,836 0,828 1 0,800 0,489 

5 TGL - N=71 0,685 0,731 0,846 0,859 1 0,842 0,477 

5 TGL - N=92 0,721 0,723 0,833 0,789 1 0,748 0,539 

6 SV 1 - N=163 0,660 0,624 0,728 0,907 0,800 1 0,459 

6 SV 1 - N=71 0,644 0,645 0,748 0,930 0,842 1 0,453 

6 SV 1 - N=92 0,681 0,602 0,707 0,883 0,748 1 0,491 

7 SV 2 - N=163 0,859 0,831 0,819 0,569 0,489 0,459 1 

7 SV 2 - N=71 0,840 0,838 0,805 0,518 0,477 0,453 1 

7 SV 2 - N=92 0,892 0,841 0,852 0,653 0,539 0,491 1 
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Total Variables 
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I am aware of the uses of the card - Nationality 

 

 
 
I am aware of the uses of the card - TPS 
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Various variables - All Respondents 

Q2 Q3 Q5 Q6 Q7 Q8 Q9 Q10 Q11 Q12 Q14 Q16 Q17 Q18 Q20 Q21 Q22 Q23 Q24 Q25
Pearson Correlation 1 ,468** ,090 ,224** ,193* -,051 ,110 ,200* ,258** ,060 ,169* ,004 ,063 ,024 ,138 ,065 ,111 ,076 ,090 ,193*

Sig. (2-tailed) ,000 ,253 ,004 ,013 ,518 ,162 ,010 ,001 ,447 ,031 ,964 ,422 ,762 ,078 ,410 ,160 ,338 ,252 ,013

N 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163

Pearson Correlation ,468** 1 ,035 ,063 -,039 -,084 ,025 -,046 ,088 ,036 ,033 -,040 ,020 ,036 ,136 ,099 -,035 ,098 ,032 -,023

Sig. (2-tailed) ,000 ,658 ,423 ,618 ,284 ,752 ,559 ,265 ,650 ,678 ,614 ,803 ,650 ,083 ,211 ,658 ,211 ,688 ,772

N 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163

Pearson Correlation ,090 ,035 1 ,514** ,563** ,117 ,732** ,469** ,525** ,715** ,495** ,539** ,612** ,676** ,723** ,685** ,809** ,779** ,776** ,432**

Sig. (2-tailed) ,253 ,658 ,000 ,000 ,138 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163

Pearson Correlation ,224** ,063 ,514** 1 ,826** ,074 ,626** ,744** ,848** ,608** ,792** ,479** ,374** ,398** ,516** ,351** ,542** ,459** ,487** ,461**

Sig. (2-tailed) ,004 ,423 ,000 ,000 ,351 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163

Pearson Correlation ,193* -,039 ,563** ,826** 1 ,143 ,623** ,730** ,780** ,601** ,738** ,511** ,367** ,372** ,532** ,343** ,623** ,498** ,488** ,437**

Sig. (2-tailed) ,013 ,618 ,000 ,000 ,069 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163

Pearson Correlation -,051 -,084 ,117 ,074 ,143 1 ,112 ,061 ,101 ,049 ,065 ,069 ,153 ,054 ,006 ,046 ,125 ,031 ,134 ,119

Sig. (2-tailed) ,518 ,284 ,138 ,351 ,069 ,153 ,442 ,200 ,535 ,408 ,381 ,051 ,492 ,941 ,559 ,111 ,696 ,087 ,130

N 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163

Pearson Correlation ,110 ,025 ,732** ,626** ,623** ,112 1 ,534** ,631** ,856** ,553** ,637** ,587** ,590** ,758** ,615** ,721** ,675** ,712** ,424**

Sig. (2-tailed) ,162 ,752 ,000 ,000 ,000 ,153 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163

Pearson Correlation ,200* -,046 ,469** ,744** ,730** ,061 ,534** 1 ,723** ,549** ,643** ,461** ,390** ,328** ,535** ,336** ,516** ,388** ,434** ,478**

Sig. (2-tailed) ,010 ,559 ,000 ,000 ,000 ,442 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163

Pearson Correlation ,258** ,088 ,525** ,848** ,780** ,101 ,631** ,723** 1 ,617** ,810** ,447** ,435** ,448** ,576** ,404** ,595** ,504** ,509** ,551**

