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Introduction 

 

1. Introduction 
 

This first chapter begins with a background description of the topic and moves on to explain the 
objective of this study. Further, the strategic and research questions are emphasized and the 

chapter concludes by presenting the target audience of this dissertation. 

 

1.1 Background 
 

As the world becomes more global each day, the borders among countries have started to 

disappear. The integration between nations highlights the importance of ‘culture’ in almost 

every aspects of human life. Today, people, companies and even governments shape and orient 

their acts correlated to this interaction process. Increased impact of national identity leads 

companies and marketers to build up unique strategies in order to be successful worldwide. 

The biggest reason of this is the different needs and expectations of people in different 

countries. Every culture has distinctive norms and values which have shaped the perception of 

customers for years.  

Nowadays, the concept of perceived product quality is increasingly becoming more important 

on the minds. Although there are a lot of definitions, each of them are defined as common 

meaning; that is, product quality is basically ability to meet the customer’s needs and 

expectations (Product Quality). Perception of product quality varies from person to person and 

even from culture to culture. Therefore, the national identity and cultural values and norms 

might have an important role on the customers’ quality perception of product. Even if all the 

features and the prices of the product are same, it can create different opinions and 

perceptions in different countries and cultures.  
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1.2 Objective 
 

The worldwide focused attention to ‘culture’ inspired the authors to make research for 

analyzing the possible impacts of culture on how customers perceive a product’s quality.  

In other words, this study conducts a research on how culture may effect and diversify the 

customer satisfaction and their judgments concerning a specific product.  

In order to evaluate a cross-cultural comparison between two nations Sweden and Turkey, the 

mobile phones’ quality perceptions between customers from two countries are identified in the 

frame of and their key cultural attributes. 

 

1.3 Strategic Question 
 

How may culture affect the ‘product quality perception’ of consumers? 

1.4 Research Question 
 

What differences can be observed in ‘product quality perception’ of mobile phones in Sweden 

and Turkey? 

 

1.5 Target Audience 

 

This study might be useful for marketers and marketing managers of companies who are 

planning to make investment in foreign markets. Especially, mobile phone companies which 

aim to enter foreign markets that have different cultural dimensions might get benefit from this 

research while shaping an appropriate strategy to have competitive advantage within their 

rivals.    
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2. Conceptual Framework 
 

This chapter begins with a general definition and description of ‘culture’. In addition, the 
elements of culture, culture’s connection with personality and cultural differences between 
societies are discussed under the same topic. After that, the cultural theory and dimensions of 
Hofstede are reviewed. Finally the product quality concept is discussed and the chapter 
concludes with a brief examination of the current condition and impacts of mobile phones in 

people’s life. 

 

2.1 Culture 
 
‘Without culture, and the relative freedom it implies, society, even when perfect, is but a jungle. 
This is why any authentic creation is a gift to the future’ - Albert Camus 

 

Culture is a fundamental part of every society and can be defined as the learned pattern of 

behavior and everything which makes up a person’s entire way of living. Another very well-

known definition for culture is written by Hofstede (Hollensen, 2004, p. 193) which says “the 

collective programming of the mind which distinguishes the members of one human group from 

another”. Culture is essential to provide an order and discipline within the society. It is the most 

necessary tool of communication between people and also creates a feeling of belonging and 

togetherness between the people in the society (What is Culture). According to Hofstede, the 

invisible rules and norms that form the culture is difficult to change within a society. The 

biggest reason behind that is the rooted and crystallized traditions and common way of thinking 

in that country. All these beliefs and customs supported though the government, legal system, 

educational system, family structure, religious organizations and etc (Hofstede, 1983). On the 

other hand, today there are some factors which may cause cultural changes, slowly and 

gradually, within a society. The biggest factor is technology; cars, telephones, computers and of 

course the internet. Technology enables people to see what is going on beyond the borders and  

 



5 

 

Conceptual Framework 

 

help them to catch the day. Second factor is the ‘new ideas’ spreading all around the world and 

effecting many societies and cultures. Recycling and animal rights can be good examples for 

those inspiring new ideas which may cause people to change their old habits and direct them to 

adapt new applications to their daily life. The third factor is the ‘diffusion’ which means the 

movement of customs and ideas from one place to another. (7 Elements of Culture) 

It is generally agreed that, these three characteristic are essential to have by a culture; 

 

1) It is learned; that is, obtained by other members of a group that transfer culture from 

generation to generation. Most of the norms and values have been internalized in the 

early years of life.  

2) It is interrelated; which means that every part of the culture is deeply related and 

connected with each other like religion and marriage, business and social status.  

3) It is shared; cultural elements and values are passed on from one member of that 

culture group to another. These can be parents, other adults, families, institutions such 

as school and friends. (Hollensen, 2004) 

 

2.1.1 Elements of Culture 
 

Although there are lots of different types of cultures in the world and each of them has its 

unique essence, there are some certain elements which are universal for all of them. These 

particular behavioral traits and patterns are common in all cultures around the world and called 

as ‘cultural universals’ (What is Culture).   
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Figure 1: Elements of Culture 

Source: Ghauri&Cateora (2005). International Marketing (Second Edition). Mc-Graw-Hill Education. 

Berkshire. 

The elements described below, are the three key elements that play important roles in creation 

and transmission of the culture within the society (Hollensen, 2004).  

 

Language: A country’s culture is the key point and the mirror of the society (Hollensen, 

2004). Because it is a social product which enables people to communicate their thoughts 

and feelings to one another, language has a critical and central role in the understanding 

and transmission of culture itself (The Elements of Culture).  

 

Religion and Belief:  According to Hollensen (2004), religion creates a common belief 

system within the society which the members of that culture hold to be true. Beliefs are the 

‘facts’ that accepted by all or the most of the people and they are created by the societies 

like the other cultural elements (The Basic Elements of Culture). In addition to these,  
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religion has also deep impacts to value system of a society. In many countries religion is 

very important and sensitive issue and close to changes (Ghauri&Cateora, 2005). On the 

other hand, ‘beliefs’ may change in time, especially in modern industrial societies. For 

instance, today young people laugh at things that their grandparents used to believe in past 

(The Basic Elements of Culture). 

 

Education System:  In each society, generations learn what is acceptable or not, what is 

wrong or right and other ways of behavior from the very early ages of their life 

(Ghauri&Cateora, 2005). In this respect, education can be seen as a tool for transferring 

culture of a society, from one generation to other (Hollensen, 2004). The literacy level in a 

country is one of the most important aspects which influences the behavior and attitudes of 

people (Ghauri&Cateora, 2005). 

 

2.1.2 Culture and Personality 
 

Culture is not something implanted in a person from birth but something which is learned from 

families and surroundings. It is not possible to talk about a ‘biological effect’ on a person’s 

culture because even if a person is brought up in a culture different from the one he was born, 

he assimilates the cultural aspects of the society where he grows up (What is Culture).  

 

The relationship between ‘culture’ and ‘personality’ has been discussed by anthropologists and 

philosophers for centuries. One of the strongest views which belongs the Miller says that, the 

personality is something created though the process of acculturation (Daniels & Krug, 2007).  

Another social anthropologist, Bohannan, described this relationship, in his textbook, as; 

‘Children, when they are born, are without culture, and hence without personality, and almost  
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without social relationships. The very fact of birth may be described as the termination of a 

biophysical relationship and, in the usual course of events, its replacement with a social 

relationship. Social relationships, then, expand with maturation; new culture is demanded in 

which to respond to other people so that the relationships are possible. The acquisition of that 

culture is ipso facto the growth of the personality. As the personality develops, the characteristic 

way of responding to given stimuli becomes more developed and, at the same time, more set.’ 

