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Abstract 

Digital marketing has a major impact on any customer’s purchase intention based on 

any age range judging through the quality of information available on the internet. After 

using technology for day-to-day practice, e-commerce businesses naturally tend to impose a 

strategy for reaching potential customers. Since teenagers seem proportionate towards digital 

purchasing his research concentrates on them, particularly on Denmark (age range between 

from 13-19) regarding their purchasing intentions. The main objectives of this research are, 

aiming in identifying the types of digital device teenagers are using to purchase online. To 

identify what factor and behavior leads teenagers in making an intention to purchase online 

and to identify what strategies a marketer can use in reaching the Denmark’s teenagers. 

Onion research methodology was followed since it has different layers, which comprise 

research philosophies, research approaches, research strategies, and choices and data 

collection techniques. Usage of social media, especially Facebook is termed as the most 

useful way to connect with people. In Denmark, it is found that new media is identified as the 

major factor for purchase intentions on the whole. The numbers of mobile phone users are 

found to be high and among their continent, Denmark is found to have higher utilization of 

digital technologies. Hence the effect of social media especially Facebook, Twitter and 

LinkedIn are the most used platform, which has effect on purchase intentions. Most of the 

customer looks for quality and brand knowledge as an important factor on buying the 

product. From the results it can be stated that age, availability and education are the major 

factors on behavioral. As for academicians, the study will add more insight on dimensions of 

Consumer based brand equity and its elements in relating with sales promotions, price and 

premium promotions. 

Keywords- Purchase intention, digital purchasing, Denmark teenagers, analysis of 

social media, study on online purchasing, e-commerce 
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CHAPTER I: INTRODUCTION 

1.1 Introduction 

When it comes to online purchasing, the percentage of usage is similar to America 

and Africa(Nielsen, 2014). About 90% of Denmark’s population purchase online within the 

range of 6 months with any one of digital devices such as computers, mobile and tablet. The 

evolution of e-commerce in Denmark was took a peak emergence from the year of 2000-

2007, after some years of downfall the trend is gradually increasing its way from 2014. 

Majority of population has any one of digital devices and by a survey conducted among 

Danish population stated that ‘save of time’ was considered a major factor for purchasing 

intention (Dibspayment, 2014). On a survey conducted within the Danish population, it is 

estimated that younger generations tend to purchase online using their tablet or smart phone 

than using a computer reasoning that they do not posses one. Even though younger 

generation find accepting technology, older people also do shop through mobile. Hence we 

can see that the reason for purchasing online is because of the availability of smart phones in 

their homes. Younger generations seem to grow with the engagement upon digital devices for 

many purposes. They are entitled to multiple personalities composing the taste of different 

cultural representation and brands. They engage with digital devices most of the time for 

various purposes this gave a path for business for marketing through online since it can cover 

most of the Danish population. 

Digital marketing has a major impact on any customer’s purchase intention based on 

any age range judging through the quality of information available on the Internet. Rather 

than just the factors, a study found how a age group judge a product and the process of 

defining on what is a brand varies from age to age even within the differentiation even within 

one year showed a difference. When taking a major populated country, a survey based on 

impacts of top e-commerce’s strategies and the factors affecting on purchase intention, it is 

concluded that convenience, security, transaction process and strategy followed is found as 

major factor. It also revealed that regional, cultural and product trends are other such factor 

which can affect the judgment upon a product(Durrani et al., 2015).Revealed that teenagers 

does not particularly view brand as a major factor but the quality, representation, brand image 

and general opinions among them is found as a source for their purchase intention. McNeal 

(1993) and John (1999)stated that many teenagers show different behavior on different 
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products based on social-judgment factor while buying a product. It defined that last stage is 

reflective stage where teenagers attend to their products taking all aspects of social-opinions 

and views. Ward (1974)stated that teenager’s choice may differ from the way they are bought 

up such as advices and opinions of their parents, brothers, sisters and other relationships. A 

whole economical report given by Andersen and  Bjorn-Andersen  (2011) has indicated that 

Denmark’s government has an aim to achieve in the usage and utilization of ICT considering 

to expect to be on top comparing to the world, an awareness and education among them was 

organized to achieve it. After using technology for day-to-day practice, e-commerce 

businesses naturally tend to impose a strategy for reaching potential customers. Since 

teenagers seem proportionate towards digital purchasing his research concentrates on them, 

particularly on Denmark (age range between from 13-19) regarding their purchasing 

intentions. Focusing on which segment the products are needed to be modified meeting the 

satisfaction of teenagers. 

1.2 Problem Statement 

In a digitized evolution of Denmark, it is generally found that due to the impact of 

trend towards online stores, there is a downfall on physical stores regardless of the products 

(there is no restriction in online on selling only particular products). This change will 

promote and will create more opportunities in development regarding science and 

technology. Moreover, strategies regarding digital marketing will replace some of its 

techniques and procedures that traditional marketing carried out. To find what satisfies 

teenagers intention is directly related to the findings on new strategies in digital marketing. 

However, successful marketing strategies are always related to the purchasing behavior of 

each individual. Hence acquiring the knowledge on digital purchasing behavior provides a 

hint on what works in marketing strategies but also individual’s perspective while purchasing 

in digital stores. Since analyzing the teenagers of Denmark’s decisions will benefit hinting 

what is needed in marketing strategies on their purchase intentions because their decisions 

will not be stable. Also the studying of teenagers of Denmark’s behavior is a challenging one 

since the high consumption among teenagers will likely to be mistaken by false digital stores. 

Therefore, the research is significant to e-commerce entrepreneurs, market analyst and other 

types of online entrepreneurs. 
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1.3 Research’s Aim and Objectives 

The research aims on finding the online purchasing behavior among Denmark 

teenagers on the evolution of digital purchasing. From taking two types of factors such as 

intrinsic and extrinsic factors affecting the decision of an individual, there are two main 

objectives of this research as follows, 

• To identify the type of digital device teenagers are using to purchase online. 

• To identify what factor and behavior leads teenagers in making an intention to 

purchase online. 

• To identify what strategies a marketer can use in reaching the Denmark’s teenagers 

1.4 Research Questions 

1. What are the most used type(s) of digital devices teenagers used for purchasing 

online? 

2. What are the extrinsic and intrinsic factors of a teenager, which trigger purchase 

intention and how it actually leads teenagers for an intention to purchase online? 

3. What are their attitudes and general behavior when it comes to digital 

purchasing? 

4. What are the current trends and marketing practices organizations follow to reach 

the teenagers of Denmark? 

5. Which strategies are successful and which strategies are recommended to a 

marketer in reaching the teenagers? 

1.5 Scope and Significance of this Research 

The research has its benefit from both business owners and also for academic 

perspective. The current digital market trends have several different strategies on reaching the 

customers but choosing a typical path can lead to success. As indicated, teenagers tend to act 

towards a specific product based all of the social norms and judgment. In other words, they 

act on behalf of the overview of the society and environment they live in. Their purchasing 

intention on a brand is based upon their brand image and loyalty of one particular product and 

other products. Also a judgment on a product is based on promotional efforts carried on by 

the company with their sales promotions and the expected promotional offers they tend to 
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imply.  Theoretically, it points out that the sales promotion will have its direct impact on 

Brand equity for a long time. This study will help strategies and marketers to see from 

various angles in promoting Consumer based brand equity, which comprises the type of sales 

promotions, price promotions and premium branded promotions, which can be an upcoming 

trend for the specified market. This knowledge can be found useful in deriving a suitable 

marketing plan especially on which strategies can be used in sales department is effective for 

both short-term and long-term goals of an organization. 

As for academicians, the study will add more insight on dimensions of Consumer 

based brand equity and its elements in relating with sales promotions, price and premium 

promotions. This will help in refining the techniques in estimating in accordance to 

Consumer based brand equity classifying those into various factors in identifying the class of 

the product. 

1.6 Chapters 

The present study follows the chapter scheme mentioned below- 

Chapter I- The first chapter of the present research is the Introduction wherein detailed 

information about the topic is covered. Furthermore, the problem statement, the aim and 

objectives of the research and the scope of research are elucidated. 

Chapter II- The second chapter is the Literature review wherein previous researches in the 

context related to the present study are examined and discussed. In this section, a 

comprehensive analysis of why this topic is significant for practitioners and business are 

discussed. A detailed explanation about social and influence of strategies implemented by e-

commerce business are related. Relationship between teenager’s behavior and digital 

marketing is comparably defined and discussed. 

Chapter III- The third chapter covers the Research Methodology section. Saunders Research 

Onion methodology is taken as a step in identifying what are all the research philosophies, 

approaches, strategies, time zones, choices and techniques and procedures for leading to core 

problem. 
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Chapter IV- The fourth chapter covers the results section. The results of the present research 

are covered, quantitative study on finding the factors are, which affects the purchase intention 

of teenager in Denmark. 

Chapter V- The fifth chapter is the discussion a conclusion section wherein the results of the 

present study are examined so as to analyze the factors which affects a teenager’s choice on 

digital purchasing in accordance to individual’s behavior and digital marketing strategies. 

Furthermore, the conclusions of the study are drawn and recommendations for future 

researches are revealed. 

  



Page 11 of 112 
  

Chapter 2: Literature Review 

2.1 Introduction 

In this digitized world, younger generations are been bought up with surroundings of 

many gadgets. Teenagers are most engaged with digital devices and they will associate with 

multiple personalities because they will get exposure on various activities at the same time. 

Digital devices allow them to get involved with friends and almost whatever they are 

interested. Hence this study concentrates on the value of digital purchasing among teenage 

behavior through quantitative analysis. The scope of this study is to find what the factors are 

which affects the teenager’s intention of purchasing through digital devices. The limitation of 

this study ranges of within the country Denmark and also within the age limit of teenagers. 

The study does not include the adult’s preferences and the years before the major evolution of 

technologies(European Commission, 2004). With the survey conducted on various countries 

it was found that Denmark has the highest intention to buy products online. Among the 

targeted group, the results were classified according to their outline characteristics. When it is 

taken from the research’s perception, the survey between the targeted people it is found that a 

person who is a student, who had above 16 years of education and their residential area of 

urban then the person is highly exposed to digital purchases. Also people with high income 

and if he is a male then the ratio is found high. So it can be concluded that income and 

education of a person has high effect on digital purchasing. The difficulty level of merging 

the information is low since the sources of previous research on Denmark are comparably 

low to other countries. This research focuses on finding the behavioral analysis among 

teenager on Denmark.  

2.2 Digital Purchasing 

Online purchasing is about buying and selling products through internet which can be 

either a retailed product or home-made products. The purchasing has benefit from both ends 

from people as well as business. People has their flexibility to compare products, buying 

products from other countries and to get the product anywhere on the world incorporating 

with busy schedules and the 

The evolution of digitization emerged from the great depression, which was the major 

issue across the world. When the customers has inability of pay debts on time overall of the 
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companies, unemployment had occurred around the world. With the unemployment, 

customers could not afford the normal purchases due to inability to afford but e-commerce 

has already evolved its way in reaching to the public offering the same products with claimed 

quality as the offline market. Hence people started to rely on buying products through 

internet but it lead to strong competition since some company can offer more than other 

business. Along with that security, web design, authorization, flexible on types of digital 

payments and the ability to reach customers internationally.  

Most business was found to be successful company if the business has both retail and 

e-commerce. Businesses mostly concentrate on designing their website, planning g their 

website’s personalization, making trustable payment option and making the website more 

appealing for attracting the public. From teenager’s perspective and general studies it can be 

said that the purchase intention of the buyer is related to their trust upon the e-commerce 

business. Trust is considered as major factor when it comes to the intention to buy products 

online. Hwang et al. 2006) It has been already researched that the trust can be either built 

from time, authorization and public awareness. Hence these factors can support the factors 

which affect the behavior pattern of Denmark teenagers. 

E-commerce is a relatively new concept that emerged in the 1970s (Laudon & Traver, 

2012). So far, there are various definitions of electronic commerce and researchers have been 

unable to agree on a conclusive definition for the concept (Chaffey, 2011; Mesenbourg, 1999; 

Riggins & Rhee, 1998; Poon & Swatman, 1996; Wilkins et al., 2000). Some definitions of e-

commerce have concentrated on the business side by considering e-commerce as: (1) a 

business phenomenon; (2) an application of technology using the Internet; or (3) an aspect of 

being a tool for increasing efficiency and decreasing costs. 

2.2.1 Consumer Attitudes 

Consumer attitudes are compound of their belief, feelings and behavioral intension. The three 

components are highly interdependent and reflect the process of how consumers respond to 

particular brand and product. According to the fishbein model, Kim and Littrell measured 

tourists attitude and verified that tourists attitude towards destination culture will influence 

their purchase intension on souvenirs ((Kim & Littrell, 1999)). Sondergaard et al. (2005) 

reviewed that the creation of consumer attitudes towards the diverse enzyme production 

method, signifying that the formation of consumers attitude follow a top down approach more 
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often. Which means before the formation of purchase intension, consumer have general 

attitude towards the specific food. More the positive attitude is the more positive purchase 

intension will be (Hidayat and Diwasasri, 2013) from Indonesia found that the consumer 

attitudes towards counterfeit handbags product will positively influence the consumer to 

purchase counterfeit products. Furthermore, higher consumer consumption will not affect the 

attitude of purchasing counterfeit products. According to This literature it can be said that 

during the pre-conceptual stage purchase decision making process. The formation of attitudes 

significantly determines the purchase intension of consumer. 