Sig. (2-tailed) ,001 ,265 ,000 ,000 ,000 ,200 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163

Pearson Correlation ,060 ,036 ,715** ,608** ,601** ,049 ,856** ,549** ,617** 1 ,546** ,716** ,597** ,624** ,768** ,591** ,682** ,645** ,658** ,402**

Sig. (2-tailed) ,447 ,650 ,000 ,000 ,000 ,535 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163

Pearson Correlation ,169* ,033 ,495** ,792** ,738** ,065 ,553** ,643** ,810** ,546** 1 ,462** ,394** ,446** ,521** ,344** ,561** ,465** ,510** ,448**

Sig. (2-tailed) ,031 ,678 ,000 ,000 ,000 ,408 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163

Pearson Correlation ,004 -,040 ,539** ,479** ,511** ,069 ,637** ,461** ,447** ,716** ,462** 1 ,404** ,308** ,563** ,403** ,457** ,422** ,451** ,245**

Sig. (2-tailed) ,964 ,614 ,000 ,000 ,000 ,381 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,002

N 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163

Pearson Correlation ,063 ,020 ,612** ,374** ,367** ,153 ,587** ,390** ,435** ,597** ,394** ,404** 1 ,614** ,667** ,587** ,607** ,573** ,596** ,461**

Sig. (2-tailed) ,422 ,803 ,000 ,000 ,000 ,051 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163

Pearson Correlation ,024 ,036 ,676** ,398** ,372** ,054 ,590** ,328** ,448** ,624** ,446** ,308** ,614** 1 ,610** ,610** ,729** ,744** ,735** ,377**

Sig. (2-tailed) ,762 ,650 ,000 ,000 ,000 ,492 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163
Pearson Correlation ,138 ,136 ,723** ,516** ,532** ,006 ,758** ,535** ,576** ,768** ,521** ,563** ,667** ,610** 1 ,652** ,659** ,690** ,683** ,422**

Sig. (2-tailed) ,078 ,083 ,000 ,000 ,000 ,941 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163
Pearson Correlation ,065 ,099 ,685** ,351** ,343** ,046 ,615** ,336** ,404** ,591** ,344** ,403** ,587** ,610** ,652** 1 ,612** ,645** ,671** ,323**

Sig. (2-tailed) ,410 ,211 ,000 ,000 ,000 ,559 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163
Pearson Correlation ,111 -,035 ,809** ,542** ,623** ,125 ,721** ,516** ,595** ,682** ,561** ,457** ,607** ,729** ,659** ,612** 1 ,811** ,817** ,475**

Sig. (2-tailed) ,160 ,658 ,000 ,000 ,000 ,111 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163
Pearson Correlation ,076 ,098 ,779** ,459** ,498** ,031 ,675** ,388** ,504** ,645** ,465** ,422** ,573** ,744** ,690** ,645** ,811** 1 ,824** ,430**

Sig. (2-tailed) ,338 ,211 ,000 ,000 ,000 ,696 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163
Pearson Correlation ,090 ,032 ,776** ,487** ,488** ,134 ,712** ,434** ,509** ,658** ,510** ,451** ,596** ,735** ,683** ,671** ,817** ,824** 1 ,444**

Sig. (2-tailed) ,252 ,688 ,000 ,000 ,000 ,087 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163

Pearson Correlation ,193* -,023 ,432** ,461** ,437** ,119 ,424** ,478** ,551** ,402** ,448** ,245** ,461** ,377** ,422** ,323** ,475** ,430** ,444** 1

Sig. (2-tailed) ,013 ,772 ,000 ,000 ,000 ,130 ,000 ,000 ,000 ,000 ,000 ,002 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163 163

Correlations

I am aware of the uses of the 
card (Q2)

I think the communication of 
the use of the card is sufficient 
(Q3)

I go to stores more frequently if 
I get a lower price (Q5)

I consider myself a regular 
customer of stores where I have 
a loyalty card (Q6)

I regularly use loyalty cards when 
shopping (Q7)

Would you still go these stores 
when you are not a student and 
do not get the price discount 
anymore (Q8)
I consider myself a regular 
customer of stores where I get 
price discounts (Q9)