(Bohannan, 1971, p.20) 

 

2.1.3 Cultural Differences 
 
‘All people are the same. It’s only their habits that are so different.’ - Confucius 

 

All societies have a different culture, where people share a specific language, traditions, 

perceptions, beliefs and attitudes. The cultural aspects create them an identity which is unique 

and different from the people of other cultures (What is Culture). Even though, a person from a 

specific culture may seem like the one who can explain that culture in the best way, describing 

one’s own culture not an easy task. Most of the times, culture acts as a lens though which we 

perceive the other world and how the world sees us (Schneider & Barsoux, 1997). According to 

Schneider & Barsoux (1997), people tend to use their own culture as a reference point to 

evaluate the other and what to perceive as ‘normal’. For instance, many Europeans talks about 

how British do not drive on the left side of road and mentions how they drive on the ‘wrong’ 

side of the road. Using one’s own culture as a reference point to determine others might be 

natural up to some point, but judging others by the standards of your own culture only and 

assuming your own culture to the best, may lead people to ethnocentrism or even to racism 

(Schneider & Barsoux, 1997).  
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2.1.4 Hofstede’s Cultural Dimensions 
 

This research is based on the description of Hofstede’s cultural dimensions in order to exhibit 

the differences of the cultures between different countries. As Hofstede’s cultural dimensions is 

the significant framework within the field of culture, the description of these dimensions are 

provided in this study. According Hofstede, culture is always a collective phenomenon which is 

shared by people who live in the same environment and which is also shapes the perception of 

the world (Ghauri and Cateora, 2005). He states that “I treat culture as the collective 

programming of the mind that distinguishes members of one group or category of people from 

another” (Hofstede, 2001). There are five dimensions of Hofstede; individualism versus 

collectivism, power distance index, uncertainty avoidance index, masculinity versus femininity 

and long-term versus short-term orientation. Among these, individualism versus collectivism, 

uncertainty avoidance index, masculinity versus femininity dimensions are applied to this 

research (Hofstede, 2001).  

 

Individualism versus collectivism is the degree to how interpersonal relationships are reinforced 

by the society. On the individualist side, the importance of individuality is stressed within the 

society. On the collectivist side, societies are integrated each other into strong and close 

relationships and cohesive in-groups. But, the individualist societies are expected to look after 

themselves (Geert Hofstede). 

 

Power distance index refers to the equality or inequality of power which is distributed between 

the members within the organizations or the institutions. A high ranking of power distance 

indicates that there is an inequality of power within the society. On the other hand, if a country 

is low on the ranking of power distance, the equality between the people is stressed in terms of 

power and wealth (Hofstede, 2001). 
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Uncertainty avoidance index is focused on a society’s tolerance for uncertainty and ambiguity 

and it refers to how the people feel either uncomfortable or comfortable in unstructured 

situations which are unknown and different from usual. A country with high ranking of 

uncertainty avoidance indicates that a society within that country has a low tolerance which 

creates to be rule-oriented with many laws, rules and regulations in order to reduce the 

possibility of such unstructured situations. On the contrary, low ranking of uncertainty 

avoidance society has higher tolerance, less rule-oriented and more open to changes (Geert 

Hofstede). 

 

Masculinity versus femininity deals with the distribution of role model achievement, power and 

control between the genders. A country with highly ranked on masculinity means that there is a 

differentiation between men and women, where males are more assertive and they have 

dominant and power structured role within the society. However, within a low ranked on 

masculinity country, females are equal to males within the society and they have same values 

as the men (Hofstede, 2001). 

 

Long-term versus short-term orientation describes values associated with long-term or short-

term orientation. A country scoring as high on the time perspective means that there is a long-

term orientation and the society of that country is thrift and perseverance. But, a country 

scoring as low on this dimension indicates that the people of that country are traditionalist and 

they have attitude towards fulfilling social obligations (Geert Hofstede). 
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2.2 Product Quality  

 

Because the term of “quality” is a debated topic, it is difficult to define quality concept with any 

precision. As common meaning, quality is simply meeting the needs and the expectations of the 

customer and this has been described in many ways (Baker, 1995 p.954):  

 

“Fitness for purpose or use”  

“The totality of features and characteristics of a product or service that bear on its ability to 

satisfy stated or implied needs” 

“Quality should be aimed at the needs of the consumer, present and future” 

“Conformance to requirements” 

 

If a product does not fulfill the expectations of the customer, the product will be considered as 

of ‘low quality’ and vice versa (Product Quality). 

 

Eight key dimensions of product quality are identified by Garvin: Performance, features, 

reliability, conformance, durability, serviceability, aesthetics, and perceived quality (What Does 

“Product Quality”). 

 

Performance concerns the satisfaction of the primary operating characteristics of a product. 

Features are the secondary characteristics of performance which supplement the basic 

functioning of the product. 
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Reliability is the probability of a product’s malfunctioning within a specified time period.  

Conformance refers to the degree to which a product's design and operating activities meet 

established standards. Conformance is measured for all units that fail to match specifications 

both internal and external elements involved. 

 

Durability is measurement of the product life for both economic and technical dimensions 

before physically deterioration of the product. 

Serviceability is the extent to the speed, courtesy, competence and how it is easy to repair of a 

product. 

 

Aesthetics is a subjective dimension of product quality. It is related to the appearance, sound, 

taste, or smell matters of a product and it reflects a personal judgment and individual 

preference. 

 

Perceived quality is another subjective dimension. Due to not having complete information 

about the attributes of a product, the customers evaluate the reputation and the image of a 

product instead of evaluation of the product’s objective characteristics. 

 

2.3 Mobile Phones 
 

Even though, their past is not so old, mobile phones have already taken over our lives and have 

become the part of everyday routine of billions of people all around the world. First users 

considered as show offs, they were trying to find a signal and making calls in the middle of the 

restaurants while most of the people were still looking for public pay phones to use. In the 

beginning of the 21st century, the fixed phones had been officially eclipsed by its mobile 

counterpart while the popularity of the mobile phones was exploding (Mobile Technology).  
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According to the European Information Technology Observatory, there are 4 billion mobile 

phone subscribers in the world which is more than two-thirds of the global population (The 

World Now Has). In fact, the number of mobile phones in some countries is even more than the 

actual population. The enormous growth in mobile phone industry is much more obvious in 

developing and newly industrialized countries which suffers from a lack of strong 

communication infrastructure and economic growth (EITO Newsletter). The number of users in 

India is expected to increase 32% at the end of this year where this growth will be seen, in 

Brazil and China, as 14% and 12% respectively. In US, Europe and Japan the case is a little 

different. There is also a huge growth is expected but it will be for high-quality multimedia 

mobiles with Internet access (The World Now Has). 

 

 

Figure 2: Rising number of mobile phone subscribers, by region (billions) 
Source: http://www.itu.int/net/itunews/issues/2009/08/17.aspx 

 

 

When the mobile phones first came into scene, they were marketed as ‘technological devices’ 

for to make voice calls but today they have created a cultural technology in its own way and 

have became ‘social objects’. According to Gerard Goggin, mobile phones have come to the 

associated with qualities of mobility, portability and customization. 

 

http://www.itu.int/net/itunews/issues/2009/08/17.aspx
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 He says that ‘ a bewildering and proliferating range of cultural activities revolve around cell 

phones; staying in constant contact, text messaging, fashion, identity construction, music, 

mundane daily work routines, remote parenting, interacting with television programs, watching 

video, surfing the internet, meeting new people, dating, flirting, loving, bullying, mobile 

commerce and locating people’(Mobile Technology). 