2.2.2 Perceived Value 

Consumer’s perceived value is explained as the difference between the benefits 

consumers can gain and the costs they will pay for the products or services, which is 

evaluated by consumers before making final purchase decisions. Based on the theory of 

consumer behavior, consumers will choose the products and services that maximize their 

perceived value. Empirically, perceived value has a positive relation with purchase intention. 

Shaharudin et al. (2010) studied Malaysian consumers purchase intention of organic products 

and it shows that perceived value of organic products has significant positive influence on 

purchase intention of organic products. It also further indicates that perceived value is not 

merely concerned with price but also associated with the benefits of having, using and 

consuming a product. 

2.2.3 Perceived Risk 

Opposing to the maximizing utility principle of purchasing a product, there is a view 

that consumers will choose the product that they perceive with the lowest risk. Perceived risk 

was introduced by Bauer to marketing in 1960. According to his initial definition: “Consumer 

behavior involves risk in the sense that any action of a consumer will produce consequences 

which he cannot anticipate with anything approximating certainty, and some of which at least 

are likely to be unpleasant" (1960, p. 24) . It should be noted that Bauer strongly emphasizes 

that he is concerned only with subjective (perceived) risk and not "real world" (objective) 

risk. He clearly views perceived risk as not only related to consumers ' pre-decision 

information acquisition and processing activity but to post-decision processes as well. There 

are two dimensions of perceived risk: uncertainty and consequences. Uncertainty is 

concerned with fact that consumers are not familiar with the functions and properties of the 
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product itself. Consequences are mainly associated with the post-purchase loss that 

consumers may suffer in terms of time, money and mentality. 

2.2.4 Planned Behavior 

Theory of planned behavior was proposed by Icek Ajzen in 1991 aiming at analyzing 

and predicting the rational consumption of consumers. There are three stages in the model. 

First, the particular behavior of individual is influenced by individual behavioral intention. 

Second, individual behavioral intention is jointly influenced by attitude toward the behavior, 

subjective norm and perceived behavioral control. Third, the three factors mentioned before 

are also influenced by external variables such as social, environmental factors, depending on 

the particular situation. The creation of model established a foundation for future research in 

the study of consumer beliefs and behavior. 

2.2.5 Acceptance Model 

Technology Acceptance model was developed by Davis (1989). This model helps to explore 

the acceptance of technology from the perspectives of consumer. Two key variables 

perceived usefulness and perceived ease of use are the cause of their behavior intension. 

Perceived usefulness is the degree to which a person believes that using a particular system 

would enhance his or her job performance and perceived ease of use refers to the degree to 

which a person believes that using a particular system would be free of effort (Davis, 1993). 

The model further explained that external variables and perceived ease of use co-determine 

perceived usefulness and perceived ease of use is solely determined by external factors. Sin et 

al. (2012) applied the technology acceptance model as the basis of the theoretical framework 

and found out that the more Malaysian young consumers find online social media to be 

useful, the more likely they will have the intention to purchase through social media websites. 

Meanwhile, young consumers have the intention to buy online through social media if the 

delivering and ordering process offered by social media is easy and simple to understand  
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2.3 Trends of Digital Purchasing 

In Denmark, use of Information Communication and Technology (ICT) had gradually 

started from the year 2000-2007. After using shared environment such as cloud computing 

the business has started to increase from 2010Bohmert (2010). From the report, it stated that 

there is a decline for about 8% on tradition TV advertisement success. Nearly 93% of 

population has access to TV online resulting in usage of Netflix high that people can be 

reached on advertising from Internet instead. There has been a decline in the age range of 13-

17 and it is expected to fall even more since there has been awareness among youngsters on 

higher education among this group and it is found that there also care more about their health 

as well. Teens in Denmark are found to be more involved in blogging and being active on 

Facebook. 

2.4 Type of people who intend to purchase online in Denmark 

It is found that Denmark is highly exposed on preferences on purchasing products 

online but this research takes only the age range of 13-19 and it can be said that they prefer 

on buying products online only if the consumer has high income and education. It seems that 

the trust level among Denmark teenager is quite increased since they are not worried about 

the credibility of the information. The reasons found in identifying that the convenience and 

the cost are the two factors in usage of digital consumerism. Upon socio-demographic 

analysis, the participants are classified from Gender, Age, Occupation, Education, Residence 

and income. When it takes for the reason for not buying on the internet is because they do not 

have the access to the internet and it was found that people who are above 55 of age. 61% of 

people living in rural have lack of interest in purchasing likely to 53% of people who does 

not have interest in online purchasing. Youngster is found as most distressed people than the 

elder ones.  

2.5 Interactivity of new media 

Interactivity is supposed to be the central characteristics of new media. Individuals 

who are aware of on the workings of social media’s utilization of interaction then they 

understand the concept so efficiently. With different trends which are currently followed such 

as human-to-human interaction, human-to-document interaction and human-to-system 
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interaction from the needed human-to-system interaction this research focuses on central 

characteristics of its success.  

New media is defined as the full development of telecommunication and network 

computing that offer new services and options in receiving their needs. Perceived 

interactivity relates with the context ‘it lies in the eye of the beholder’ where it is based on the 

features it projects to the user. Hence it is based on the preferences of how the service or 

product has impacted on the customer’s perception.  But experts does not define the quality 

based on only the features, perceptions and exchanges but it is based on six reasons such as 

complexity of user-choice, if the manager has ease of adding additional information, the 

efforts of a customer in using online purchase and facilitation of interpersonal 

communication. 

From 1990 new media has evolved directed from old media. From the advertising 

strategies there evolved some strategies in reaching the targeted audiences. SEO marketing, 

Email marketing, advertisements, follow-ups, subscriptions and connecting from social media 

are the different ways to interact with the customers(Higgs, 2007). Media richness is defined 

as how information is presented in their website using detailed descriptions, authorization and 

through creating brand image.  

2.6 Evolution and Recent Trends  

By the year of 2000, Denmark aimed to be the world’s leading IT nation and then it is 

considered as something which is easy to accomplish. Almost every home has access with 

some kind of electronic gadget having internet connectivity.  They thought that having good 

education in schools and there should be an integrity between private and government sectors 

for it to be fully implemented. The government later pushed forward in being one of the top 

five countries to be expertise in the establishing e-commerce businesses. The whole report of 

evolution in demark is given by Andersen and  Bjorn-Andersen  (2011)about Industry 

structure, information infrastructure, business environment, readiness, financial and human 

resources.  

Citizen of Latin American are considered to be an enthusiastic online shoppers, but 

the infrastructure of online retailers has not yet caught up with offering as conversion 



Page 17 of 112 
  

opportunities,” said Burbank. “ the major other barriers to the e-commerce success comprise  

Internet access, high shipping c Asia is the further more down in the ecommerce curve.  

In Asia-Pacific, Tech-savvy consumer already encompassed to the accessibility of 

online shopping. Attracting smartphone mobile user could be an accelerator in the developing 

markets, as it is a smart medium for access to more people faster.” The percentage of online 

buyer and user are alike in Europe, North America and the Middle east /Africa with few 

exception because of lower availability and opportunity. Largely developed region like north 

America and best developed region of Europe experienced no shortage and good accessibility 

of product, Shopping option in these region flourish online retailing and additional channel 

competing for market share. “Western Europe is a hugely leading on consumer-packaged 

goods and its adaptation for e-commerce, ” said Burbank. Costs, high taxes and problematic 

delivery logistics.  

“ In the France and U.K , the traditional supermarkets and grocery retailers have gone 

`all in ` and are driving real change with consumers on their buying practice ” Online fast 

moving consumer goods in great Britain have increased from (70-90) million in the year 

ending 2013 to ending 2014. In the region where disposable income is low and daily 

shopping needs is a norm and online shopping is not a primacy but will change as more 

consumer stay to move up the socio-economic ladder (Nielson 2014). 

2.6.1 Marketing Practices of New Media 

Compared to adults, children tend to change brands on yearly biases depending on 

peer pressure. They are influenced by either their parents or through indirect mode such as 

influencers and entertainers. New media focuses on reaching targeted audiences and 

businesses have already found many ways in having the best practice leading into reaching 

higher audiences. It is found that PC, mobile and the usage of email address is high than rest 

devices hence businesses are opting for advertising and reaching audiences through the given 

modes.  

2.6.2 Online Marketing 

Internet marketing, also referred to as web marketing, online marketing, or e-

Marketing, is the marketing of products or services over the Internet. Internet marketing ties 

together creative and technical aspects of the Internet, including design, development, 
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advertising, and sale. The Internet has brought many unique benefits to marketing, one of 

which being lower costs for the distribution of information and media to a global audience. 

The interactive nature of Internet marketing, both in terms of providing instant response and 

eliciting responses, is a unique quality of the medium. Internet marketing is sometimes 

considered to have a broader scope because it not only refers to digital media such as the 

Internet, e-mail, and wireless media; however, Internet marketing also includes management 

of digital customer data and electronic customer relationship management (ECRM) systems. 

Companies that have powerful brand awareness on the web all have sites that help consumers 

do something – whether it‘s configuring a computer system (www.dell.com) online or 

offering personalized services like suburban railway pass ticket in Mumbai 

(www.rediff.com). Consumer demand and expectations are forecast to drive made-to order or 

customized products with rapidly shrinking lead times. Products are configured, as customers 

want them to be and provide a high level of reliability, excellent quality, and longer life 

spans. For e.g. Dell ‘computer (www.dell.com) has become a leading company in selling 

computers because of the customization facility it provided on its site. The consumers could 

build the own computer by ordering the own configuration. The customization highlights the 

value-for-money aspect and induces the consumer to buy a product that meets his own 

requirement. The value propositions of goods and services offered in the physical world 

differ pointedly from those in the digital world. The ultimate aim of the universal marketer is 

to provide a complete end-to-end consumer experience -right from the promise to satisfy his 

need to its delivery. But the physical world offers only ―Point Solutionsǁ which is basically a 

solution of his needs in terms of functional benefits. A credit card, for instance, allows 

consumers to satisfy the immediate necessity of setting a transaction. But today‘s consumers 

are also looking for process and relationship benefit -book referrals at no extra cost or e-mail 

reminders. The physical world is not able to deliver these benefits because of gaps in time, 

space and memory. The web, on the other hand provides all of these and more (―reverse 

marketing, for example, where consumers seek out vendors rather than the other way 

aroundǁ) by giving the company the ownership and control over all interactions with the 

consumer. The on-line customer is not a fickle customer, but he is a risky proposition 

nevertheless. This is because all his online experience will influence consumer perceptions 

about the brand. If a consumer buys a product from a retailer and is involved in an unhappy 

purchase experience at the store, he will punish the store. But if the same experience were to 

occur to him at the company‘s web site, the consequences would be disastrous for the 
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company if he were to share his experience though different user communities using a 

combination of chat rooms and electronic mails.  

Digital marketing is the use of the channels in order to reach the desired target market 

via some of the following channels social media, websites, multimedia advertising, online 

search engine advertisement, E-marketing, interactive marketing (polls, game adds, mobile 

marketing) Digital marketing has been considered a new form of marketing and provided 

new opportunities for companies to do businesses. Marketing activities conducted via digital 

channels enable advertisers to directly communicate with potential customers in a rapid 

velocity and regardless the geographical location. Digital marketing has been recently 

referred as one of the best means to cut through the mess and interact directly with the 

consumer. Hence, with the trend toward direct, one-to-one marketing, additional attention is 

being paid to the use of the digital channels as a means of effectively advertising to 

consumers. While considering digital channels, the recent development is mobile marketing. 

Indian mobile market is one of the fastest growing markets due to the increase in the number 

of middle-income consumers, and is forecasted to attain millions of users in the upcoming 

decade. Thus, research on digital channel advertising would impact greatly on the way 

business is done. The development and widespread use of internet technologies have 

transformed the way society communicates both in their daily and professional life. One of 

the for the most part important indicators of this transformation is emergence of new 

communication tools. New communication tools emerging with the development of 

technologies are called “digital marketing”. When we talk about digital channels, what comes 

to intellect are Facebook, Twitter, Instagram and similar social networks that are used online 

and virtual platforms like web sites, micro blogs and search engines. With the advent of new 

communication to customers with digital channels, already available communication tools are 

now fetching to be called as “traditional communication tools”. Traditional communication 

tools are printed (journals, newspapers etc.), visual (television, cinema etc.) and audio (radio) 

communication tools. 