I believe that loyalty cards 
provide consumers with good 
value (Q10)

I prefer to shop at stores where I 
have a loyalty card (Q11)

I feel loyal towards stores where 
I get price discounts (Q12)

I rather go shopping with a 
loyalty card than without one 
(Q14)

I intend to do future business 
with stores where I get price 
discounts (Q16)

What is your perception of 
stores offering you, as a student, 
price discounts? (Q17)

How important is price to make 
you a store-loyal customer (Q18)

I consider stores where I get 
price discounts to be my first 
choice when shopping for the 
category of goods they sell (Q20)

*. Correlation is significant at the 0.05 level (2-tailed).

I am likely to recommend a store 
where I get price discounts to 
others (Q21)

I pay a lot of attention to price 
reductions when I go shopping 
(Q22)

I think that a lower price is 
crucial for my purchase 
behaviour(Q23)

I feel that a store caters to my 
needs by offering a lower price 
(Q24)

I think that the main value of 
loyalty cards is a lower price 
(Q25)

**. Correlation is significant at the 0.01 level (2-tailed).
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Various Variables - Swedish Respondents  

Q2 Q3 Q5 Q6 Q7 Q8 Q9 Q10 Q11 Q12 Q14 Q16 Q17 Q18 Q20 Q21 Q22 Q23 Q24 Q25
Pearson Correlation 1 ,368** ,119 ,309** ,269* -,047 ,122 ,236* ,314** ,110 ,282* ,074 ,073 ,034 ,115 ,038 ,097 ,096 ,121 ,290*

Sig. (2-tailed) ,002 ,323 ,009 ,023 ,696 ,311 ,048 ,008 ,360 ,017 ,539 ,544 ,781 ,338 ,754 ,419 ,425 ,317 ,014

N 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71

Pearson Correlation ,368** 1 ,015 ,030 -,093 -,119 -,048 -,015 ,083 ,015 ,030 -,203 ,004 ,118 ,171 ,112 -,073 ,102 ,063 ,001

Sig. (2-tailed) ,002 ,902 ,801 ,441 ,322 ,690 ,900 ,493 ,898 ,804 ,090 ,976 ,329 ,153 ,355 ,543 ,399 ,604 ,995

N 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71

Pearson Correlation ,119 ,015 1 ,475** ,543** -,131 ,706** ,450** ,522** ,703** ,499** ,518** ,643** ,694** ,720** ,763** ,823** ,829** ,768** ,500**

Sig. (2-tailed) ,323 ,902 ,000 ,000 ,276 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71

Pearson Correlation ,309** ,030 ,475** 1 ,824** -,221 ,565** ,805** ,867** ,598** ,817** ,556** ,275* ,383** ,487** ,419** ,459** ,453** ,444** ,411**

Sig. (2-tailed) ,009 ,801 ,000 ,000 ,064 ,000 ,000 ,000 ,000 ,000 ,000 ,020 ,001 ,000 ,000 ,000 ,000 ,000 ,000

N 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71

Pearson Correlation ,269* -,093 ,543** ,824** 1 -,164 ,569** ,798** ,761** ,600** ,731** ,595** ,307** ,321** ,483** ,412** ,556** ,420** ,393** ,405**

Sig. (2-tailed) ,023 ,441 ,000 ,000 ,171 ,000 ,000 ,000 ,000 ,000 ,000 ,009 ,006 ,000 ,000 ,000 ,000 ,001 ,000

N 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71

Pearson Correlation -,047 -,119 -,131 -,221 -,164 1 -,160 -,191 -,259* -,209 -,200 -,126 -,080 -,093 -,245* -,125 -,133 -,237* -,118 -,143

Sig. (2-tailed) ,696 ,322 ,276 ,064 ,171 ,183 ,111 ,029 ,081 ,094 ,295 ,507 ,441 ,040 ,301 ,269 ,047 ,328 ,233

N 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71

Pearson Correlation ,122 -,048 ,706** ,565** ,569** -,160 1 ,581** ,620** ,860** ,538** ,742** ,514** ,563** ,759** ,679** ,678** ,686** ,656** ,519**

Sig. (2-tailed) ,311 ,690 ,000 ,000 ,000 ,183 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71