 

Furthermore, there is an obvious impact of mobile phones to our built environment and 

different from the Internet, they hasn’t create a ‘digital divide’ between industrialized and 

developing countries. Mobile phones have become popular all around the world and have built 

a glamorous but also fair price image. They provide the opportunity for many users to decorate 

and personalize their phones according to their taste and identity that acts as a personal 

statement for them (Cell Phone). According to James Katz, mobile phones enabling people to 

create their own micro-culture by adapting cultural norms and values and helping costumers’ 

ability to use technology in their own way. He states that; ‘I believe that cell phones, by allowing 

people to insulate their private interactions from the culture around them, will encourage a kind 

of “walled garden” of micro-cultures that is complex, but exclusive’. Consequently, mobile 

phones are the devices that refer sufficiency and adequacy not only financially but also 

culturally and socially by creating interactions and integrations within the society. 
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3. Methodology  
 

This chapter provides the methodology used for conducting this research. In the beginning, the 
choice of topic is discussed, followed by the data collection method by both including primary 
and secondary data. Different research designs and approaches are discussed and the reasons 
for author’s choices are provided. In addition, the process of data analysis is explained. Finally, 

the chapter concludes with a discussion on reliability and validity of the study. 

 

3.1 Choice of Topic 
 

When selecting the topic for this study, the authors took into consideration the following 

factors which are stated by Fisher (2007). 

 

Interest and relevance 

Because every country has its own culture, identity, values and norms, even though the product 

is still same, the quality perception of that product differs from culture by culture. Especially, 

there are huge differences between East and West culture. As the authors are Turkish and live 

in Sweden, the topic, which is discussed the product quality perception of the mobile phones by 

comparing Turkish and Swedish culture, is very interesting for and excite them. In this way, they 

are highly motivated to write and complete the study.  Apart from that, the study can be useful 

and relevant for various organizations which are subject to the marketing business among 

different cultures. 

 

Durability 

The topic of the research can still be useful and relevant for the various readers and 

organizations in one year and even more than one year, because national identity and cultural  
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impact on the people’s perception are inevitable and always existent factors on the strategy of 

the organizations in the international marketing area. 

 

Breadth of research question 

Because the subject of cultural and national identity impact on the product quality perception is 

too broad and due to the time limitation, the authors narrowed the topic of the research. They 

selected a specific product by comparing two different countries. In this way, there is enough 

time to spend energy on the research. 

 

Topic adequacy 

The topic will enable the authors to do well against the assessment criteria depending on the 

course. It gives the opportunity to make research in different kinds of fields in international 

marketing and to analyze relevant theories that are focused.   

 

Access 

In terms of the access to the information, the authors assured themselves that they can obtain 

information from the people who can answer questionnaire which are sent out via e-mail to 

Turkish students. Also, after taking print out of the questionnaire, the authors collect the 

Swedish responses from the students of Mälardalen University.  

 

Resources 

One of the reasons for deciding to narrow the topic is the availability of the various fields of the 

literature. The authors decided to analyze the topic by selecting a specific product and 

comparing two countries with enough amount of literature written. 
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Purpose 

The purpose of this study is to identify the impact of cultural differences on customer’s 

perception of product quality. To do that, this research aims to investigate and evaluate a 

comparison between Turkish and Swedish culture’s quality perception of the mobile phones by 

analyzing the results of the questionnaire. 

 

3.2 Data Collection 

 

3.2.1 Primary Data 
 
Primary data can be defined as the data, observed or collected directly from the first-hand by 

using different methods. The collected data should be unique and never been published before 

(Saunders, 2003).  

Considering this research objective and research question, the authors believe that using 

questionnaire would be the best method to collect the primary data. It is useful in terms of 

time-consuming and covering large number of people as respondents.  

 

The main purpose of the questionnaire was to become familiar and able to achieve a deeper 

understanding of the respondent’s decisions and opinions about mobile phones and their 

quality perceptions.  

 

3.2.1.1 Questionnaire Design 
 

In the first section of the questionnaire, mobile phone usage of the respondents and their 

preferences has tried to examine with the ‘yes/no’, ranking and multiple choice questions. 

While the authors were designing the questions, they tried to keep them short,  
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easy to understand and formed as ‘closed questions’ to obtain more factual information. The 

first question asked respondents to specify their priorities while purchasing a mobile phone and 

some choices were provided such as price, brand, design etc. The respondents graded the 

importance level of choices from 1 to 5, indicating that 1 is most important and 5 is not 

important. In the second question, it was asked to specify which factors are important for a 

high quality mobile phone from the respondents. Similar choices with first question were 

provided for respondents to grade from 1 to 5 again. The aim of the authors was to understand 

the purchasing behavior and quality perception of the respondents. Furthermore, the 

differences between the purchasing decision and quality perception of respondents wanted to 

be observed as a comparison of two different cultures.   

The second part of the questionnaire is the ‘scale measuring’ part. It includes statements to 

figure out the respondent’s opinions and attitudes towards to a given situation. Respondents 

indicate how much they agree with that situations by selecting one of the options strongly 

agree, agree, disagree and strongly disagree. The questions in that section were designed to get 

a better understanding of cultural structures of the respondents considering Hofstede’s cultural 

dimensions such as individualism vs. collectivism, uncertainty avoidance and masculinity vs. 

femininity. The figure x below indicates some patterns of questions and which cultural 

dimension they refer to; 

 

 

 

 

 

 



19 

 

Methodology 

 

Questions Related Dimension 

2. When I am purchasing a mobile 
phone, I would rather to choose a brand I 

usually buy than try something new. 

uncertainty 
avoidance 

7. I tend to know which mobile phones 
make good impressions on others. 

collectivism vs. 
individualism 

13. My boyfriend’s/girlfriend’s mobile 
phone seems good to me. 

masculinity vs. 
femininity 

 

Figure 3: Question Examples and Referred Dimensions    

. 

The last section is the ‘demographics’ parts which includes questions that help authors to draw 

the profile of the respondents by asking their ages, genders, nationality and educational level.  

3.2.1.2 Study Sample   
 

The main purpose of this study is to measure the possible impacts of culture on people’s 

product quality perceptions. In order to achieve significant solutions, we decided to conduct 

this research as a comparison between Swedish and Turkish people and how their  quality 

understanding change for a specific product category, mobile phones. To be able to prevent the 

possible impacts of other factors, like people’s professions or generation gaps, we narrowed 

down our study sample to ‘university and college students’ in Turkey and Sweden. We didn’t 

put any limitation for the age or gender for our respondents and we choose 50 university and 

college student from Turkey and 50 university and college students from Sweden.  
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3.2.1.3 Distribution of Questionnaires  
 

The authors used two different methods to distribute the questionnaires. In order to reach 

Turkish respondents, a questionnaire has been created in a web site which called as 

www.surveymonkey.com. The web site especially designed for creating surveys and showing 

the results as numbers and percentages. After creating the survey, the link of the questionnaire 

had been sent to student’s e-mail accounts which registered in the data base of their university. 

The chosen university for Turkey is Isık University which one of the authors has graduated from. 

The reason behind that choice is the easy access to data-base of the university. As the second 

method, the authors reached the Swedish respondents by asking them to fill out the hard copy 

of the questionnaires manually. The Mälardalen University campus and its students have been 

chosen this time because of the accessibility manners again. The questionnaire conducted 

within 50 Turkish and 50 Swedish students during the periods of 07 – 08 May 2010.  

3.2.2 Secondary Data  
 

Secondary data are data which are collected previously (Wrenn, Stevens, Loudon, 2007).  