2.6.3 Social Media 

Being active in social media helps in engaging with your customers instead of just one 

way approach is the use of being active in well-known services such as Facebook, twitter and 

so on. Customers use social media to get informal and companies tend to follow a ‘in-

between’ approach with informal and formality. A strategy for providing guidance through 
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the social media is most preferred it can be, a query about a product, general content, recent 

changes, and updated versions/products.  

2.6.4 Strategy in Dealing with Negative Comments and Brand Building to 

Boost Business Image 

Even if certain issues are not easy to cope with, companies will address to the 

comment quickly as possible but customers should know that their issues are taken into 

consideration. Responding to their assessment in a professional way and removing the 

comments which affect the guidelines of the social media is helping them to secure their 

business. Potential customers consider the information available online based on many 

reviews. Online reviews can be analyzed based on various dimensions. Most researchers 

agree on four main important review-related factors, the valence of reviews, the volume of 

reviews, the variation of reviews and the rating summary. 

2.6.5Choosing the Suitable Platform 

There are number of available platform which can help to target the potential 

customers but a company must carefully choose the type of platform they are going to evolve 

in. 

2.6.6 Knowing about your Target Market 

The best and the strategic way in reaching the targeted audiences has a lot of different 

ways they are namely, identifying where customers seek for help when it comes to online, 

usage of blogs and articles will help in reaching the desired customers faster since when a 

new product is being released, detailed description on blogs will help customers to find the 

solution. The decision on making an intention to buy a product is parallel to making a 

description of the company’s product because customers would browse and analyze in 

deciding to buy a product. 

2.7 Purchase Behaviour and New Media 

Regardless of their age limit, people get involve in using social media for day-to-day 

activities (Elisabeta Ioanas, 2014).A person getting involved in social media gets the power 

to judge a product and a new product is expected to have a position to point out and share 
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their views along with that, public expects product creator to have its option to create an 

ability to add their reviews to their products as well. The purchase intention is based on the 

features review option used among the social media users and it is related to a quantitative 

decision on a particular if it’s new, if a product has more positive quantitative reviews then it 

has more capacity on selling. Moreover, companies use an interactive way of making a 

connection between product’s information and the potential customers. Purchase intention of 

a customer lies within the reviews available and the message the company is trying to 

convey, these judgments on the product will eventually leave the level of purchase intention 

of the customers. New products earn their way through the marketing process and creating 

brand image. The price offered for the new product and their judgment on the value of the 

product is figured by the customers. Hence if the price of a product is low at the initial stage 

then the purchase intention of buying a product will increase since customers don’t have to 

face a major loss if the product is found to be untrustworthy.Schlosser (2005) indicated that 

the small amount of negative reviews will leave the customers into a question of a debate 

whether they should purchase or not. There is a certain level of emotional bonding over the 

product and the customer; a negative comment will lead to a disregard of uncertain results 

after purchasing. Being involved with the social media has developed into a strategy of 

creating the most effective way in online presence and the new media has extended to a part 

where being active is also a strategy.  

2.8 Impact of Social Media on Purchase Behavior 

Individuals are attached to online information and they largely take part in exchange 

between social view points and receive social support themselves.Nambisan (2002) studied 

parallel to this context, companies also concentrate on obtaining social media support and 

review option available will make the product look more trustworthy. Gruzd et al. 

(2011)indicated that social media interactions are a key subject to the attraction of buying a 

product for a customer. Companies encourage in getting a review from a customer through 

various types and sources of getting reviews such as forums, community page, ratings on the 

product age, recommendations of which channel is supposed to be used to increase trust in e-

commerce for buyers and vendors.  

 McCole et al. (2010) states that trust id the important factor when it comes to the 

purchase behavior. Social media is seen as a top indication of public’s trust since the media 

provide customer’s a freedom of mouth and relatively a new product should not only be 
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genuine but also it should benefit the public. Ba and  Pavlou  (2002)say that presentation of 

the website and its secured information and payment method tends into the judgment of 

customers. Social media will give access to other’s opinions on how the whole concept works 

and its reviews. Creditability based trust will give the type of trust that other party is genuine 

and it relies on reputed information where benevolence is a continued even after the 

transaction is processed. Hence trust is viewed as a context of transactions, online 

communities and SNS. After a product has gained trust the interactions between the two 

parties continues. A positive report on a product indirectly involves connection between the 

buyers helping themselves in generating social support indirectly (Wang et al., 2012). Most 

positive comments and higher ratings will eventually lead to higher level of trust in their 

investors and vendors too. The quality of information produced by the customers will give 

companies credit on how social media is having an impact on purchase intention. Today, 

online communities have more and more influence on consumers’ purchasing decision-

making. Parker  (2011) stated that ‘when people are in the research or “education” phase of 

the buying cycle, they have access to a wider audience of current past, or prospective 

customers worldwide that they can consult before making their decision’. With Social Media, 

digitally empowered shoppers have access to a wide range of new tools to find and research 

products and they now consult with peers and experts (Wheat and Dodd, 2009, p4). These 

possibilities offered by Social Media seem to be influential at the Information Search stage of 

the consumer decision-making process. 21 With the emergence of Social Media, consumers 

have changed their approach of consuming. They are now comparing products and services 

thanks to tools and websites such as review and opinions platforms that allow them these 

comparisons. They can read reviews and ratings about products, services and companies 

performance that are shared by their peers that had good but also bad consuming experiences. 

Forums for example allow interactions where they can seek opinions and ask questions to 

more people than before. Social Media appear to be influential on the consumers at their 

Evaluation of Alternatives stage. In addition to this interaction with peers they can also use 

Social Media to interact directly with brands. Indeed, consumers can get more information 

about products and services by directly engaging with brands on Social Media. Social Media 

brought new challenges for marketers that have to change the way they interact and 

communicate with consumers. They cannot only push messages like they used to do in the 

past since consumers are no longer listening these kinds of messages. Indeed, because 

consumers are now overwhelmed by marketing messages they tend to filter them out (Brown 

& Hayes, 2008). Moreover, the fact that, consumers tend to trust more peers than corporate 
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brought new implications and push marketers to change the way they communicate and 

interact with them (Jaffe, 2010). Social Media seem thus to play an influential role at the 5 

different stages of the consumer’s decision-making process presented above. However the 

exact role of Social Media at the different stages of the process seems to be still unclear. 

2.9 Purchase behavior and youth especially teenagers (see if studies can be 

found related to Denmark or surrounding European population) 

In a research study, Turcinkova and Moisidis (2014) it is stated that czech producers 

of clothing for brand building and marketing communication strategies with Czech 

consumers in age group 13 to 19 years. Most of them buy new clothing in shopping centers 

with their friends who recruit from classmates or from their neighborhoods where they live. 

Shopping centers represent also the source of inspiration. Members of this age group are 

strongly impressible by their friends and opinion leaders. Opinion leaders come from their 

friends and from celebrities. Teenagers in this group put emphasis on individualism; they are 

structured according to various style of clothing which represents given lifestyle. A research 

done by Petrauskaite (2014) indexes show great difference in economic aspects of consumer 

lives in the Denmark and Lithuania and the study was based on overall customer range of 

preferences. Having this in mind, a question about the effect of brand image on consumer 

behavior in purchase decision-making is taken into consideration. Consumers in different 

countries have diverse preferences and they are also affected by the brand image to different 

extent. Durrani et al. (2015)finds that teenagers buying behavior is correlated and influenced 

by advertisement, brand loyalty and brand image. There is a practical relation between brand 

image and teenager consumer’s buying behavior. Marketers can come up with carious 

marketing strategies in order to target teenagers in more precise manner. Brand image has 

strong positive impact on Consumer buying behavior as it’s an implied device that can 

change people’s buying behaviors positively and teenagers are becoming more and more 

conscious for branded products to show off their personality symbol. This is a real picture of 

society that brand image playing a crucial role to change the people’s buying behavior. It is 

suggested that companies that are targeting teenagers should focus more on developing their 

brand image because it was found that most of the teens were influenced by it. 
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2.10 Studies on On-line Teenager Behavior 

Due to the rapid growth of Internet, came the emergence of online retailing, where 

users purchase goods and services in a website through online. Thus, it has created a vast 

range of product categories that can be found, besides creating choices for users, it also 

created opportunities for marketers to expand their business. So as the internet transforms, 

consumers among teenage youth have more options and preferences. Now they have another 

way in buying goods, not just relying on the conventional method. By using online retailing 

they can retrieve information faster, more choices, time and money saving. Murad and Salleh 

(2014) studied a variety of services are available in online retailing world, not just buying 

goods, consumers can book or buy tickets online, pay the bills virtually. But even though 

access to the internet is easy compared to the older days, it is still difficult to justify whether 

the youth are fond in making purchases through the internet and to understand their 

purchasing behavior towards online retailing. Online retailing or shopping will be the next 

big thing for the society especially among youth where most of them are technology literate. 

Furthermore, most of the things are now being done through online nowadays. Hence, there 

are a few aspects that the retailer should focus on in the effort to improve the online shopping 

services and experience. Not only from the consumers' point of view, but also, from the 

marketer's as well. Therefore, it's essential to voice out some recommendation to improve the 

world of online shopping especially for those it may concern. Recommendations include the 

following such as, exploring more on the various online shopping websites available, 

consider online shopping as an alternative to conventional shopping, as it is a convenience for 

consumers. Find a solution to increase the level of security of online shoppers in order for the 

consumers to have faith and trust while shopping online, and finally these product category 

websites should provide more information regarding the products that they offer as well as 

create a more user friendly page layout and design interface for online shoppers Zhang  

(2015). In the light of the analysis and interpretations it is suggested that companies that are 

targeting teenagers should focus more on teenager advertisements because it was found that 

most of the teens were influenced by advertisements. The research by ShahimiMohtar and 

Abbas (2014) states that the research was concentrated in the preferred vs. non preferred 

products in estimating the behavior of teens and it is found that teen have more influence over 

brand image. Analysis of data be conducted by using statistical analysis software SPSS. 

Results showed that a female teenager is more socially influenced, fashion, leisure and 

puzzled over-choice as compared to male. Young males were found considerably more 
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probable to rely on media, uncompromising worker & brand conscious and spontaneous 

customer. The Implications of this research must include parents as well as children; brand 

marketing should not only for parents, but also the children. Buying pattern of young 

consumer particularly teenagers is the main focus of researcher in the field of marketing. 

According to Martin and Bush (2000)noted that Teenager influence each other’s when they 

adopt particular life styles, building loyal buying model that continue with them all over their 

mature life and have comparatively greater payments power. Furthermore Bush et al. 

(2004)explore that teenagers are striving and searching for their own distinctiveness. Teenage 

group have significant influence on their ancestors, central customer buying group, in the 

general public and are of big significance for marketers(Kotler et al., 2005). Additionally Lee 

Taylor and Cosenza  (2002)found that when the teen age group grows into older consumer, 

retailer can collect financial rewards connected with a long-term correlation. Chan  (2006) 

explored the young consumers and their perceptions about brands in Hong Kong aged 13 to 

19. Investigation of the results and surveys show the major differences in teenager’s 

awareness of an important person through or throughout package of branded commodities in 

terms of kind of belongings, free time behavior, apparent traits and traits manners Gwen and 

Reodder  (2003). Achenreiner and John projected that adolescents relate to brands on a 

perceptual level, while big children relate to brands on a conceptual basis 

2.11 Research Gap 

Since there is not a major estimation on taking teenager’s populated approach the 

research targeting Denmark, this research focuses on the sources of impact of social media on 

online purchasing. There are many researches based on analysis regarding the preferences of 

teenagers on online purchasing across the globe, the most found that brand image and self-

image. But the preference on online purchasing depends on their life-styles and cultural 

practices, some studies have estimated on the context around countries of Europe, Hong 

Kong and Pakistan users. In this research, specialized survey on Denmark’s teenager’s 

preferences are studied by identifying the related theoretical concepts which impacts their 

behavior such as digital marketing, acceptance towards, planned risk, perceived risk, social 

media’s influence and so on. A questionnaire was conducted based on those factors on the 

Denmark’s population age range between 13-19 and this quantitative research study was used 

to identify the factors thus influence through digital purchase from social media. 
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CHAPTER III: RESEARCH METHODOLOGY 

3.1 Introduction 

Research methodology can be defined as a process of understanding or finding 

something through a systematic way from a formal scientific point of view(New Age 

Publishers, n.d.). As a first step researchers should collect, gather and analyze in 

understanding a phenomenon or a hypothesis better without stopping with just gathering 

information, documenting and glancing over necessary information. Research methodology 

should also pave way for achieving research questions and strategy for obtaining the desired 

results. As mentioned, a researcher must find correct strategy in identifying and appropriate 

methods on approaching the research question, hence (Saunders et al., 2003) has proposed a 

systematic way for attaining the goal. The model illustrates procedures, paradigms and steps 

which are needed to follow in reaching the core solution. It shows how a decision is taken 

from all possible types of classification before starting any research. The research onion has 

different layers which comprises research philosophies, research approaches, research 

strategies, choices and data collection techniques. This research method identifies the 

procedure to validate the process of deciding what is done in finding the right approach to 

start a research. The layers of the research onion are given in the figure 3.1. 