Pearson Correlation ,236* -,015 ,450** ,805** ,798** -,191 ,581** 1 ,773** ,554** ,671** ,579** ,301* ,329** ,506** ,384** ,440** ,355** ,377** ,434**

Sig. (2-tailed) ,048 ,900 ,000 ,000 ,000 ,111 ,000 ,000 ,000 ,000 ,000 ,011 ,005 ,000 ,001 ,000 ,002 ,001 ,000

N 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71

Pearson Correlation ,314** ,083 ,522** ,867** ,761** -,259* ,620** ,773** 1 ,638** ,858** ,509** ,314** ,484** ,547** ,456** ,540** ,509** ,489** ,453**

Sig. (2-tailed) ,008 ,493 ,000 ,000 ,000 ,029 ,000 ,000 ,000 ,000 ,000 ,008 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71

Pearson Correlation ,110 ,015 ,703** ,598** ,600** -,209 ,860** ,554** ,638** 1 ,597** ,769** ,568** ,696** ,763** ,684** ,708** ,711** ,661** ,458**

Sig. (2-tailed) ,360 ,898 ,000 ,000 ,000 ,081 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71

Pearson Correlation ,282* ,030 ,499** ,817** ,731** -,200 ,538** ,671** ,858** ,597** 1 ,568** ,294* ,444** ,493** ,439** ,501** ,450** ,454** ,402**

Sig. (2-tailed) ,017 ,804 ,000 ,000 ,000 ,094 ,000 ,000 ,000 ,000 ,000 ,013 ,000 ,000 ,000 ,000 ,000 ,000 ,001

N 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71

Pearson Correlation ,074 -,203 ,518** ,556** ,595** -,126 ,742** ,579** ,509** ,769** ,568** 1 ,381** ,361** ,531** ,500** ,570** ,460** ,500** ,361**

Sig. (2-tailed) ,539 ,090 ,000 ,000 ,000 ,295 ,000 ,000 ,000 ,000 ,000 ,001 ,002 ,000 ,000 ,000 ,000 ,000 ,002

N 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71

Pearson Correlation ,073 ,004 ,643** ,275* ,307** -,080 ,514** ,301* ,314** ,568** ,294* ,381** 1 ,677** ,709** ,680** ,651** ,670** ,618** ,460**

Sig. (2-tailed) ,544 ,976 ,000 ,020 ,009 ,507 ,000 ,011 ,008 ,000 ,013 ,001 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71

Pearson Correlation ,034 ,118 ,694** ,383** ,321** -,093 ,563** ,329** ,484** ,696** ,444** ,361** ,677** 1 ,688** ,703** ,721** ,779** ,730** ,361**

Sig. (2-tailed) ,781 ,329 ,000 ,001 ,006 ,441 ,000 ,005 ,000 ,000 ,000 ,002 ,000 ,000 ,000 ,000 ,000 ,000 ,002

N 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71

Pearson Correlation ,115 ,171 ,720** ,487** ,483** -,245* ,759** ,506** ,547** ,763** ,493** ,531** ,709** ,688** 1 ,766** ,675** ,739** ,726** ,514**

Sig. (2-tailed) ,338 ,153 ,000 ,000 ,000 ,040 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71

Pearson Correlation ,038 ,112 ,763** ,419** ,412** -,125 ,679** ,384** ,456** ,684** ,439** ,500** ,680** ,703** ,766** 1 ,731** ,759** ,752** ,344**

Sig. (2-tailed) ,754 ,355 ,000 ,000 ,000 ,301 ,000 ,001 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,003

N 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71

Pearson Correlation ,097 -,073 ,823** ,459** ,556** -,133 ,678** ,440** ,540** ,708** ,501** ,570** ,651** ,721** ,675** ,731** 1 ,829** ,774** ,435**

Sig. (2-tailed) ,419 ,543 ,000 ,000 ,000 ,269 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71

Pearson Correlation ,096 ,102 ,829** ,453** ,420** -,237* ,686** ,355** ,509** ,711** ,450** ,460** ,670** ,779** ,739** ,759** ,829** 1 ,845** ,447**

Sig. (2-tailed) ,425 ,399 ,000 ,000 ,000 ,047 ,000 ,002 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71