The authors used secondary data which is written from books, articles and internet sources in 

order to attain knowledge for the topic. The reference books are available in the library of 

Mälardalen University and most of the articles are searched from the library’s Diva database. 

The authors used secondary data by gathering and combining theories and opinions relevant to 

the subjects of culture, product quality perception and mobile phones in order to observe the 

cultural impact on the mobile phone quality perception by comparing Sweden and Turkey.  

While selecting secondary data from, the authors also focused on Hofstede’s cultural 

dimensions which include individualism vs. collectivism, uncertainty avoidance and masculinity 

vs. femininity. Apart from books, the website of Geert Hofstede, which includes the cultural  
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dimensions, his opinions about culture and the name of his books, was also used as a secondary 

data while gathering information and getting better observation about the cultural dimensions.  

3.3 Research Design 

3.3.1 Research Method 
 

A qualitative research focuses on describing kinds of characteristics of people and events 

without using numbers and statistical methods (Thomas, 2003). Qualitative data, that are non-

numeric, involves words to describe situations (Bennett, 2003). Qualitative research is a 

naturalistic approach and involves interpretation of human phenomena in terms of people’s 

experiences, attitudes, and interactions (Thomas, 2003). Qualitative data are often collected 

through interviews, focus groups or observation (Bennett, 2003). 

On the other side, quantitative data are analyzed by statistical tools using numbers (Bennett, 

2003). A quantitative research is based on measurements and amounts of the specific aspects 

of the people and events. It explains and predicts the generable results of other persons and 

places (Thomas, 2003). Quantitative data are often gathered from the test results of the 

questionnaires (Bennett, 2003). 

This study investigates cultural impact on the quality perception of the mobile phones by 

comparing Turkish and Swedish culture. By gathering information, the authors use the methods 

of questionnaire and written documents in quantitative research. The authors use numerical 

values in order to compare two countries and therefore they decided to collect data in 

quantitative research. As a large number of respondents reply to the questions which are based 

on the relevant theories, collection of the data can focus on a certain area. The authors have 

ability to measure cultural perception of product quality statistically by comparing the results of 

the questionnaires in two countries. 

 

 



22 

 

Methodology 

 

3.3.2 Research Approach  
 

In research, it is generally referred to two methods of reasoning as the deductive and inductive 

approaches.  

Deductive research based on translating a general theory into specific hypothesis which is 

suitable to testing. This kind of research begins from the more general and goes to more 

specific, usually in order to provide evidence to prove or refute the pre-specified hypothesis. 

Deductive research approach can be useful when there is significant amount of literature exist 

on that field. Working deductively requires a highly structured methodology and quantitative 

data collection to be able to achieve generalizations and conclude the hypothesis (Saunders, 

2003). Statements based on laws, rules and generally accepted principles are used for 

deductive reasoning which enables researches to measure the facts and related data 

quantitatively (Inductive and Deductive).  

An inductive approach works the other way and begins with specific observations and moving 

to broader generalizations and theories. In order to develop new conclusions and theories, 

researchers start the process by following data from the beginning, making observations and 

measures to define patterns and factuality (Aillaud &  Hähnel, 2006). This kind of approach is 

relevant when the context of the research has been wanted to analyze deeply and intimately 

and the most suitable data to collect would be ‘qualitative’. The possibility to conclude specific 

and limited statements from this type of research is higher but the researchers may still achieve 

significant general conclusions (Saunders, 2003).   

American philosopher Charles Sanders Pierce mentions two examples in order to create a 

better understanding for the three of these research approaches; 
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 Deduction 

Rule: All the beans from this bag are white. 

Case: These beans are from this bag. 

Result: These beans are white. 

 

 Induction 

      Case: These beans are from this bag. 

Result: These beans are white. 

Rule: All the beans from this bag are white (Patakorpi, 2006 p.14). 

 

Although, any hypothesis have been formulated for reasoning, according to the nature of the 

topic of this dissertation, deductive research would be the most appropriate approach to 

conduct this study. The previous empirical studies and theories would be highly useful for the 

authors to create their research design and analyze the data and findings in the most relevant 

way. In conformity with the structure of deductive research, the authors felt that, it is possible 

to obtain specific and reliable conclusions from the general and well-known theories. 

Furthermore, as Alvesson and Sköldberg (1994) state, to use conclusions and concepts from 

previous theories would keep authors away from being unrealistic which an inductive approach 

may cause (Aillaud & Hähnel, 2006).  

3.4 Analysis of Data 
 

After the collection of both primary and secondary data, the authors will interpret and analyze 

these findings with the help of the appropriate software, which chosen as ‘excel’, to create an 

understanding and draw relevant conclusions by highlighting the connections between the 

results of the questionnaires and the related theories.  
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Furthermore, with regard to the aim of this analysis, obtain meaningful and significant 

outcomes which can create a better understanding the impact of culture on customers’ 

expectations and how their perception of quality may differs.  

3.5 Reliability 
 

Quantitative research when conducted or designed inadequately, it is impossible to conclude 

neither reliable nor credible results. That is why, reliability and validity of this study were highly 

important to the authors. During the collection of both primary and secondary data, increasing 

these criteria was the major concern.  

All the books and articles, used in this research, were gathered from the Malardalen University 

library and online database which have highly broad archive formed of well recognized and 

useful publications. Apart from this, the online sources collected from credible and dependable 

web-sites such as www.eito.com (Official website of European Information Technology 

Observatory) and www.geerthofstede.nl (personal website of Hofstede).  

In terms of primary data collection, the authors have conducted a questionnaire between 

Turkish and Swedish university students. In Turkey, because the link of the questionnaire was 

sent to students only, the correct focus group has been reached and measured. The authors 

have sent the link, approximately, to 250 students and 55 of them took the questionnaire. 5 of 

them with incomplete answers were eliminated in order to achieve the targeted respondents’ 

number, which was 50, and increase the reliability of the study that might be negatively 

affected by the incomplete answers. When it comes to Swedish respondents, the 

questionnaires were handed-in personally and filled in presence of the authors. It has a huge 

contribution to reliability issue as the respondents had the opportunity to ask for any question 

or further information from the authors that can avoid misunderstanding of the questions and 

 



25 

 

Methodology 

 

 also the authors were able to measure their involvement in order to prevent the incomplete or 

empty questions. On the other hand, since the primary data from Swedish respondents were 

gathered only from Malardalen University students, it might create a risk which can reduce the 

reliability manner of the study. However, because the students of Malardalen University are 

not only from Vasteras but coming from all around Sweden; the authors still believe that they 

have achieved the variety in their respondents which may reflect the general ideas of Swedish 

students.  

Apart from these, due to reliability concern, the authors have provided the raw data of 

questionnaire and the results that shown as tables, in the appendix part in order to create a 

better understanding to the reader about how the analysis and conclusions are drawn in the 

study.  

 

3.6 Validity 

 

Validity of a research means how well the data have been collected and interpreted in order to 

achieve reliable results and right answers to the research question (Fisher). The authors, before 

start to writing this study, read lots of different literatures and researches about this topic and 

got helped from those previous studies to shape their theoretical framework and methodology. 

In order to reach most valid and relevant results, the collected data analyzed with the help of 

an appropriate method and software program. In addition to this, the authors avoided their 

personal opinions or previous studies to affect or direct the results of the study deeply. Since 

the research approach of this study is deductive, the authors draw most of the conclusions in 

the light of previous theories for sure but because the world and the countries are developing 

day by day, some old theories might loose their validity in certain points.  
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The authors were quite successful to determine those changes and share them with the reader 

by criticizing the theories for required parts.  