Figure 1: Saunders “Research Onion Methodology” 
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3.2 Research Philosophies 

The outer most layer of this onion describes how a data is validated and there are 

many types of philosophies in explaining it.Research can be viewed from different point of 

view in order to subjectively describe how knowledge is validated both internally and 

externally. Positivism, Realism, Pragmatism and interpretivism are the most used 

philosophies in a research; every type has its own concept.   

Positivism- Knowledge from a positivist is based on value of concept, truth and facts which 

are usually collected directly from observation and experiments. The knowledge will be 

based on quantitative assessment such as identifying truth and meaning from collective 

thoughts. For example, it could can contain an analysis regarding quality based answers for 

particular questions such as deriving the facts, observation, numerical values and truth about 

a particular concept.   

Interpretivism -Interpretivism will acquire knowledge on a subject matter through some 

level of analysis conducted in their field of area on what they feel, what’s their reaction, how 

they understand and agree on certain facts. This way the researcher will cover some 

knowledge about in the field of research along with their experiences finalizing into a 

solution. This method is suitable for this research since it seeks quantity-based questions to 

acquire knowledge from a large field.  

Realist-Realist always considers a data from an institutional view; validation of data will 

view from the highest position of the data. In describing about a product, a realist would 

explore the cost factor in creation and production of the product while validating some data 

about the product. This is not taken in this research since seeing the exact numerical facts and 

composition alone would not justify on analyzing a behavior.  

Pragmatism-Pragmatism is a person who accepts the existing framework or a model without 

knowing a reason for it. It is a general strong philosophy where it is followed when we are 

growing up through guidance by other people and some say it is a right way to approach 

since the framed set of ideas has a strong foundation of reason that will no sooner be untrue. 

Pragmatism is a concept of deriving an existing structure or a model without knowing what 

factors, which constitutes on it.  
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In this research, interpretivism is found as a most suitable concept since the objective is to 

study about behavior of Denmark’s teenagers constituting only in Malaysia. Only digital 

purchasing behavior of Denmark’s teenagers are termed to find which data has to be 

validated from a small population and finally finalizing what behavior affects hence 

interpretivism is chosen. 

3.3 Research Approaches 

According to Saunders et al. (2003) research approaches has two theories namely 

inductive and deductive.  

Inductive-Inductive approach is based on giving questions to the targeted population in 

finding a solution of the research’s questions. Inductive approach collects more generalized 

form of a research question, first researcher will derive research questions then based on the 

requirement, a questionnaire or a survey will be conducted in concluding a hypothesis.  

Inductive approach is based on finding a solution from a quality-based answers obtained from 

the study sample. 

Deductive-Deductive approach first collects the data from primary sources and secondary 

data for identifying the research gap and questions, then a questionnaire will be conducted 

among the population to further validate the founded hypotheses or identifying the 

relationship between some factors which is needed. This will give a numerical approach on 

primary sources and secondary sources on finding solutions based on quantity approach.  

In this research, deductive approach will be followed since what data should be collected is 

already known and the questionnaire is given to the Denmark’s teenagers if the derived 

hypotheses are formed right or wrong. If neither of its true then it can be stated that there is 

no significant relationship between the given hypotheses. 

3.4Research Strategies 

It describes about the type of pattern which needs to be followed for this study, (Yin, 

2013) presented three conditions on choosing the type of research strategy. The conditions for 

applying what strategy research needs are to analyze of it forms a research question, if the 

project requires control of behavior and if it focuses on contemporary events. There are five 
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types of research strategies that are generally followed such as experimental, survey, archival 

analysis, history and case study.  

Both research objectives and research question composes “what” form and two 

strategies (survey and archival analysis) can be followed for answering that type of questions. 

However, the most suitable strategy can be followed for this research is survey, this strategy 

will help in collecting data from a number of individuals from a specific population as a 

sample to make a generalization on certain question. This research circulates on the 

population of Denmark teenagers where a statistic conclusion is to be made in order to 

investigate what are the factors and behavior which lead them to purchase intention on 

buying products online. 

3.5 Quantitative Methodology 

As this research aims to find the online behavior of Denmark’s teenagers on 

purchasing, both the methods are applied. Quantitative method is used to identifying the type 

of digital a Denmark’s teenagers prefer for online shopping. This method is chosen for this 

objective since it is a strategy which can collect and analyze a large population (Bryman & 

Bell, 2007). It aims at generalizing the results of a population where it deducted existing 

theories into hypothesis. From a large sample size, it collects numerical data then a 

measurement is done in a statistical manner(Creswell, 2009).  

3.6 Research Design 

There are three types of research design namely exploratory, descriptive and 

explanatory (Robson, 2002).  

Exploratory-Exploratory research design is used to derive an understanding from a 

new insight with the existing researches. Explanatory research design is not selected since the 

data will be used for this research is a new set of collection and examining previous research 

and deriving conclusions from that might not help. Explanatory research design is not used 

since this research seeks in finding what the behaviors of the teenagers are which is not an 

issue or a problem but something which is needed to be found. Explanatory research design 

seeks for a solution of a certain issue. This research method used to find the answers in the 

form of who, what, how, when and where as it investigates the relationship between different 

factors (Dhawan, 2010). 
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Descriptive -Descriptive research design aims at understanding a formulation of 

certain critical situations regardless of the type of the research. Descriptive research is 

suitable if the researcher undergoes with mixed methodology since it involves collective 

information from the study sample either aiming for a descriptive study or quantitative study. 

It can give a solution from collective responses from a pattern or interaction through some 

procedures. It is useful in understanding critical situation either with qualitative and 

quantitative type of research.  

This study investigates to find what are the intrinsic and extrinsic factors of a teenager 

where it affects the decision of purchasing online hence; a descriptive design is followed in 

this research.  

3.7 Data collection 

Data sources are composed of primary and secondary data where primary data is 

collected from interviews and surveys conducted among the teenagers of Denmark.  

Primary data usually takes more time and the risk of limited responses will be high. 

However, primary data are up-date information since the data collected are live and it can 

give step precise information needed for the research (Ghauri & Grønhaug, 2005). Primary 

data is a crucial because it can tailor the research questions and can lead in for a right answer. 

Secondary data are collected through information available from a wider perspective such as 

database, organization, websites and libraries.  

Secondary data are inexpensive and comparably has higher amount of uncertainty 

since the information is not direct but collective information can give a good quality and 

amount of data needed.  

3.8 Data source 

For achieving objectives, survey method is carried out because it generally revolves 

around the type of digital devices teenagers use to buy products online. There are two types 

of survey methods to be followed, which are sample survey and census survey. Sample 

survey defines a study within certain set of individuals in a population while census study 

targets a whole population.  
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For this research, sample survey is conducted where the Denmark’s teenagers can be 

reached by mail telephone, social media and personal (face-to-face) mode. The data 

collection method was implied with the help of previous reports and researches done with 

respect to Denmark. According to their information, all of the factors are listed into several 

components and the desired questions are derived and the questionnaire is either posted or 

inquired according to the request by the participants.  

3.9 Questionnaire 

The questionnaire was created with respect to the predicted attributes which affects 

the teenage behavior predicted from previous researchers, primary data and secondary data. 

The questionnaire has eleven sections divided upon each. First section acquires the details 

about the participants where extrinsic factors are related to it such as gender, age, education, 

occupation and annual income. The second section composes the level usage of social media, 

the time they spend on social media, why they use the social media and for what they use 

social media. Third section comprises the questions related to the consumer buying behavior 

by inquiring about how often, about the source of product and how they decide on buying a 

product through (example, reading reviews and type of product they wish to buy). The fourth 

section comprises about general online purchasing behavior where the participants about 

what differentiation between products. The fifth section has a set of questions relating to the 

behavior and sources they will look out for before the purchase. Sixth and Seventh section 

inquires about the loyalty of a product and if the customer has the feeling of change needed. 

Eighth and Ninth section inquires about what makes an individual or what factor which 

makes participants to buy a product online even if the customer did not have intention on 

buying or the need of a product before logging on to a device. Facebook, Twitter and 

Linkedin are found to the most used social networking sites among the teenagers hence 

understanding the site they prefer, what information they look for and what factors (such as 

advertisements) drive them into the decision of purchasing of a product comes in Section ten. 

Eleventh section inquires about the level of impact of advertisements before and after 

purchasing the product. The quality of the questionnaire is checked by analyzing if the 

questions are understandable to the teenagers and by checking if the questions answers the 

entire question related to the given objectives. 
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3.10 Sampling 

Sampling is used to study the relationship between some of given factors targeting 

some specific group of individuals with same region and culture. This research follows 

convenience-sampling method where the data will be collected till the satisfaction of the 

gathered data. This study is conducted in Denmark targeting only the teenagers (range of 13-

19) where the teenagers are selected from Bronshoj school, ryparken international school and 

herlev gymnasium as intermediate teenagers. The participants are reached directly from the 

respective schools assuming that the answers can cover the answers we need for this research. 

The questionnaire is sent with the help of social media. 

3.11 Data Analysis 

The analysis of social data comprises the use SPSS (Statistical Package for the Social 

Sciences) tool for obtaining results for quantitative data. After getting responses from 

Denmark’s teenagers, analyzing on what is the purpose of the collected data and how the data 

should be used must be evaluated. A database will be created for each factor having its own 

given values through coding and the data is formed in a numerical value. From the numerical 

value, the data can be distributed in all needed charts such as histogram and bar charts. Cross 

tabulation also known as chi square test is used for evaluating the data collected from 

questionnaire. Then, correlation between two variables is derived for example, it has two 

types of correlation one is positive correlation and the other one is negative correlation. 

Positive correlation is a type of variable which affects other variable if it is affected and a 

negative correlation will give the opposite effective of the compared variable. A comparative 

analysis of dependent variable and independent variable is derived and the results are derived 

from this information.  

3.12 Ethical Consideration 

 This study provides and gives assurance on confidentiality regarding an individual’s 

data, personal information who are participating in the survey. The present data collection 

depends on the primary data, secondary data and social data which are live and it’s a type of 

data which relates to their own perception and preference hence the gathered information is 

stored in a safe manner without revealing the details anywhere. The respondents are 

identified by their unique identification number instead of revealing their personal 
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information such as name, age and occupation where those details are hidden. The collected 

data will be considered as a confidential one using only for research purposes. 

3.13 Summary of the Chapter 

This section gives an elaborated explanation with using Saunders Research onion 

methodology in finding what factors or reasons are taken into consideration for deriving the 

steps. The section follows the same sessions as that of Saunders research onion methodology 

starting from the outermost layer to the inner most layer finally evaluating the results along 

the process. Data is analyzed through questionnaire given through online in context to 

Denmark’s teenagers. Then SPSS tool is used to finally conclude the results satisfying the 

research questions. Ethical considerations and the way the questionnaire is developed are also 

discussed. The following section covers the results and analysis of this context. 
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Chapter IV: Results 

4.1 Introduction 

 In the chapter, the researcher provides the results of the quantitative data. The data 

was first entered into an excel files and exported into SPSS 20.0 version. Thus, using SPSS 

software the present study results analyzed. The analysis carried out was percentage analysis 

to find out the demographical information of respondents.  Descriptive statistical measures 

were carried out in each and every item of factors. Pearson Correlation analysis is used to 

find the relation between the independent and dependent variables. Regression is used to find 

the association between independent variables on dependent variables. Chi-square analysis 

was used to find the association between categorical variables. P< 0.05 was considered 

statistically significant. 

Table 1: Frequency of Gender 

 Frequency(n) Percentage (%) 
Male 37 56.9 
Female 28 43.1 
Total 65 100.0 

Table 1 shows the frequency of gender. Majority 56.9 percent of the respondents were 

male while 43.1 percent of the respondents were female. 

Figure 2: Percentage for gender 
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Table 2: Descriptive statistics for age  

 Mean SD Max Min 
Age 16.45 3.60 37 12 

 Table 2 shows the descriptive statistics for age. Mean of age is 16.45 with maximum 

37 and minimum 12 and standard deviation is 3.60. 

Table 3: Frequency of education 

 Frequency(n) Percentage (%) 
Non Graduate 1 1.5 
Primary Education (Skole1-9) 34 52.3 
Secondary Education (Gymnasium) 20 30.8 
Post-Secondary Education (University) 10 15.4 
Total 65 100.0 

 Table 3 shows the frequency of education. Majority 52.3 percent of the respondents 

are Primary Education (Skole1-9) followed by, 30.8 percent of the respondents areSecondary 

Education (Gymnasium), 15.4 percent of the respondents are Post-Secondary Education 

(University). 