Pearson Correlation ,121 ,063 ,768** ,444** ,393** -,118 ,656** ,377** ,489** ,661** ,454** ,500** ,618** ,730** ,726** ,752** ,774** ,845** 1 ,418**

Sig. (2-tailed) ,317 ,604 ,000 ,000 ,001 ,328 ,000 ,001 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71

Pearson Correlation ,290* ,001 ,500** ,411** ,405** -,143 ,519** ,434** ,453** ,458** ,402** ,361** ,460** ,361** ,514** ,344** ,435** ,447** ,418** 1

Sig. (2-tailed) ,014 ,995 ,000 ,000 ,000 ,233 ,000 ,000 ,000 ,000 ,001 ,002 ,000 ,002 ,000 ,003 ,000 ,000 ,000

N 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71 71
**. Correlation is significant at the 0.01 level (2-tailed).

*. Correlation is significant at the 0.05 level (2-tailed).

a. Please state if you are a Swedish or international student at JIBS = Swedish

I consider stores where I get 
price discounts to be my first 
choice when shopping for the 
category of goods they sell (Q20)

I am likely to recommend a 
store where I get price discounts 
to others (Q21)

I pay a lot of attention to price 
reductions when I go shopping 
(Q22)

I think that a lower price is 
crucial for my purchase 
behaviour(Q23)

I feel that a store caters to my 
needs by offering a lower price 
(Q24)

I think that the main value of 
loyalty cards is a lower price 
(Q25)

I prefer to shop at stores where 
I have a loyalty card (Q11)

I feel loyal towards stores where 
I get price discounts (Q12)

I rather go shopping with a 
loyalty card than without one 
(Q14)

I intend to do future business 
with stores where I get price 
discounts (Q16)

What is your perception of 
stores offering you, as a student, 
price discounts? (Q17)

How important is price to make 
you a store-loyal customer (Q18)

I go to stores more frequently if 
I get a lower price (Q5)

I consider myself a regular 
customer of stores where I have 
a loyalty card (Q6)

I regularly use loyalty cards when 
shopping (Q7)

Would you still go these stores 
when you are not a student and 
do not get the price discount 
anymore (Q8)
I consider myself a regular 
customer of stores where I get 
price discounts (Q9)

I believe that loyalty cards 
provide consumers with good 
value (Q10)

Correlations

I am aware of the uses of the 
card (Q2)

I think the communication of 
the use of the card is sufficient 
(Q3)
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Various Variables – International Respondents 

Q2 Q3 Q5 Q6 Q7 Q8 Q9 Q10 Q11 Q12 Q14 Q16 Q17 Q18 Q20 Q21 Q22 Q23 Q24 Q25
Pearson Correlation 1 ,496** ,131 ,160 ,175 ,011 ,181 ,199 ,272** ,085 ,170 -,058 ,136 ,130 ,229* ,173 ,205* ,151 ,206* ,223*

Sig. (2-tailed) ,000 ,213 ,128 ,094 ,915 ,083 ,057 ,009 ,423 ,106 ,586 ,195 ,215 ,028 ,098 ,050 ,150 ,049 ,033

N 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92
Pearson Correlation ,496** 1 ,099 ,073 ,012 ,009 ,144 -,076 ,119 ,101 ,082 ,125 ,096 ,040 ,161 ,160 ,062 ,170 ,106 ,011

Sig. (2-tailed) ,000 ,346 ,486 ,909 ,933 ,172 ,474 ,258 ,337 ,435 ,236 ,360 ,708 ,124 ,128 ,558 ,106 ,315 ,918

N 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92

Pearson Correlation ,131 ,099 1 ,562** ,581** ,337** ,751** ,487** ,526** ,721** ,484** ,567** ,580** ,655** ,722** ,609** ,795** ,731** ,787** ,366**

Sig. (2-tailed) ,213 ,346 ,000 ,000 ,001 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92

Pearson Correlation ,160 ,073 ,562** 1 ,834** ,368** ,695** ,699** ,844** ,634** ,794** ,410** ,472** ,449** ,559** ,316** ,637** ,491** ,571** ,523**

Sig. (2-tailed) ,128 ,486 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,002 ,000 ,000 ,000 ,000