Furthermore, to prevent misunderstanding and keep the validity as high as possible, the 

authors spent a lot of time on designing and contracting the questionnaire. The biggest reason 

for that is the importance to have the congruent answers to be able to draw relevant and 

significant conclusions for the study. The questions designed in a way that respondents can 

easily understand which do not include any double meaning or complex messages.  
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4. Findings 
 

In this chapter, the collected secondary data concerning general and related aspects of Swedish 
and Turkish culture is presented. After that, this chapter concludes with the comparison of 
Hofstede’s cultural dimension scores for Turkey and Sweden.   

 

4.1 Swedish Culture 

 

Sweden is a country where people live with highest standards of living. Swedish culture gives 

high importance to the notions of egalitarianism. Although Swedish people are hospitable, they 

are often described as shy, quiet and reserved (Doing Business in Sweden).  

Because Swedish people have been found introverted, Swedish society may be more reserved 

than other cultures and they have attitudes towards loneliness. Swedish society does not tend 

to ask questions and they avoid of deep discussions. They are not active outside their family 

and close friends. Moreover, personal independence and self-sufficiency are favored by 

Swedish society and they have positive tendency towards being alone. Apart from that, Swedish 

culture stress on rational arguments, facts and concreteness rather than emotional feelings. 

Social intervention is characterized by detailed regulations of the individuals' life and living 

conditions and it leads to the problems of personal integrity in the country. Swedish culture has 

been neutral in the wars, revolutions and political turbulence for years and because of living in 

a welfare system, their society is based on low anxiety country mentality (Swedish Mentality).  

In terms of gender roles and statuses, Sweden has the highest proportion of women labor and 

the highest percentage of professional and technical women workers. Also, Sweden is 

considered a leader in equality between men and women (Sweden).  
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Swedish people do not marry for economic need because of high welfare level of economic 

conditions and living standards in the country. The appearance and personal character of 

prospective mate are important aspect but the family’s approval about him or her is not 

(Sweden).  

Nuclear families are relatively more than extended and kin solidarity is weak. The Swedish 

working adults spend time with their families in special days such as at Christmas, on birthdays 

and anniversaries (Sweden). 

4.2 Turkish Culture 

The majority of Turkish territory is placed on the Anatolia today which numerous urban 

civilizations had been settled down for centuries. All the old and long history of the territory 

highly affected the cultural and social characteristics of today’s modern Turkey. It would not be 

wrong to state that, Turkish current culture is a great mixture and integration of these ancient 

civilizations heritage.  This cultural synthesis can be seen in the rich social structure of Turkey. 

Turkish people have been living in both Europe and Asia for centuries and can be regarded as a 

cultural bridge between the East and West (Various Aspects).   

In terms of family structures, there are two common family types which are traditional 

extended families and nuclear families which depend on the social, economic and local 

conditions. In traditional extended families, the grandparents, their children and grandchildren 

share the same house and there is a unity of production and consumption within the house. 

The number of this kind of families is decreasing each day because of the urbanization and 

increased level of industrialization in the country. Eventually, because of the same reason, the 

number of nuclear families, which consists of husband, wife and unmarried children, keeps 

increasing. When it comes to responsibility distribution inside the families, the father plays the 

most important role in making the basic income where the mother may also contribute by  
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working. If she is not working, then she would be responsible to take care of the home and 

children. Considering more traditional places, the father generally accepted as the head of 

family but holds equal rights with the mother. He is the symbol and protector of the family 

whereas the mother takes care with the all daily things of the house (People- Family).  

Apart from these, concerning the equality between men and women and the place of women in 

the society, Turkey keeps improving gradually and continuously. Turkey gets influenced by both 

globalization and tradition which create a contradictory but admiring image for the other 

Muslim cultures which see Turkey as a role model. Even though, more than 90% of the 

population is Muslim, the status of women is much better when it is compared to other Muslim 

societies. The biggest reason for that is the secular structure of the country. There are still 

inequalities between women and men, but significant legal steps have been taken in recent 

years (Women & Society). Although they are totally equal in front of laws, it wouldn’t be wrong 

to say that men are more tolerated in terms of adultery when women have more advantageous 

in regard to working conditions such as maternity leave (People- Family).   
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4.3 Hofstede Cultural Dimensions 

 

Figure 4: Hofstede Cultural Dimensions Scores 

Source: Graph by authors based on; Ghauri&Cateora (2005). 

Among five dimensions of Hofstede, individualism versus collectivism, masculinity versus 

femininity and uncertainty avoidance index are discussed in this research by comparing Turkish 

and Swedish culture. 

As it is seen in figure 4, Turkey has low ranking of individualism with score of 37, while with high 

ranking, it is indicated as 71 for Sweden’s score. Turkish culture with a low ranking of 

individualism indicates that the society has collectivist nature and they have close and 

integrated ties between individuals. They are based on the groups and the extended families 

where the fellowships are very important (Geert Hofstede).  
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Personal life of Turkish society depends on the relationships among their families, friends and 

other community groups (Doing Business in Turkey). The larger extended family is an essential 

unit for Turkish social life. Emotionally, the Turkish extended families support their connections 

among themselves in special events such as birth, marriage, and death (The Extended Family). 

On the other hand, Swedish culture with a high ranking of individualism ranking means that the 

individuality and the rights of the individuals of that culture are predominant within the society. 

They tend to look after themselves (Geert Hofstede).  Nuclear families are essential rather than 

extended in Swedish society and their fellowships solidarity is weak. They spend time with their 

families at Christmas, on birthdays and during vacations (Sweden). They are highly introverted 

and reserved culture. Personal independence is paramount which may be described as having 

attitudes towards being lonely such as living, walking alone (Swedish Mentality).  

It is described in figure 4 as Turkey is ranked with score of 45, while Sweden has low ranking of 

masculinity with score of 5. A highly ranked on masculinity of Turkish culture indicates that 

there is a high degree of gender differentiation. Men are more assertive than women and they 

have power structured role within this society where women are controlled by dominance of 

men (Geert Hofstede). In Turkey, among traditional families, men are considered more 

dominant, while women are more obedient (Gender Relations). Men in Turkish society have 

power and control over women. The social status of Turkish women is judged by the number of 

sons they have. Boys are reared more assertive, while girls are more passive. When they get 

married, new wife is under surveillance of her husband’s family (The Extended Family). On the 

contrary of Turkey, Swedish culture with low ranking of masculinity focuses on gender equality 

(Geert Hofstede). Sweden leads in gender equality worldwide. For instance, Swedish society has 

the highest proportion of women labor force in the world. Power and control between men and 

women is distributed equally (Sweden). The Swedish men and women have the same 

opportunities and laws in all aspects of their lives except military service (Equality in Sweden).  
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In terms of uncertainty avoidance, Turkey (85) has a higher score than Sweden (29) which 

means that Swedish people are more likely to fit in the ‘risk-taking category’ when Turkish 

people stay in the ‘risk-avoiding’ one (Geert Hofstede). This dimension of Hofstede, is highly 

relevant to show how a society reacts towards changes and ambiguous events. Turkish people 

mostly known as conservative and abstaining who enjoy by the feeling of security and 

belonging. The high level of stress is a part of their daily life. They strongly beware of unstable 

and indefinite conditions which may cause them feel threatened (Kültürlerarası Farklılıkların). In 

contrast, Swedish people perceive uncertainty as a part of their normal life and their stress level  

is much lower. They are willing to take risk and have more positive attitude towards 

adventurous and indefinite events.    
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5. Analysis 
 

In this chapter, the results of the study are discussed and analyzed. The empirical findings and 
the results of the questionnaire are connected and compared to the previously presented 

theories and collected secondary data in order to answer the research question.   