Figure 3: Percentage for education 
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Table 4: Frequency of occupation 

 Frequency(n) Percentage (%) 
Student 25 38.5 
Job service 27 41.5 
Part time job 2 3.1 
Skole 8 12.3 
Sport 1 1.5 
Self-employed Professionals 2 3.1 
Total 65 100.0 

 Table 4 shows the frequency of occupation. Majority 41.5% of the respondents are 

job service followed by, 38.5% of the respondents are students, 12.3% of the respondents are 

skole, and 3.1 of the respondents are doing part time job and Self-employed Professionals. 

Figure 4: Percentage for occupation 

 

Table 5: Frequency of access internet either on a computer or a mobile phone or on 

other devices      

 Frequency(n) Percentage (%) 
Almost Everyday 45 69.2 
4-5 days a week 4 6.2 
2-3 days a week 12 18.5 
Rarely 3 4.6 
Never 1 1.5 
Total 65 100.0 

 

38.5	 41.5	

3.1	

12.3	

1.5	 3.1	

0	
5	
10	
15	
20	
25	
30	
35	
40	
45	

St
ud
en
t	

Jo
b	
se
rv
ic
e	

Pa
rt
	ti
m
e	
jo
b	

Sk
ol
e	

Sp
or
t	

Se
lf-
em

pl
oy
ed
	

Pr
of
es
si
on
al
s	

Pe
rc
en
ta
ge
	

Occupation	



Page 37 of 112 
  

 Table 4 shows the frequency of access internet either on a computer or a mobile 

phone or on other devices. Majority 69.2% of the respondents are access almost every day 

followed by, 18.5% of the respondents are access 2-3 days a week, 6.2% of the respondents 

are access 4-5 days a week and 4.6% of the respondents are access rarely. 

Figure 5: Percentage for access internet either on a computer or a mobile phone or on 

other devices      
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 Table 6 shows the frequency of use social networking sites. Majority 92.3% of the 
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networking site. 

  

69.2	

6.2	

18.5	

4.6	 1.5	
0	
10	
20	
30	
40	
50	
60	
70	
80	

Almost	
Everyday	

4-5	days	a	
week	

2-3	days	a	
week	

Rarely	 Never	

Pe
rc
en
ta
ge
	

Access	internet	either	on	a	computer	or	a	mobile	phone		



Page 38 of 112 
  

Figure 6: Percentage for use social networking sites 

 

Table 7: Frequency of social network 

 Frequency(n) Percentage (%) 
Facebook 47 72.3 
Twitter 12 18.5 
LinkedIn 1 1.5 
Others 5 7.7 
Total 65 100.0 

  Table 7 shows the frequency of social networking sites. Majority 72.3% of the 

respondents are used face book followed by, 18.5% of the respondents are used twitter, 7.7% 

of the respondents are used other social networking sites and 1.5% of the respondents are use 

LinkedIn. 

Figure 7: Percentage for use social networking sites 
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Table 8: Frequency of often do you use social networking sites 

 Frequency(n) Percentage (%) 
Almost Everyday 41 63.1 
4-5 days a week 8 12.3 
2-3 days a week 10 15.4 
Rarely 5 7.7 
Never 1 1.5 
Total 65 100.0 

 Table 8 shows the frequency of often do you use social networking sites. Majority 

63.1% of the respondents were used social network almost every day followed by, 15.4% of 

the respondents were used 2-3 days a week, 12.3% of the respondents were used 4-5 days a 

week and 1.5% of the respondents were never used social networking sites. 

Figure 8: Percentage for often use social networking sites 
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 Table 9 shows the frequency of do not using social networking sites. Majority 35.4% 

of the respondents are not interested of using social network followed by, 24.6% of the 

respondents are security concerns, 18.5% of the respondents are non-availability of enough 

time, 10.8% of the respondents are prefer face to face interaction and 9.2% of the respondents 

are prefer to use the phone for interaction. 

Figure 9: Percentage for don’t use social networking sites 
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by,13.8% of the respondents are spending 30mins for using face-book and twitter, 21.5% of 

the respondents were spends 1 hour for using face-book, 12.3% of the respondents were 

spend 2 hours for using face-book and 26.2% of the respondents were spend more than 2 

hours for using face-book. 

Figure 10: Percentage for roughly time spends of social networking   
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 Table 11 frequency of the spend amount of time using the social networking site. 

Majority 58.5% of the respondents increased spend amount of time using the social 

networking site, followed by, 27.7% of the respondents nearly the same spend amount of 

time using the social networking site and 13.8% of the respondents decreased spend amount 

of time using the social networking site. 
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Figure 11: Percentage for roughly time spends of social networking   

 

Table 12: Frequency of think about the time that you are spending currently on the 

social networking sites for product information search 

 Frequency(n) Percentage (%) 
Not enough 23 35.4 
Just right 31 47.7 
Too much 11 16.9 
Total 65 100.0 

 Table 12 shows the frequency of spending currently on the social networking sites for 

product information search. Majority 47.7% of the respondents are just right of spending 

currently on the social networking sites for product information search followed by, 35.4% of 

the respondents are not enough of spending currently on the social networking sites for 

product information search and 16.9% of the respondents too much for spending currently on 

the social networking sites for product information search. 

 

 

 

58.5	

13.8	

27.7	

0	

10	

20	

30	

40	

50	

60	

70	

Increased	 Decreased	 Nearly	the	same	

Pe
rc
en
ta
ge
	

Spend	amount	of	time	using	the	social	networking	site			



Page 43 of 112 
  

 

 

 

Figure 12: Percentage for spending currently on the social networking sites for product 

information search 
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 Frequency(n) Percentage (%) 
Increasing 32 49.2 
Decreasing 9 13.8 
About the same time 24 36.9 
Total 65 100.0 

 Table 13 shows the frequency of looking at next twelve months of social networking 

sites. Majority 49.2% of the respondents increased for looking at next twelve months of 

social networking sites followed by, 36.9% of the respondents about the same for looking at 

next twelve months of social networking sites and 13.8% of the respondents decreased for 

looking at next twelve months of social networking sites. 
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Figure 13: Percentage forlooking at next twelve months of social networking sites 

 

Table 14: Frequency of opinion about a particular product or service with your family 

or friends 

 Frequency(n) Percentage (%) 
Yes 48 73.8 
No 17 26.2 
Total 65 100.0 

 Table 14 shows the frequency of opinion about a particular product or service with 

your family or friends. Majority 73.8% of the respondents are said yes for of opinion about a 

particular product or service with your family or friends while 26.2% of the respondents are 

said as no. 
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Figure 14: Percentage foropinion about a particular product or service with your family 
or friends 

 

 

Table 15: Frequency of feedback about a particular product or service with the 

organization /Company 

 Frequency(n) Percentage (%) 
Yes 35 53.8 
No 29 44.6 
Total 64 98.5 
Missing System 1 1.5 
Total 65 100.0 

 Table 15 shows the frequency of feedback about a particular product or service with 

the organization /Company. Majority 53.8% of the respondents are said yes for feedback 

about a particular product or service with the organization /Company while 44.6% of the 

respondents are said as no. 
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Figure 15: Percentage forfeedback about a particular product or service with the 

organization /Company 

 

Table 16: Frequency of visit company website 

 Frequency(n) Percentage (%) 
Yes 37 56.9 
No 28 43.1 
Total 65 100.0 

 Table 16 shows the frequency of visit company website. Majority 56.9% of the 

respondents are visit company website while 43.1% of the respondents are not visit company 

website 
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Figure 16: Percentage forvisit company website 

 

Table 17: Frequency of online rating in one year 

 Frequency(n) Percentage (%) 
None/Don’t rate 25 38.5 
Up to 10 times 36 55.4 
11-20 times 2 3.1 
21-50 times 2 3.1 
Total 65 100.0 

 Table 17 shows the frequency of online rating in one year. Majority 55.4% of the 

respondents are online rating for up to 10 times followed by, 38.5% of the respondents are 

online rating none/don’t rate and 3.1% of the respondents are put online rating in one year for 

11-20 times and 21-50 times. 
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Figure 17: Percentage foronline rating in one year 

 

Table 18: Frequency of company link of your favorite brand to your family and friends 

 Frequency(n) Percentage (%) 
Yes 47 72.3 
No 18 27.7 
Total 65 100.0 

 Table 18 shows the frequency of company link of your favorite brand to your family 

and friends. Majority 72.3% of the respondents are said yes as for company link of your 

favorite brand to your family and friends while 27.7% of the respondents are said as no. 

Figure 18: Percentage forcompany link of your favorite brand to your family and 

friends 
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Table 19: Frequency of purchased any consumer electronic items 

 Frequency(n) Percentage (%) 
Yes 49 75.4 
No 16 24.6 
Total 65 100.0 

 Table 19 shows the frequency of purchased any consumer electronic items. Majority 

75.4% of the respondents are purchased consumer electronic items while 24.6% of the 

respondents are not purchased. 

Figure 19: Percentage forpurchased any consumer electronic items 
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Figure 20: Percentage forreason behind your purchase of the electronic item through 

social media 

 

Table 21: Frequency of online rating  

 Frequency(n) Percentage (%) 
Music Players 9 13.8 
Television set 1 1.5 
DVD players 2 3.1 
Digital cameras 2 3.1 
Personal computers/Laptops 8 12.3 
Telephone Instruments 3 4.6 
Mobile phones 28 43.1 
Video games consoles 10 15.4 
Camcorders 2 3.1 
Total 65 100.0 

 Table 21 shows the frequency of online rating of products. Majority 43.1% of the 

respondents rating for mobile phone followed by, 15.4% of the respondents online rating 

video games consoles, 13.8% of the respondents are put online rating for music players, 

12.3% of the respondents are put online rating for personal computers/laptops. 
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Figure 21: Percentage foronline rating 

 

Table 22: Frequency of do you read blogs or online reviews about a product or service 

before making buying decision 

 Frequency(n) Percentage (%) 
Yes 52 80.0 
No 12 18.5 
Total 64 98.5 
Missing System 1 1.5 
Total 65 100.0 

 Table 22 shows the frequency of product or service before making buying decision. 

Majority 80% of the respondents are read blogs or online reviews about a product or service 

before making buying decision while 18.5% of the respondents are not read blogs or online 

reviews about a product or service before making buying decision 
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Figure 22: Percentage foronline reviews about a product or service before making 

buying decision 

 

Table 23: Frequency of to what extent you were yourself involved in the buying decision 

 Frequency(n) Percentage (%) 
Completely 22 33.8 
To a great extent 20 30.8 
To Moderate extent 14 21.5 
To Less extent 9 13.8 
Total 65 100.0 

 Table 23 shows the frequency of extent you were yourself involved in the buying 

decision. Majority 33.8% of the respondents are completely buying decision followed by, 

30.8% of the respondents are to a great extent, 21.5% of the respondents are to moderate 

extent and 13.8% of the respondents are to less extent. 
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Figure 23: Percentage forextent you were yourself involved in the buying decision 

 

Table 24: Frequency of do you think there is any difference between the products of 

different brands 

 Frequency(n) Percentage (%) 
Yes, Significant difference 35 53.8 
Some difference 24 36.9 
No difference 6 9.2 
Total 65 100.0 

 Table 24 shows the frequency of difference between the products of different brands. 

Majority 53.8% of the respondents are said as Yes, Significant difference followed by, 36.9% 

of the respondents are said some difference. 
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Figure 24: Percentage for difference between the products of different brands 

 

Table 25: Frequency of think the price of the branded product 

 Frequency(n) Percentage (%) 
High 51 78.5 
Appropriate 13 20.0 
Low 1 1.5 
Total 65 100.0 

 Table 25 shows the frequency of price of the branded product. Majority 78.5% of the 

respondents are said as price of the branded product is high followed by, 20% of the 

respondents are said as appropriate and 2% of the respondents are said as low. 

Figure 25: Percentage forprice of the branded product 
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Table 26: Frequency of think taking the buying decision 

 Frequency(n) Percentage (%) 
Very Time consuming 18 27.7 
Somewhat Time consuming 38 58.5 
Less time consuming 9 13.8 
Total 65 100.0 

 Table 26 shows the frequency of buying decision. Majority 58.5% of the respondents 

are Somewhat Time consuming followed by, 27.7% of the respondents Very Time 

consuming and 13.8% of the respondents less time consuming. 