N 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92

Pearson Correlation ,175 ,012 ,581** ,834** 1 ,398** ,661** ,684** ,792** ,606** ,747** ,450** ,410** ,426** ,572** ,295** ,680** ,569** ,578** ,461**

Sig. (2-tailed) ,094 ,909 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,004 ,000 ,000 ,000 ,000

N 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92

Pearson Correlation ,011 ,009 ,337** ,368** ,398** 1 ,304** ,286** ,400** ,273** ,280** ,278** ,336** ,166 ,218* ,185 ,346** ,273** ,340** ,331**

Sig. (2-tailed) ,915 ,933 ,001 ,000 ,000 ,003 ,006 ,000 ,008 ,007 ,007 ,001 ,113 ,037 ,077 ,001 ,009 ,001 ,001

N 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92

Pearson Correlation ,181 ,144 ,751** ,695** ,661** ,304** 1 ,512** ,638** ,856** ,555** ,583** ,623** ,605** ,757** ,563** ,748** ,666** ,751** ,346**

Sig. (2-tailed) ,083 ,172 ,000 ,000 ,000 ,003 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,001

N 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92

Pearson Correlation ,199 -,076 ,487** ,699** ,684** ,286** ,512** 1 ,689** ,549** ,628** ,363** ,461** ,339** ,563** ,302** ,585** ,425** ,500** ,517**

Sig. (2-tailed) ,057 ,474 ,000 ,000 ,000 ,006 ,000 ,000 ,000 ,000 ,000 ,000 ,001 ,000 ,003 ,000 ,000 ,000 ,000

N 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92

Pearson Correlation ,272** ,119 ,526** ,844** ,792** ,400** ,638** ,689** 1 ,602** ,777** ,402** ,517** ,423** ,597** ,362** ,638** ,502** ,532** ,619**

Sig. (2-tailed) ,009 ,258 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92

Pearson Correlation ,085 ,101 ,721** ,634** ,606** ,273** ,856** ,549** ,602** 1 ,499** ,679** ,612** ,550** ,768** ,500** ,654** ,579** ,651** ,344**

Sig. (2-tailed) ,423 ,337 ,000 ,000 ,000 ,008 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,001

N 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92

Pearson Correlation ,170 ,082 ,484** ,794** ,747** ,280** ,555** ,628** ,777** ,499** 1 ,383** ,453** ,433** ,534** ,250* ,598** ,467** ,544** ,471**

Sig. (2-tailed) ,106 ,435 ,000 ,000 ,000 ,007 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,016 ,000 ,000 ,000 ,000

N 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92

Pearson Correlation -,058 ,125 ,567** ,410** ,450** ,278** ,583** ,363** ,402** ,679** ,383** 1 ,438** ,272** ,604** ,323** ,367** ,399** ,433** ,155

Sig. (2-tailed) ,586 ,236 ,000 ,000 ,000 ,007 ,000 ,000 ,000 ,000 ,000 ,000 ,009 ,000 ,002 ,000 ,000 ,000 ,140

N 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92

Pearson Correlation ,136 ,096 ,580** ,472** ,410** ,336** ,623** ,461** ,517** ,612** ,453** ,438** 1 ,545** ,627** ,496** ,560** ,478** ,562** ,446**

Sig. (2-tailed) ,195 ,360 ,000 ,000 ,000 ,001 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92

Pearson Correlation ,130 ,040 ,655** ,449** ,426** ,166 ,605** ,339** ,423** ,550** ,433** ,272** ,545** 1 ,527** ,497** ,728** ,696** ,720** ,364**

Sig. (2-tailed) ,215 ,708 ,000 ,000 ,000 ,113 ,000 ,001 ,000 ,000 ,000 ,009 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92
Pearson Correlation ,229* ,161 ,722** ,559** ,572** ,218* ,757** ,563** ,597** ,768** ,534** ,604** ,627** ,527** 1 ,541** ,637** ,639** ,639** ,333**

Sig. (2-tailed) ,028 ,124 ,000 ,000 ,000 ,037 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,001

N 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92

Pearson Correlation ,173 ,160 ,609** ,316** ,295** ,185 ,563** ,302** ,362** ,500** ,250* ,323** ,496** ,497** ,541** 1 ,491** ,520** ,579** ,282**