 

The world is becoming more and more global every day and therefore, all of the big companies 

and organizations tend to widen their scopes and begin to invest in multinational and 

international business extents. One of the biggest outcomes of this is the increasing importance 

of ‘culture’ and its inevitable effect on our daily lives. Every culture has it own unique identity 

which shapes the attitudes and reacts of people within that society. That is why, companies, 

organizations and even governments take this effect into consideration while adapting their 

marketing and management strategies to different cultures.  

The results presented above, in the findings section, showed that how the previous predictions 

overlapping with the reality. The culture of Turkey and Sweden are different in certain matters. 

As Hofstede stated, Turkish society is a collectivist culture, while Sweden is individualist. Close 

ties between individuals is an essential nature of Turkish culture. On the other hand, Swedish 

culture emphasis on the rights of individuals and the necessity of wider private sphere in their 

lives (Hofstede, 2001). Furthermore, the responses of the questionnaire and their statistical 

analyzes also support this statement.  
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TURKEY SWEDEN 

SECTION B: SCALE 
MEASURING 

Str 
Agree 

Agree Neutral Disagree 
Str 

Disagree 
Do not 
know 

Str 
Agree 

Agree Neutral Disagree 
Str 

Disagree 
Do not 
know 

5. It is important that people 
like the mobile phones and 

brands I buy. 
10% 27% 22% 22% 16% 2% 2% 8% 12% 32% 40% 6% 

8. In order to define a mobile 
phone as high quality, my 

friends’ opinions are effective. 
4% 35% 29% 16% 12% 4% 6% 20% 12% 22% 36% 4% 

 
Figure 5: Results for Questions 5 and 8 İN Section B 

 

 

For instance, the questions number 5 and 8 in Section B measure the importance degree of ‘the 

other’s opinions’ and their effects on Turkish and Swedish people’s decisions and preferences 

about mobile phones. As it can be seen in question 5, 72% of Swedish respondents answered 

strongly disagree and disagree in total. When it comes to Turkish respondents’ answers, it is 

seen that the total percentages of ‘strongly agree and agree’ with 37% is almost same with the 

total percentage of the ‘strongly disagree and disagree’ which is 38%. In order to come to a 

relevant result, the authors look at the percentages from a wider frame and see that majority of 

Turkish respondents which is 27% , ‘agree’ with the statement.  

 

For the questions 8, the majority of Turkish respondents, with a total percentage of 39%, 

‘strongly agree and agree’ with the statements when the Swedish respondents chose the 

‘strongly disagree and disagree’ options as their answers with a total percentage of 58%. 

Moreover, this aspect also affects the quality perception of people in these countries.   
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Figure 6: Results for factors which are important for a high quality phone, graded from 1-5 (1 is 

most important and 5 not important) 

 

The authors observed the similarity between the answers of Turkish respondents for the 

question 2 in Section A, while Swedish answers are diversified. The question refers to quality  

 

 TURKEY SWEDEN 

SECTION A: 2 
(1=most important 
  5=least important) 

1 2 3 4 5 1 2 3 4 5 

High price 22% 18% 36% 11% 13% 14% 12% 50% 16% 8% 

Long-lasting battery life 39% 31% 16% 4% 10% 40% 20% 6% 28% 6% 

Qualified design and outer 
cover 

47% 23% 19% 2% 9% 44% 16% 20% 14% 6% 

Durability 43% 26% 17% 4% 11% 42% 20% 20% 10% 8% 

Latest fashion(trendy) 36% 32% 18% 9% 5% 14% 8% 28% 40% 10% 

Well-known brand 44% 36% 9% 4% 7% 14% 22% 26% 28% 10% 

Feature of 3G and high 
speed Wi-Fi 

55% 15% 13% 9% 9% 40% 20% 18% 12% 10% 

High memory capacity 53% 17% 17% 4% 9% 18% 40% 18% 14% 10% 

High mega pixel camera 39% 24% 20% 9% 9% 20% 40% 14% 14% 12% 

Light weight and small size 31% 31% 17% 8% 13% 18% 6% 28% 30% 18% 

Feature of instant 
messaging 

36% 29% 16% 13% 7% 22% 18% 40% 14% 6% 

Access to e-mail account 45% 26% 17% 4% 9% 22% 24% 36% 8% 10% 

Touch screen 30% 15% 24% 13% 17% 38% 16% 12% 24% 10% 

MP3 24% 24% 24% 16% 11% 44% 18% 12% 10% 16% 

Feature of application 38% 40% 7% 7% 9% 42% 24% 18% 6% 10% 
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perception and asks the quality priorities of the respondents for a mobile phone. As the 

structure of Turkish culture is based on cohesive groups and communities, the media, public 

and individual communications have highly strong effect on shaping a person’s opinion. Thus 

the responses of Turkish people about how they define a mobile phone as high quality are 

almost the same with each other. In contrast, Swedish people’s responses are various because 

of their individualistic and private opinions.              

According to Hofstede’s masculinity versus femininity dimensions, Turkey scores a higher 

masculinity grade than Sweden because of the huge gender differentiation in its culture 

(Hofstede, 2001). This determination of Hofstede tends to be correct in general terms, but it 

would be wrong to assume it as an absolute truth for every part of Turkish society. Turkey’s 

current culture is a mixture of globalization and tradition which creates a highly rich social 

structure. Apart from that, the dynamic and developing structure of Turkey lowers the gender 

differentiation within the certain parts of the society each day. 

             
 

TURKEY SWEDEN 

SECTION B: SCALE 
MEASURING 

Str 
Agree 

Agree Neutral Disagree 
Str 

Disagree 
Do not 
know 

Str 
Agree 

Agree Neutral Disagree 
Str 

Disagree 
Do not 
know 

9. In order to define a mobile 
phone as high quality, my 

family’s opinion is effective. 
2% 21% 27% 19% 23% 8% 4% 12% 18% 14% 46% 6% 

13. My boyfriend’s/girlfriend’s 
mobile phone seems good to 

me. 
6% 22% 33% 14% 14% 10% 12% 14% 14% 16% 30% 14% 

 

Figure 7: Results for questions 9 and 13 in Section B 
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As it can be seen in the question 9 in Section B, the majority of Turkish respondents who are 

university students, gave the same answer with the Swedish respondents. Both parties 

answered the family effect on their quality perception of mobile phones as ‘strongly disagree’ 

which is an expected outcome from Swedish respondents while Turkey refuted the predictions. 

The biggest reason for that is the chosen study sample for this research. If this questionnaire 

were conducted within more traditional families and groups, the outcome would be different 

and as expected. But the respondents of this questionnaire were the educated young 

population of Turkey who are getting closer to European modernization level each day.  

Moreover, the contradiction with the Hofstede’s high masculinity score for Turkey can also be 

observed in the answers of question 13. The 33% of Turkish respondents state that they are 

neutral with the statement. When the authors analyzed the results by comparing the answers 

of male and female, it is seen that 63% of the female respondents are neutral with the 

statement while 69% of the male respondents are also neutral. It shows that, the expected high 

differentiation level between genders is not that obvious anymore. Even though, in most part 

of the country, the differences between gender roles are still dramatic, due to the impact of 

rising modernization, it is reducing day by day.   

 TURKEY SWEDEN 

SECTION B: SCALE 
MEASURING 

Str 
Agree 

Agree Neutral Disagree 
Str 

Disagree 
Do not 
know 

Str 
Agree 

Agree Neutral Disagree 
Str 

Disagree 
Do not 
know 

1. When I see a new mobile 
phone in the store, I ask for 

detailed information and 
features of the product. 