Figure 26: Percentage forbuying decision 
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 Table 27 shows the frequency of product information search was conducted on social 

media. Majority 36.9% of the respondents are Extensive search followed by, 35.4% of the 

respondents are Moderate search and 18.5% of the respondents  areMinimal search. 
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Figure 27: Percentage forproduct information search 

 

Table 28: Frequency of how frequently do you pay attention to the advertisements of 

consumer electronic products on social networking sites 

 Frequency(n) Percentage (%) 
Always 18 27.7 
Mostly 20 30.8 
Sometimes 18 27.7 
Occasionally 8 12.3 
Never 1 1.5 
Total 65 100.0 

 Table 28 shows the frequency of advertisements of consumer electronic products on 

social networking sites. Majority 30.8% of the respondents are mostly advertisements of 

consumer electronic products on social networking sites followed by, 27.7% of the 

respondents are sometimes and always, 12.3% of the respondents are occasionally. 
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Figure 28: Percentage foradvertisements of consumer electronic products on social 

networking sites 

 

Table 29: Frequency of after viewing the advertisement on any social networking site 

 Frequency(n) Percentage (%) 
Very much 17 26.2 
Good deal 15 23.1 
Some 24 36.9 
Little 5 7.7 
None 4 6.2 
Total 65 100.0 

 Table 29 shows the frequency of viewing the advertisement on any social networking 

site. Majority 36.9% of the respondents are some viewing the advertisement on any social 

networking site followed by, 26.2% of the respondents are very much viewing the 

advertisement on any social networking site, 23.1% of the respondents are good deal viewing 

the advertisement on any social networking site. 
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Figure 29: Percentage for viewing the advertisement on any social networking site 

 

Table 30: Frequency of how many online electronic stores do you visit on an average 

before making a buying decision 

 Frequency(n) Percentage (%) 
One to three 32 49.2 
Three to five 21 32.3 
Five to seven 7 10.8 
More than seven 5 7.7 
Total 65 100.0 

 Table 30 shows the frequency of online electronic stores do you visit on an average 

before making a buying decision. Majority 49.2% of the respondents are one to three time 

visit on an average before making a buying decision followed by, 32.3% of the respondents 

are three to five time visit on an average before making a buying decision, 10.8% of the 

respondents are five to seven tome visit on an average before making a buying decision and 

7.7% of the respondents are more than seven visit on an average before making a buying 

decision. 
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Figure 30: Percentage forvisit on an average before making a buying decision 

 

Table 31: Frequency of attributes do you consider while taking the buying decision of 

consumer electronic product through a social networking site 

 Frequency(n) Percentage (%) 

Physical appearance 7 10.8 

Availability of a variety of functions 13 20.0 

Price 19 29.2 

Quality 14 21.5 

Popularity 5 7.7 

Association with a particular brand 7 10.8 

Total 65 100.0 

 Table 31 shows the frequency of buying decision of consumer electronic product 

through a social networking site Majority 29.2% of the respondents are price followed by, 

21.5% of the respondents are said as quality, 20% of the respondents are said as availability 

of a variety of functions and 7.7% of the respondents are popularity. 
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Figure 31: Percentage forbuying decision of consumer electronic product through a 

social networking site 

 

Table 32: Frequency of how often do you compare different electronic products 

available in retail store by physically visiting the stores in the market before making a 

final online purchase 

 Frequency(n) Percentage (%) 
Always 23 35.4 
Mostly 16 24.6 
Sometimes 15 23.1 
Occasionally 9 13.8 
Never 2 3.1 
Total 65 100.0 

 Table 32 shows the frequency of physically visiting the stores in the market before 

making a final online purchase.Majority 35.4% of the respondents are always physically 

visiting the stores in the market before making a final online purchasefollowed by, 24.6% of 

the respondents are mostly, 23.1% of the respondents sometimes,13.8% of the respondents 

occasionally. 
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Figure 32: Percentage forbuying decision of consumer electronic product through a 

social networking site 

 

Table 33: Frequency of effectiveness of social media advertising 

Site 
Facebook Twitter LinkedIn 

n(%) 

Which site do you like the most 53 (81.5) 10 (15.4) 2 (3.1) 

Which site is the most useful 47 (72.3) 11 (16.9) 7 (10.8) 

Which site do you prefer to use 42 (64.6) 19 (29.2) 4 (6.2) 

Which site is the most user friendly 53 (81.5) 11 (16.9) 1 (1.5) 

Which site strikes you the most 40 (61.5) 21 (32.3) 4 (6.2) 

 Table 33 shows the frequency of effectiveness of social media advertising.Majority 

81.5% of the respondents are effective with face-book for which site do you like the 

mostfollowed by, 24.6% of the respondents are 72.3% of the respondents are effective with 

face-book for  which site is the most useful compare to 10.8% of the respondents are 

effective. 
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Figure 33: Percentage for buying decision of consumer electronic product through a 

social networking site 

 

Table 34: Frequency of rating social networking sites 

Rating Facebook Twitter LinkedIn 
n(%) 

1 11 (16.9) 8 (12.3) 10 (15.4) 
2 2 (3.1) 9 (13.8) 6 (9.2) 
3 0 (0.0) 3 (4.6) 6 (9.2) 
4 2 (3.1) 5 (7.7) 11 (16.9) 
5 3 (4.6) 4 (6.2) 5 (7.7) 
6 4 (6.2) 8 (12.3) 5 (7.7) 
7 13 (20.0) 13 (20.0) 13 (20.0) 
8 8 (12.3)  3 (4.6) 4 (6.2) 
9 12 (18.5) 7 (10.8) 3 (4.6) 
10 10 (51.4) 5 (7.7) 2 (3.1) 
Total 65 (100.0)  65 (100.0) 65 (100.0) 

 Table 34 shows the frequency of rating social networking advertising. Majority 13 

(20.0%) respondents rating 7thrank for face-book followed by 12 (18.5) respondents rating 

9thrank for face-book, 11 (16.9) respondents rating 1st rank and so on. When considered 

twitter majority 13 (20.0) respondents are rating 7th rank followed by, 9 (13.8) respondents 

are rating 2nd rank, 8 (12.3) respondents are rating 1st and 6th rank. In LinkedIn majority 13 

(20.0) respondents are rating 7th rank followed by, 11 (16.9) respondents are rating 6th rank. 
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Figure 34: Percentage forrating social networking sites 

 

Table 35: Frequency of rating social networking sites 

Rating Facebook Twitter LinkedIn 
n(%) 

1 12 (18.5) 12 (18.5) 13 (20.0) 
2 2 (3.1) 6 (9.2) 4 (6.2) 
3 0 (0.0) 3 (4.6) 6 (9.2) 
4 2 (3.1) 1 (1.5) 8 (12.3) 
5 2 (3.1) 4 (6.2) 9 (13.8) 
6 4 (6.2) 8 (12.3) 8 (21.3) 
7 14 (21.5) 12 (18.5) 7 (10.8) 
8 9 (13.8) 8 (12.3)  4 (6.2) 
9 14  (21.5) 8 (12.3)  6 (9.2) 
10 6 (9.2) 3 (4.6) 0 (0.0) 
Total 65 (100.0)  65 (100.0) 65 (100.0) 

 Table 35 shows the frequency of rating social networking advertising. Majority 1 

(21.5%) respondents rating 7th rank and 9th rank for face-book followed by 12 (18.5) 

respondents rating 1st rank and 9 (13.8) respondents rating 8st rank and so on. When 

considered twitter majority 12 (18.5%) respondents are rating 1st and 7th rank followed by, 8 

(12.3) respondents are rating 6th, 8th and 9th rank, 6 (9.2) respondents are rating 2nd rank. In 

linkedin majority 13 (20.0) respondents are rating 1strank followed by, 8 (12.3) respondents 

are rating 4th and 6th rank. 
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Figure 35: Percentage forrating social networking sites 

 

Table 36: Frequency of affinity 

Site 
Facebook Twitter LinkedIn 

n(%) 

Which social networking site according to you has 
more followers due to acquaintances (i.e. friends and 
relatives)? 

52 (80.0) 12 (18.5) 1 (1.5) 

Which social networking site according to you has 
more unknown followers? 

17 (26.2) 30 (46.2) 18 (27.7) 

 Table 36 shows the frequency of affinity. Majority 80% of the respondents are in 

face-book for which social networking site according to you has more followers due to 

acquaintances (i.e. friends and relatives) while twitter (46.2) and LinkedIn (27.7) for which 

social networking site according to you has more unknown followers 
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Figure 36: Percentage for affinity 

 

Table 37: Frequency of impact of Social Media Advertising 

Site 
Facebook Twitter LinkedIn 

Yes No Yes No Yes No 

On which social networking site 
do you have positive 
reactions/feelings towards 
advertisements displayed on it? 

58 (89.2) 7 (10.8) 47 (72.3) 18 (27.7) 28 (43.1) 37 (56.9) 

On which social network sites 
the advertisements displayed 
appeal you? 

56 (86.2) 9 (13.8) 47 (72.3) 18 (27.7) 26 (40.0) 39 (60.0) 

On which social networking sites 
the visuals and slogans of the 
advertisements displayed are 
memorable? 

59 (90.8) 6 (9.2) 44 (67.7) 21 (32.3) 25 (38.5) 40 (61.5) 

On which social network site do 
you find the product 
advertisement displayed 
attractive? 

60 (92.3) 5 (7.7) 46 (70.8) 19 (29.2) 25 (38.5) 40 (61.5) 
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On which social network sites do 
you trust the advertisements 
displayed? 

52 (80.0) 13 (20.0) 44 (67.7) 21 (32.3) 30 (46.2) 35 (53.8) 

 Table 37 shows the frequency of impact of social media advertising. Majority of the 

face-book (89.2%) followed by twitter (72.3%) respondents answered yes for the statement 

“On which social networking site do you have positive reactions/feelings towards 

advertisements displayed on it”. Face-book (86.2%) followed by twitter (72.3%) respondents 

answered yes for the statement “On which social network sites the advertisements displayed 

appeal you”. Face-book (80%) followed by twitter (67.7%) respondents answered yes for the 

last statement “On which social network sites do you trust the advertisements displayed” 

Figure 37: Percentage for impact of Social Media Advertising 

 

Table 38: Frequency of time spent on Social networking site 

 Frequency(n) Percentage (%) 
1-2 time 17 26.2 
3-4 time 19 29.2 
4-5 time 8 12.3 
More than 5 times. 21 32.3 
Total 65 100.0 

 Table 38 shows the frequency of time spent on social networking site. Majority 32.3% 

of the respondents are more than 5 time spent on social networking site followed by, 29.2% 
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of the respondents are 3-4 time spent on social networking site, 26.2% of the respondents are 

1-2 time spent on social networking site and 12.3% of the respondents are 4-5 time spent on 

social networking site. 

Figure 38: Percentage for time spent on Social networking site 

 

Table 39: Frequency of satisfied with the actual product which you purchased after 

watching the advertisement on one of the social networking sites 

 Frequency (n) Percentage (%) 
Highly satisfied 9 13.8 
Satisfied 35 53.8 
Neither 17 26.2 
Dissatisfied 3 4.6 
Highly dissatisfied 1 1.5 
Total 65 100.0 

 Table 39 shows the frequency of purchased after watching the advertisement on one 

of the social networking sites. Majority 53.8% of the respondents are satisfied followed by, 

26.2% of the respondents are neither, 13.8%of the respondents are highly satisfied, 4.6% of 

the respondents are dissatisfied. 
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Figure 39: Percentage for watching the advertisement on one of the social networking 

sites 

 

Research Questions 

1. What are the most used type(s) of digital devices teenagers used for 

purchasing online? 

2. What are the extrinsic and intrinsic factors are in which it actually leads 

teenagers for an intention to purchase online? 

3. What are their attitudes and general behavior when it comes to digital 

purchasing? 

4. What are the current trends and marketing practices organizations follow to 

reach the teenagers of Denmark? 

5. Which strategies are successful and which strategies are recommended to a 

marketer in reaching the teenagers? 

Table 40: Association between habitual buying behavior and impulsive buying behavior 

 

 Unstandardized 
Coefficients R Square t value p value 

Beta SE 
(Constant) 1.492 0.237 0.132 6.284 0.000 
Habitual buying behavior 0.331 0.107 3.100 0.003** 

Dependent Variable: Impulsive buying behavior, **p<0.01 
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 The association between habitual buying behavior and impulsive buying behavior is 

presented in the table 40.  In the regression model, habitual buying behavior is considered as 

independent variable while impulsive buying behavior is considered as a dependent variable. 

The significance value (p-value<0.05) clearly unveils that habitual buying behavior (β=0.331, 

t=3.100, p<0.01) is positively impact on impulsive buying behavior. In addition, 13 percent 

of the variation in impulsive buying behavior is dependent on habitual buying behavior 

(Adjusted R-square=0.132).   

Table 41: Association between seeking buying behavior and impulsive buying behavior 

 Unstandardized 

Coefficients R Square t value p value 

Beta SE 

(Constant) 1.171 0.246 
0.230 

4.765 0.000 

Seeking buying Behavior 0.455 0.105 4.335 0.000** 

Dependent Variable: Impulsive buying behavior, **p<0.01 

 The association between Seeking buying Behavior and impulsive buying behavior is 

presented in the table 41.  In the regression model, Seeking buying Behavior is considered as 

independent variable while impulsive buying behavior is considered as a dependent variable. 

The significance value (p-value<0.05) clearly unveils that Seeking buying Behavior 

(β=0.455, t=4.335, p<0.01) is positively impact on impulsive buying behavior. In addition, 23 

percent of the variation in impulsive buying behavior is dependent on Seeking buying 

Behavior (Adjusted R-square=0.230).   