Sig. (2-tailed) ,098 ,128 ,000 ,002 ,004 ,077 ,000 ,003 ,000 ,000 ,016 ,002 ,000 ,000 ,000 ,000 ,000 ,000 ,006

N 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92

Pearson Correlation ,205* ,062 ,795** ,637** ,680** ,346** ,748** ,585** ,638** ,654** ,598** ,367** ,560** ,728** ,637** ,491** 1 ,788** ,850** ,491**

Sig. (2-tailed) ,050 ,558 ,000 ,000 ,000 ,001 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92

Pearson Correlation ,151 ,170 ,731** ,491** ,569** ,273** ,666** ,425** ,502** ,579** ,467** ,399** ,478** ,696** ,639** ,520** ,788** 1 ,799** ,398**

Sig. (2-tailed) ,150 ,106 ,000 ,000 ,000 ,009 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92

Pearson Correlation ,206* ,106 ,787** ,571** ,578** ,340** ,751** ,500** ,532** ,651** ,544** ,433** ,562** ,720** ,639** ,579** ,850** ,799** 1 ,440**

Sig. (2-tailed) ,049 ,315 ,000 ,000 ,000 ,001 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000

N 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92

Pearson Correlation ,223* ,011 ,366** ,523** ,461** ,331** ,346** ,517** ,619** ,344** ,471** ,155 ,446** ,364** ,333** ,282** ,491** ,398** ,440** 1

Sig. (2-tailed) ,033 ,918 ,000 ,000 ,000 ,001 ,001 ,000 ,000 ,001 ,000 ,140 ,000 ,000 ,001 ,006 ,000 ,000 ,000

N 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92 92

I think that the main value of 
loyalty cards is a lower price 
(Q25)

**. Correlation is significant at the 0.01 level (2-tailed).

*. Correlation is significant at the 0.05 level (2-tailed).

a. Please state if you are a Swedish or international student at JIBS = International

How important is price to make 
you a store-loyal customer (Q18)

I consider stores where I get 
price discounts to be my first 
choice when shopping for the 
category of goods they sell (Q20)

I am likely to recommend a 
store where I get price discounts 
to others (Q21)

I pay a lot of attention to price 
reductions when I go shopping 
(Q22)

I think that a lower price is 
crucial for my purchase 
behaviour(Q23)

I feel that a store caters to my 
needs by offering a lower price 
(Q24)

I believe that loyalty cards 
provide consumers with good 
value (Q10)

I prefer to shop at stores where 
I have a loyalty card (Q11)

I feel loyal towards stores where 
I get price discounts (Q12)

I rather go shopping with a 
loyalty card than without one 
(Q14)

I intend to do future business 
with stores where I get price 
discounts (Q16)

What is your perception of 
stores offering you, as a student, 
price discounts? (Q17)

I think the communication of 
the use of the card is sufficient 
(Q3)

I go to stores more frequently if 
I get a lower price (Q5)

I consider myself a regular 
customer of stores where I have 
a loyalty card (Q6)

I regularly use loyalty cards when 
shopping (Q7)

Would you still go these stores 
when you are not a student and 
do not get the price discount 
anymore (Q8)
I consider myself a regular 
customer of stores where I get 
price discounts (Q9)

Correlations

I am aware of the uses of the 
card (Q2)
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Appendix 9 – Independent-Samples T-Test 
 
Total Variables - Nationality and Levene’s Test of Equality of Variances 
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Total Variables Means – All respondents 

 
 
Total Variable Means – Nationality 
 

 

N Mean Std. Deviation Std. Error Mean
Swedish 71 46,4930 12,08999 1,43482

International 92 49,0000 12,30563 1,28295

Group Statistics

Please state if you are a Swedish or 
international student at JIBS
Totalloyalty

Lower Upper
Equal variances assumed ,398 ,529 -1,300 161 ,196 -2,50704 1,92917 -6,31678 1,30269

Equal variances not 
assumed

-1,303 151,958 ,195 -2,50704 1,92475 -6,30977 1,29568

df Sig. (2-tailed) Mean Difference
Std. Error 
Difference

95% Confidence Interval of the 
Difference

Totalloyalty

Independent Samples Test

Levene's Test for Equality of 
Variances t-test for Equality of Means

F Sig. t