20% 28% 40% 8% 4% 0% 38% 20% 18% 16% 8% 0% 

3. I am very interested in 
trying new and latest 

technological mobile phone. 
26% 26% 32% 12% 4% 0% 44% 22% 24% 6% 4% 0% 

4. I am following latest news 
and trends in the mobile 

phone market. 
25% 12% 41% 14% 8% 0% 8% 30% 26% 22% 10% 4% 

 

Figure 8: Results for questions 1, 3, 4 in Section B 
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In terms of ‘uncertainty avoidance’ level of these two countries, Turkey (85) scores much higher 

than Sweden (29). It means that, while Turkish people draw a conservative and risk-avoiding 

profile, Swedish society is willing to take risks and more tolerated towards changes (Geert 

Hofstede).   

 

The questions number 1, 3 and 4 in Section B are designed to measure the tendency level of 

respondents towards new and technological developments in mobile phone market.  In the 

question 1 and 3, it can be seen that totality of the ‘strongly agree and agree’ answers of the 

Turkish and Swedish respondents have the highest percentage. Although the majority of 

Turkish respondents answered as ‘neutral’ to the questions 1 and 3, the sum of strongly agree 

and agree answers are higher.  This result is expected and predicted for the Swedish side but it 

can be seen as it contradicts with the Hofstede’s high uncertainty level for Turkey but the 

biggest reason for that is the collectivist structure of Turkey rather than being open to changes 

and new developments. The group oriented characteristic of Turkish society directs people to 

adapt and try new and technological products and also perceive them as ‘high quality’ when 

they become famous and popular within the society. Furthermore, as it can be seen in question 

4, the sum of ‘strongly agree and agree’ answers of Swedish respondents are 38% while the 

majority of Turkish respondents stay neutral with the statement. This result also supports the 

authors’ statement above about how Swedish respondents draw an open and positive attitude 

towards new developments which seems interesting and attractive for them. 
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 TURKEY SWEDEN 

SECTION A: 1 
(1=most important 
  5=least important) 

1 2 3 4 5 1 2 3 4 5 

Price 30% 32% 24% 2% 12% 10% 44% 20% 14% 12% 

Design and appearance 50% 28% 10% 0% 12% 44% 22% 16% 12% 6% 

Brand 45% 30% 11% 6% 9% 10% 30% 40% 12% 8% 

Popularity 22% 18% 20% 29% 11% 4% 14% 20% 22% 40% 

Promotion campaign 16% 29% 24% 20% 11% 6% 24% 40% 8% 22% 

Long-lasting battery life 26% 34% 13% 13% 15% 40% 20% 16% 18% 6% 

3G and Wi-Fi 41% 16% 20% 10% 12% 16% 14% 14% 32% 24% 

Durability 31% 31% 20% 11% 7% 16% 14% 28% 30% 12% 

Speed 37% 41% 8% 4% 10% 26% 30% 14% 16% 14% 

Memory capacity 31% 29% 21% 8% 10% 22% 40% 18% 14% 6% 

Camera 21% 32% 19% 17% 11% 26% 40% 16% 12% 6% 

Size and weight 33% 29% 15% 15% 8% 22% 16% 40% 16% 6% 

E-mail 37% 20% 22% 11% 11% 10% 16% 12% 40% 22% 

Instant messaging 37% 24% 17% 11% 11% 18% 12% 16% 42% 12% 

Bluetooth 17% 28% 22% 17% 15% 12% 20% 14% 36% 18% 

 

Figure 9: The results of priorities while purchasing a mobile phone, Grade from 1-5 (1 is most 

important and 5 not important)   

 

In addition to this, as it seen from the question 1 in Section A, for 75% of Turkish people, ‘brand’ 

is one of the most important element while purchasing a mobile phone. Because of their 

conservative characteristics, they feel more secure when they prefer same brand or at least the  
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one they are familiar with. However, only 40% of Swedish respondents state that ‘brand’ has a 

high level of importance for them and 40% of them state that the importance of ‘brand’ is in 

the middle. They tend to emphasize more on other specifications and technological features 

while purchasing a mobile phone.  

 TURKEY SWEDEN 

SECTION B: SCALE 
MEASURING 

Str 
Agree 

Agree Neutral Disagree 
Str 

Disagree 
Do not 
know 

Str 
Agree 

Agree Neutral Disagree 
Str 

Disagree 
Do not 
know 

2. When I am purchasing a 
mobile phone, I would rather 
to choose a brand I usually 

buy than try something new. 

34% 40% 12% 14% 0% 0% 14% 20% 16% 22% 28% 0% 

 

Figure 10: The result of question 2 in Section B 

 

Furthermore, the question number 2 in the Section B is also a relevant example to show how 

Turkish people are disposed of focusing on the same brands that they usually use rather than 

trying something new. On the contrary, big part of Swedish respondents ‘strongly disagree’ 

with this statement and it indicates that they are more open to uncertain situations and do not 

hesitate to try new things.  

 TURKEY SWEDEN 

SECTION B: SCALE 
MEASURING 

Str 
Agree 

Agree Neutral Disagree 
Str 

Disagree 
Do not 
know 

Str 
Agree 

Agree Neutral Disagree 
Str 

Disagree 
Do not 
know 

6. When I am purchasing a 
mobile phone, I buy the 

product which I find as the 
highest quality. 

50% 26% 18% 6% 0% 0% 46% 18% 24% 10% 2% 0% 

12. I do not avoid paying high 
price for a high quality mobile 

phone. 
20% 18% 28% 14% 18% 2% 22% 26% 42% 2% 8% 0% 

 

Figure 11: The results of the questions 8 and 12 in Section B 
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On the other hand, although Swedish and Turkish culture has significant differences, in certain 

aspects, the frame of their young population’s mind may show some similarities. These 

similarities can be observed from the some results of the questionnaire which presented in the 

findings part. For instance, both Turkish and Swedish respondents stated that while they are 

purchasing a mobile phone, they tend to buy the product which they find as the highest quality 

and they do not avoid paying high prices for a high quality mobile phone (question number 6 

and 12 in Section B). It shows that even though their product quality perceptions are different, 

their indulgence in ‘high quality’ is common.  

 

 TURKEY SWEDEN 

SECTION B: SCALE 
MEASURING 

Str 
Agree 

Agree Neutral Disagree 
Str 

Disagree 
Do not 
know 

Str 
Agree 

Agree Neutral Disagree 
Str 

Disagree 
Do not 
know 

10. I believe that my mobile 
phone reflects my personality. 

12% 35% 29% 12% 8% 4% 14% 38% 22% 14% 10% 2% 

11. I believe that my mobile 
phone has an impact on my 

social status. 
6% 36% 24% 18% 12% 4% 8% 32% 28% 10% 16% 6% 

 

Figure 12: The results of questions for questions 10 and 11 in Section B 

 

As to question number 10 and 11 in Section B, both respondents of two countries ‘agree’ that 

their mobile phones reflect their personality and have an impact on their social status. This 

outcome also overlaps with the results of question 2 in Section A which both parties state that 

‘qualified design and outer cover’ is one of the most important factor which effects their high 

quality opinion.  

The results of the question 2 in Section A shows how respondents from two countries 

determine which factors are important while they are defining a mobile phone as ‘high quality’. 