Table 42: Association between dissonance buying behavior and impulsive buying 

behavior  

 Unstandardized 
Coefficients R Square t value p value 

Beta SE 
(Constant) 1.036 0.220 0.321 4.663 0.000 
Dissonance buying behavior 0.494 0.091 5.452 0.000** 

Dependent Variable: Impulsive buying behavior, **p<0.01 
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 The association between dissonance buying behavior and impulsive buying behavior 

is presented in the table 42.  In the regression model, dissonance buying behavioris 

considered as independent variable while impulsive buying behavior is considered as a 

dependent variable. The significance value (p-value<0.05) clearly unveils that dissonance 

buying behavior(β=0.494, t=5.452 p<0.01) is positively impact on impulsive buying 

behavior. In addition, 32 percent of the variation in impulsive buying behavior is dependent 

on dissonance buying behavior (Adjusted R-square=0.321).   

Table 43: Association between habitual, seeking and dissonance buying behavior and 

impulsive buying behavior  

 

 Unstandardized 

Coefficients R Square t value p value 

Beta SE 

(Constant) 0.776 0.259 

0.361 

2.995 0.004 

Habitual buying behavior 0.039 0.118 0.326 0.745 

Seeking buying Behavior 0.207 0.132 1.563 0.123 

Dissonance buying behavior 0.372 0.109 3.420 0.001** 

Dependent Variable: Impulsive buying behavior, *p<0.01 

 The association between habitual buying behavior, seeking buying behavior and 

dissonance buying behavior and impulsive buying behavior is presented in the table 43.  In 

the regression model, habitual buying behavior, seeking buying behavior and dissonance 

buying behavioris considered as independent variable while impulsive buying behavior is 

considered as a dependent variable. The significance value (p-value>0.05) clearly unveils that 

habitual buying behavior (β=0.039, t=0.326, p>0.05), Seeking buying Behavior (β=0.207, 

t=1.563, p>0.05) does not impact on impulsive buying behavior and dissonance buying 

behavior (β=0.372, t=3.420 p<0.01) is positively impact on impulsive buying behavior. In 

addition, 36 percent of the variation in impulsive buying behavior is dependent on dissonance 

buying behavior (Adjusted R-square=0.361).   
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Table 44: Relationship between after viewing the advertisement on any social 

networking and level of education 

 Very  

much 

Good 

 deal 

Some Little None Total p value 

Non Graduate 0 (0.0) 0 (0.0) 0 (0.0) 1 (20.0) 0 (0.0) 1 (1.5) 

0.019** 

Primary Education 
(Skole1-9) 

11 (64.7) 7 (46.7) 9 (37.5) 4 (80.0) 3 (75.0) 34 (52.3) 

Secondary 
Education 
(Gymnasium) 

5 (29.4) 3 (20.0) 11 (45.8) 0 (0.0) 1 (25.0) 20 (30.8) 

Post-Secondary 
Education 
(University) 

1 (5.9) 5 (33.3) 4 (16.7) 0 (0.0) 0 (0.0) 10 (15.4) 

Total 17 (100.0) 15(100.0) 24 (100.0) 5 (100.0) 4 (100.0) 65 (100.0) 

Chi-Square:24.200, **p<0.01 

 Table 44 reveals the relationship between after viewing the advertisement on any 

social networking and level of education. It is observed that 52.3% of the respondents are 

done primary education. Further, 80% of the respondents are little in primary education 

followed by, 45.8% of the respondents are some in secondary education. From the observed 

chi-square value of 24.200 and p value of 0.019 which is less than 0.05, hence there is 

arelationship between after viewing the advertisement on any social networking and level of 

education. 

Table 45: Relationship between Do you share your opinion about a particular product 

or service with your family or friends by writing reviews or blogs and level of education 

 Do you share your opinion about a 
particular product or service with your 
family or friends by writing reviews or 
blogs? 

p value 

Yes No Total 

Non Graduate 0 (0.0) 1 (5.9) 1 (1.5) 
0.019** 

Primary Education (Skole1-9) 21 (43.8) 13 (76.5) 34 (52.3) 
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Secondary Education (Gymnasium) 17 (35.4) 3 (17.6) 20 (30.8) 

Post-Secondary Education (University) 10 (20.8) 0 (0.0) 10 (15.4) 

Total 48 (100.0) 17 (100.0) 65 (100.0) 

Chi-Square:10.223, **p<0.01 

 Table 45 reveals the relationship between opinion about a particular product or 

service with your family or friends by writing reviews or blogs and level of education. It is 

observed that 52.3% of the respondents are done primary education. Further, 43.8% of the 

primary educational respondents are said yes for opinion about a particular product or 

service with your family or friends by writing reviews or blogs. From the observed chi-

square value of 10.223 and p value of 0.019 which is less than 0.05, hence there is a 

relationship between opinion about a particular product or service with your family or 

friends by writing reviews or blogs and level of education. 

Table 46:Relationship between provided online rating in one year and occupation 

Occupation 

How many times have you 
provided online rating in one year? Total p value None/Don’

t rate 
Up to 10 

times 
11-20 
times 

21-50 
times 

Student 15 (60.0) 10 (27.8) 0 (0.0) 0 (0.0) 25 (38.5) 

0.014** 

Job service 8 (32.0) 17 (47.2) 1 (50.0) 1 (50.0) 27 (41.5) 
Part time job 0 (0.0) 2 (5.6) 0 (0.0) 0 (0.0) 2 (3.1) 
Skole 1 (4.0) 6 (16.7) 0 (0.0) 1 (50.0) 8 (12.3) 
Sport 1 (4.0) 0 (0.0) 0 (0.0) 0 (0.0) 1 (1.5) 
Self-employed Professionals 0 (0.0) 1 (2.8) 1 (50.0) 0 (0.0) 2 (3.1) 
Total 25 (100.0) 36 (100.0) 2 (100.0) 2 (100.0) 65 (100.0) 

Chi-Square:29.395, **p<0.01 

 Table 46 reveals the relationship between provided online rating in one year and 

occupation. It is observed that 38.5% of the respondents are belonging to students. Further, 

60% of the students are none/don’t rate.47.2% of the job service respondents are up to 10 

times provided online rating in one year. From the observed chi-square value of 29.395 and p 

value of 0.014 which is less than 0.05, hence there is a $relationship between provided online 

rating in one year and occupation. 

  



Page 73 of 112 
  

Table 47: Relationship between social networking sites do you use and occupation  

Occupation 
Which of these Social Networking Sites do 

you use? Total p value 
Facebook Twitter LinkedIn Others 

Student 17 (36.2) 6 (50.0) 0 (0.0) 2 (40.0) 25 (38.5) 

0.002** 

Job service 21 (44.7) 4 (33.3) 0 (0.0) 2 (40.0) 27 (41.5) 
Part time job 2 (4.3) 0 (0.0) 0 (0.0)  0 (0.0) 2 (3.1) 
Skole 6 (12.8) 1 (8.3) 0 (0.0) 1 (20.0) 8 (12.3) 
Sport 1 (2.1) 0 (0.0) 0 (0.0)  0 (0.0) 1 (1.5) 
Self-employed Professionals 0 (0.0) 1 (8.3) 1 (100.0) 0 (0.0) 2 (3.1) 
Total 47 (100.0) 12 (100.0) 1 (100.0) 5 (100.0) 65 (100.0) 

Chi-Square:36.474, **p<0.01 

 Table 47 reveals the relationship between social networking sites do you useand 

occupation. It is observed that 38.5% of the respondents are belonging to students. Further, 

44.7% and 33.3% of the job service respondents are used face-book and twitter. From the 

observed chi-square value of 36.474and p value of 0.002 which is less than 0.05, hence there 

is arelationship between social networking sites do you use and occupation. 

Table 48: Relationship between use social networking site and occupation 

Occupation 

How often do you use Social networking  
sites like face-book, twitter, LinkedIn? Total p value Almost 

Everyday 
4-5 days 
a week 

2-3 days 
a week Rarely Never 

Student 15 (36.6) 4 (50.0) 3 (30.0) 3 (60.0) 0 (0.0) 25 (38.5) 

0.000** 

Job service 19 (46.3) 3 (37.5) 5 (50.0) 0 (0.0) 0 (0.0) 27 (41.5) 
Part time job 2 (4.9) 0 (0.0) 0 (0.0) 0 (0.0) 0 (0.0) 2 (3.1) 
Skole 4 (9.8) 1 (12.5) 1 (10.0) 2 (40.0.) 0 (0.0) 8 (12.3) 
Sport 0 (0.0) 0 (0.0) 0 (0.0) 0 (0.0) 1 (100.0) 1 (1.5) 
Self-employed 
Professionals 1 (2.4) 0 (0.0) 1 (10.0) 0 (0.0) 0 (0.0)  2 (3.1) 

 41 (100.0) 8 (100.0) 10 (100.0) 5 (100.0) 1 (100.0) 65 (100.0) 

Chi-Square: 75.124, **p<0.01 

 Table 48 reveals the relationship between use social networking sites and occupation. 

It is observed that 38.5% of the respondents are belonging to students. Further, 46.3%, 

50.0%, 30.0% and 60% of the students are used social networking site almost every day, 4-5 

days a week, 2-3 days a week. From the observed chi-square value of 75.124and p value of 

0.000 which is less than 0.05, hence there is a relationship between use social networking 

sites and occupation. 
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Table 49: Relationship between habitual, seeking and dissonance buying behavior and 

impulsive buying behavior  

 Habitual 
buying 

behaviour 

Seeking 
buying 

Behavior 

Dissonance 
buying 

behaviour 

Impulsive 
buying 

behaviour 
Habitual buying behaviour 1 .599** .448** .364** 
Seeking buying Behavior  1 .554** .479** 
Dissonance buying behaviour   1 .566** 
Impulsive buying behaviour    1 

**p<0.01 

Table 49 presents the Pearson correlation analysis. The correlation analysis shows the 

linearity between the variables not the strength of association between dependent and 

independent variables represented by r and p value, while r is a degree of correlation and p 

signifies significance level.It is evident from the table, Habitual buying behaviour does 

showed a significant positive linear relationship with Seeking buying Behavior (r=0.599, 

p<0.01), Dissonance buying behaviour (r=0.448, p< 0.01) and Impulsive buying behaviour 

(r=0.364, p<0.01).Seeking buying Behaviordoes showed a significant positive linear 

relationship withDissonance buying behaviour (r=0.554, p< 0.01) and Impulsive buying 

behaviour (r=0.479, p<0.01). Dissonance buying behaviourdoes showed a significant positive 

linear relationship withImpulsive buying behaviour (r=0.566, p<0.01). The correlation value 

ranged from 0.364-0.599.  
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CHAPTER V: DISCUSSION AND CONCLUSION 

5.1 Introduction 

This chapter examines and justifies the answers for the needed research questions 

elaborately in what is found in the present study. The present research examines what are the 

behavioral intentions of a Denmark teenagers when it comes to digital purchasing. The 

objectives of this research are recapped to synchronize with the results we have obtained.  

1. To identify the type of digital device teenagers are using to purchase 

online. 

2. To identify what factor and behavior leads teenagers in making an 

intention to purchase online. 

3. To identify what strategies a marketer can use in reaching the Denmark’s 

teenagers 

The literature review covered what are the general characteristics when it comes to 

digital purchasing, what are the latest trends that are followed, evolution of trends, what are 

the impact of social media in purchasing behaviour and previous studies related to purchase 

intentions of Denmark’s teenagers. With the help of this research, we can find what are the 

factors that a teenager posses while purchasing in the digital world. This can be a roadmap or 

benchmarking against other researchers in this fast-growing field. Hence, the methodology of 

this research has collected the answers that are needed for this research and it is elaborated 

from the forthcoming sections.  

5.2 Quantitative approach - Analysis of demographic variables 

With the objectives, in finding the type of digital devices the teenagers are using 

while purchasing online. For a generalized view of the study area (Denmark) , the questions 

which are formed in the questionnaire were selected. In this research, 37 males and 28 

females were selected for this research, taking that 56% of them are male and 43% of them 

are female. A pie chart is given for a visual representation. To the max 37 are the age range 

and the minimum turned out to be around 12. From the sample, most of them are from 

Primary Education which has the frequency of 50% of the sample population. About 30% of 

them are from Secondary education and rest are Post-secondary or non-graduate. Bar charts 

on the qualification of individuals are represented. For recognising their major participants it 
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is found that the participants are mostly a full time student which has about 38% of the 

population to individuals who does some Job service such as 41%. Brief overviews about the 

participants are given so as to analyze if the sample taken will be useful for this research.  

A small group of focus group was taken into consideration for analyzing their 

intention when it comes to digital usage(National Youth Council of Ireland, 2016). The usage 

of social media is found to be high among the focus group but the trust among the customers 

is not found to be declining since the security in general is fading over years. The study DIBS 

Payment (2015)stated that most teenagers are most incline towards a product and the decline 

of subscriptions of newspapers make them more vulnerable.  

5.3 The type of digital devices teenagers use for purchasing online 

In a study by National Youth Council of Ireland (2016)the most of the population who 

are exposed to online purchasing are effective through mobile devices. Most mobile devices 

are used for entertainment purposes among the population and the companies are more 

inclined towards the intention towards the advertisements and other sources on exposure. A 

study mentioned that people are most present in social media such as Facebook for both 

entertainment and educational purposes(DR Audience Research, 2015).  The frequency on 

accessing the internet either through computer, laptop, mobile phone and other devices, the 

results show that the targeted population will use either one of the digital sources almost 

every day nearly 70%. The second most population has used the internet on almost 2-3 days 

if not it’s on daily basis. A bar representation is given to represent the information on visual 

basis, concluding that most use internet ranging for about 92% of the population.  

From the 92% population of the internet usage most use facebook leading as a first 

source (for up to 72%) and secondly leading population in using Twitter (for up to 18%). 

From that 92% of the population, the frequency of the social media usage is high on daily 

basis for up to 63%. Some of the internet users use 2-5 weeks for about 20% among the 

selected population. A report GSMA (2014)mentioned that teenagers use Mobile phones, 

cameras and internet-accessible devices for about 89% of the population. Hence both studies 

data are almost accurate on the information.  

Among the internet usage population, the reasons for not using social networking sites 

are discussed. It is found that 35% are not interested and for about 24% are aware and more 
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concerned with security reasons. From the obtained sampled answers it is found that most use 

Linked in, Twitter and other social media for at least 15 min per day. The frequency of social 

media usage is increasing for about 50% of the previous studies. Similar to this study, there 

are reports on using social media is increased in the period of 2000-2009 especially among 

teenagers 93% seconded to adults 74%(Lenhart et al., 2010). A question was based on asking 

if they are satisfies with the time they spend on the digital devices and it is found that most of 

them are satisfied. After the period of twelve months, most seem to use internet more than 

they did before. It seem that 70% agree that the internet usage is increasing day by day 

secondly convey that they are about the same time as that of before.  

5.4 Identification of factors and behavior among teenagers in making an 

intention to purchase online 

From the study sample it is found that 73% of the study population asks opinion about 

a particular product to their friends and family before purchasing a product online. After 

purchasing and using the particular product, it is found that only half of the population 

provides the feedback of the product. Among the study sample, it is found that 56% of the 

population access the company’s website before buying and about 43% of the population 

does not look into the website. Considering for a year gap, the person purchased the products 

online has provided feedback about the product for at least 1-10 times among those products 

and for about 30% of the population does not rate on the products. If a customer is more than 

satisfied with the product, the “word of mouth” among friends and families are found to be 

high. “Word of mouth” is an indirect process of marketing where a satisfied customer will 

verify the same product to their friends and family(Naz, 2014).  From the study population it 

is found that customers recommend the products to others for about 72%. Among the 

purchases, it is found that 75% of the customers bought electronic items from online. From 

the population about 36% of the population read an online review or blog about a particular 

product before buying it, for about 30% of them saw an advertisement on television before 

purchasing the product. From the report, it stated that about half of the population review on 

feedback of the product when buying mobile phones online. When taking the efficiency of 

online review, it is found that about 80% reads the product review of the particular product 

before buying it. Similar to this statement, a report showed the percentage of people who 

view a product’s feedback before purchasing is about 98% and almost 60% of the population 

do this often(Holleschovsky & Constantinides, 2016).  On scaling the level of reviewing the 
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product among these users, from “Completely” to “less extent”, it is found that the levels are 

33%, 30%, 21% and 13% respectively.  

Among the selected population, about 50% of people differentiate a big deal when it 

comes to products of the same brand from one to another. Even if the products are same, a 

different brand may lead to a different decision on a product. About 36% of the population 

does not find much significant difference between the similar products if the brands are 

different. Some people find that price of a branded product is significant when it comes to 

their buying decision. From the selected samples, it is found that the price of the branded 

product is higher than other labelled products. From a studyHasan et al. (2013),  it is found 

that the product’s features, price, quality and preference is varied from one brand to another. 

The representation of each brand may differ from one to another, hence various external and 

internal factors plays a major role in customer’s preferences(Ahmad et al., 2013). From the 

study by Mirabi et al. (2015)found that the quality of the product is the major factor for a 

customer’s purchase intentions. For about 58% of the population has reported that the time 

taken for the decision on purchasing takes certain amount of time before purchasing and for 

about 27% of the population found it as very time consuming process. For about 38% Would 

do an extensive search before buying the product equalling to the people who prefer moderate 

amount of searching and the rest on minimal level. Among the social media users, around 

50% of them pay attention to the advertisements given on any social platform. About 40% of 

the users pay attention to the advertisement on average level. From the sample, it is found 

that only 30% of them look into the information of the advertised product after viewing the 

advertisement. About 40% of the population actually considered into looking out for 

information of the particular product right after viewing the advertisement. About 50% of the 

population look at least one to three electronic stores available online before making a 

decision on buying the product. About 30% of the population view the related products 

online for about three to five websites.  

Identification of strategies a marketer can use in reaching the Denmark’s teenagers: 

A study among Greek population has found that perceived quality of a product is 

significantly depended than other variables(Tsiotsou, 2005). From that, a direct and indirect 

perception of a product plays a major role in purchase intentions. Direct perceived quality is 

depended on the quality of the information available on the advertisement. Indirect perceived 

quality is depended on various external factors such as family, friends, knowledge and 



Page 79 of 112 
  

society(Tsiotsou, 2006). A study by Alex and  Thomas (2012)states that customer’s 

satisfaction on basis of the information provided and one-time experience on the product can 

give an idea about future related products.  

From the questionnaire supplied to the participants, the frequency of the attributes which 

plays as a major role while taking a decision in buying intention when accessing social 

networking websites, it is found that the price and the quality of a product is found to be more 

important than other factors such as physical appearances, attributes, popularity and 

associated brands. It states that exactly 50% of the population has reported that price and 

quality is the important factor. Similar to this research, a study by found that quality and price 

are one of a major factor for purchase intentions but some cases prove that brand image gives 

an outline view of a product on what the product can give (Rana et al., 2015). A mixed study 

based on analyzing purchase intention has found that price and quality of the product is the 

most viewed factors before buying the product(Nguyen & Gizaw, 2014). 

From the study sample, it is found that most people who purchases compares the same 

product by visiting the physical stores before making an intention to buy the product. Only 

about 3% of the population never actually reviewed the products without knowing it from 

physical stores.  

From this study sample people who uses internet, it is found that about 35% of them 

would view the product reviews before buying it. It is found that about 30% of them inquire 

about the product through facebook or twitter before making a decision to buy the product. 

Linked in is the least used social networking website for viewing about the related 

information from the product. Since, social media is changing the way the marketers used for 

reaching the intended customers, most use social media for analyzing about the product 

before purchasing(Harshini, 2015). It is more important that a brand image is most useful for 

purchase intentions and it is often created by spreading the knowledge about a particular 

product. Hence, knowledge plays a vital role for spreading out information related to that and 

the best strategy for reaching the people is to reach through Facebook(Kosarizadeh & Hamdi, 

2015).  The study showed that the perceived quality, information accessibility and word of 

mouth are the important factors for purchasing intentions(Chandio et al., 2015). These are 

normally achieved with the help of social media since it is now seen as an effective way of 

acquiring information. From these types of social media, perceived convenience, 

effectiveness and credibility is pre-determined by the customers(Yogesh & Yesha, 2014). 
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Affinity can be explained as a term for spreading the use of the product, if the first 

person customer had a natural liking towards it. For example, if a person likes products and 

shares the information on any social media it will reach all of their friends. Hence a question 

is based on the total number of followers of facebook, Twitter and Linked in to analyze if it 

can reach wide audience if even one customer developed a liking towards it. About 52% of 

the population has reported that their facebook account has high followers than Twitter or 

Linked in. From the survey, it seems that their twitter account had higher number of unknown 

persons as followers. On seeing the level of positivity, visuals of advertisement, product-

related advertisement and appealing factors towards a product is mostly on Facebook. From 

our answers, we found that most people frequently check out about the product for more than 

5 time of facebook before buying the particular product. About 50% of the population are 

satisfied with the information available that the company released on social media networks. 

Some of the participants are more than satisfied and some of them feel neutral over the level 

of information available. From a research study,  Anupriya (2017)it is found that customer’s 

satisfaction is totally depended on perceived performance with the actual performance of the 

product. A revision of the study Dulin (2016)indicated that advertisement plays an important 

role in purchase intentions of a product since it can give accurate information on features, 

prices, material included and benefit of the product directly from the organisation.  

5.5 Behavioral intentions of customers 

Association between habitual buying behavior and impulsive buying behaviour: 

 From the study sample, it is found that Habitual buying behaviour is significant to 

purchase intentions and that the impulsive buying decisions are directly depended on the 

purchase intentions. This research shows that habitual behaviour has about 13% with the 

impulsive characteristics. From a study by Ji and Wood (2007)it is found that the habitual 

behavior does not see the extrinsic factors and intrinsic factors of the product. The 

advertisement, social media, cultural preferences, society, friends and families will not affect 

the decision of a customer if the intention is based on habitual terms but the process will take 

a long-time into a customer to do that. A study found that loyalty and competitiveness among 

private branded labels with their own brand can be a factor for changing their 

decisions(Sadasivan et al., 2011). 
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Association between seeking buying behavior and impulsive buying behaviour: 

A study revealed that the hedonic characteristics of a products is found to be the 

factors which most expects while seeking and it is found that the feel of its characteristics is 

significant to the impulsive behaviour (Irani & Hanzaee, 2011). This study found that about 

23% of the factor is significant to the seeking-buying behaviour.  

Association between dissonance buying behavior and impulsive buying behavior: 

A study by Kumar and Sharma (2016) found that most customers are not sure of what 

product they are willing to buy and what type of brand they prefer. The decision will be 

mostly be spontaneous if the customers are exposed to a lot of advertisements and it will be 

mostly unpredictable.  From this study it is found that the results show about 30% of the total 

outcome.  

Collectively the result can say that, about 36% of the population is significant within each 

other when calculating from entire study population.  

Relationship between after viewing the advertisement on any social networking, level of 

education, age range and the product review: 

From this study, the results showed that the type of education that they posses is 

highly depended on the level of understanding after viewing the advertisement. The results 

have showed that it has significant relationship between within itself. It is found that most of 

the customers are between primary education and secondary education. From a wider study 

by it is found that 35 % of Denmark users are look into a product and about 23% of the 

population will buy the same product(Postnord, 2017). 

Relationship between provided online rating in one year, social networking sites, 

occupation and other behaviour of the customers: 

Habitual behaviour intention is found most significant than seeking, dissonance and 

impulsive behaviour. This behaviour is found to be true but customer’s trust is also an 

important factor for repetitive customer’s behavioral intention(Chiu et al., 2010). 
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5.6 Conclusion 

The development of new media is an important evolution of new strategies in 

marketing and the preferences on each country may differ from one to another. Usage of 

social media, especially Facebook is termed as the most useful way to connect with people. 

In Denmark, it is found that new media is identified as the major factor for purchase 

intentions on the whole. However, the success of an organization is not clearly document 

since the factors are subject to change over time and there are lot of environmental factors 

which affects their purchase intention. Denmark is reported to aim for implementing ICT 

technologies as a primary target on their region. The numbers of mobile phone users are 

found to be high and among their continent, Denmark is found to have higher utilization of 

digital technologies. Hence the effect of social media especially Facebook, Twitter and 

LinkedIn are the most used platform, which has effect on purchase intentions.  

The present study began to analyze the factors of customer intention while purchasing 

online among Denmark teenagers. However the results lead to the revelation of social media 

importance and the impact of marketing within social medium. The research covers on three 

types of behavioral intentions which are commonly seen. The results of this study reveals that 

the most prefer mobile devices for purchasing online concluding that social media has 

significant impact on purchase intentions. Most of the customer looks for quality and brand 

knowledge as an important factor on buying the product. From the results it can be stated that 

age, availability and education are the major factors on behavioral. Furthermore, teenagers 

are most exposed to digital devices and the adaptability towards digitization is significant 

hence it leads to more exposure on internet and the reorganization of which brand is better is 

analyzed through various factors. From these results, it can be concluded that the positive 

results that are acquired can be used as an approach for a new marketing strategy.  
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Appendix A 

This section shows an overview of online survey, which was offered to Danish 
teenagers of three different educational institutions in Denmark. 

Section 1. Personal information  
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Section 2. Usage of social media 
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Section 3:Consumer buying behavior 
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Section 4: Online Purchase Behaviour  
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Section 5: complex buying behavior. 
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Section 6: Habitual buying behavior  
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Section 7: variety seeking buying behavior. 
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Section 8: Dissonance Buying behavior. 
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Section 9: Impulsive buying behavior. 
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Section10: Effectiveness of social media Advertising  
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Section11: Impact of Social Media Advertising 
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