Turkish respondents mostly find the both technological features such as long-lasting battery 
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 life, durability, touch screen, 3G, Wi-Fi, feature of application and factors related to social 

aspects like popularity/trendy and well-known brand, as ‘very important’ indicators in the 

context of quality of a mobile phone. However, Swedish respondents focus on only the 

importance of technological features to define quality and ranked the social factors such as 

being popular and fashionable, as almost ‘least important’.  
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6. Conclusion 
 

In this chapter a brief summary of the dissertation is presented by providing the objective, 
choice of methodology and the analysis of the research. Finally it concludes with a short 
outcome which drawn from this study. 

 

The main objective of this study was to indicate and determine the possible impacts of culture 

on product quality perception of the two societies, Swedish and Turkish, for the case of mobile 

phones. While comparing the cultural differences of the two countries, three of Hofstede’s five 

cultural dimensions model have been used, which are uncertainty avoidance, masculinity vs. 

femininity and individualism vs. collectivism, as the theoretical framework. It was shown that 

there are significant differences between the cultural aspects of the two societies. The authors 

designed a questionnaire in order to measure the dissimilarities intended to the respondents’ 

quality perception of mobile phones.  

The analysis of gathered data for this study pointed out that national identity and cultural 

norms and values have a significant effect on customers’ perception of product quality. After 

combining the results of the questionnaire with the empirical findings and theories, it has been 

observed many differences between Turkish and Swedish culture which highly affects their 

vision towards how they define a product as ‘high quality’.   

The analysis of both primary and secondary data indicate that, the Swedish culture with low 
score of ‘uncertainty avoidance’  are more open to changes and new developments, which 
directs them to try newly launched and technological products in the market. However, Turkish 
society’s attitude towards innovations is more passive and conservative compared to Swedish 
culture. Even though some high-tech products become so popular and famous in Turkey, the 
main reason for that is the ‘collectivist’ structure of the country rather than being tolerated to 
changes. These kinds of products can be referred as ‘high quality’ by Turkish society, not 

because of its technological features but existing popularity within the society. 
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The results of the research have showed a parallel outcome with the Hofstede’s opinions at his 

individualism vs. collectivism model. It was shown that, due to the collectivist structure of 

Turkish culture and their close ties with each other, the opinions of the society and their 

entourage have a huge impact on the perceptions and decisions of Turkish people. On the 

contrary of this, the impact of external forces like society influences is quite low on Swedish 

people because of their individualistic lifestyle which creates a wider private sphere for them. 

The results obtained showed that, one of the Hofstede’s cultural dimensions, the masculinity 

vs. femininity, contradicts with the reality at one point. Even though Turkey scores a very high 

grade in masculinity, the results of the analysis showed that the difference between genders in 

Turkish society is decreasing each day, especially among young population. The distribution of 

gender roles does not have an impact on the decisions and perceptions of the young people 

anymore. Due to product choices and quality perception, Turkish youths are influenced by 

social impacts and trend movements. The main reason for this decrease in gender 

differentiation is the dynamic and developing structure of the country and society.  

As a conclusion, it is understood that, culture is highly effective in shaping the personality and 

choices of people. This shaped personality directs them to act and behave in similar ways with 

other people from the same society. Moreover, their expectations and satisfaction level from 

products become homogeneous which creates a common perspective of product quality 

perception within the society. That is why; exactly the same product might create distinctive 

responses and perceptions in different countries which have different cultural aspects.   
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7. Recommendation 
 

This chapter provides suggestions and recommendations for the target audience of this study.  

 

The findings are useful for mobile phone marketing managers who are planning to make 

investment in foreign countries to understand better the impact of culture on behaviors and 

decisions of customers and how it shapes the product quality perceptions of them. 

In light of findings, it was shown that when Turkish customers define a mobile phone as high 

quality, their social connections is highly effective on their decisions. The group-oriented and 

collectivist structure of Turkish society speeds up the spreading process of innovative and new 

technological products within the society. Therefore, it is recommended that mobile phone 

companies, which aim to enter collectivist markets like Turkey, should build communication 

strategies which include more collective and trend-setter elements to create attention and high 

quality perception within that society.  

 

On the other hand, when it comes to individualistic societies like Sweden; it was observed that 

their decision-making process about product choices and quality perceptions is more unique 

and personal comparing with Turkish society. Thus, it is advisable that mobile phone companies 

should offer various strategies to be able to reach different kinds of customer audience with 

different characteristics.  

 

Additionally, the findings of the research showed that these preconceptions and stereotypes 

about cultures and societies do not reflect absolute truth for every part of the countries. At 

some point, marketers should be aware of the dynamic and changeable structure of culture 

may cause different attributes and perceptions between generations within a society. 
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 That is why; the marketers should take this cultural dynamics into account while shaping their 

strategies and regular adjustments.  
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9. Appendices 

Appendix 1: Questionnaire 
 
Do you use a mobile phone? (If your answer is ‘No’, please do not continue to survey. Thank 
you for your time) 
□ Yes         □ No 
 
Section A:  
 
A.1 Please specify your priorities while purchasing a mobile phone.  
Please grade from 1-5 (1 is most important and 5 not important)   
 
___ Price      ___ Speed  
___ Design and appearance    ___ Memory capacity  
___ Brand      ___ Camera  
___ Popularity      ___ Size and weight  
___ Promotion campaign    ___ E-mail  
___ Long-lasting battery life     ___ Instant messaging  
___ 3G and Wi-Fi     ___ Bluetooth  
___ Durability      ___ Other (please specify)  
 
A.2 Please specify which factors are important for a high quality phone 
Please grade from 1-5 (1 is most important and 5 not important)  
 
___ High price      ___ Long-lasting battery life  
___ Qualified design and outer cover   ___ Durability  
___ Latest fashion (trendy)     ___ Well-known brand  

___ Feature of 3G and high speed Wi-Fi   ___ High memory capacity  
___ High mega pixel camera     ___ Light weight and small size  
___ Feature of instant messaging    ___ Access to e-mail account  
___ Touch screen      ___ MP3  

___ Feature of application     ___ Other (please specify)  
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Section B: Scale Measuring 
 

Choice Strongly 
Agree 

Agree Neutral Disagree Strongly 
disagree 

Do not 
Know 

Score 1 2 3 4 5 6 

 
B.1 When I see a new mobile phone in the store, I ask for detailed information and features of 
the product 
B2. When I am purchasing a mobile phone, I would rather to choose a brand I usually buy than 
try something new. 
B3. I am very interested in trying new and latest technological mobile phone. 
B4. I am following latest news and trends in the mobile phone market. 
B5. It is important that people like the mobile phones and brands I buy. 
B6. When I am purchasing a mobile phone, I buy the product which I find as the highest quality.  
B7. I tend to know which mobile phones make good impressions on others. 
B8. In order to define a mobile phone as high quality, my friends’ opinions are effective.  
B9. In order to define a mobile phone as high quality, my family’s opinion is effective.  
B10. I believe that my mobile phone reflects my personality. 
B11. I believe that my mobile phone has an impact on my social status. 
B12. I do not avoid paying high price for a high quality mobile phone. 
B13. My boyfriend’s/girlfriend’s mobile phone seems good to me. 
 
Section C: Demographics 
 
C.1 What is your gender? 
□Male    □Female 
 
C.2 What is your age? 
□Under 18  □18–22  □23–30  □over 30 
 
C3. What is your nationality? 
□Turkish  □Swedish 
 
C.4 Right now you are studying for your:  
□Bachelors degree  □Masters degree or higher □ Taking separate courses    
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Appendix 2: Results of Questionnaire  

Section A 

The figure presented below shows the priorities of Turkish and Swedish people while 

purchasing a mobile phone. 

 TURKEY SWEDEN 

SECTION A: 1 
(1=most important 
  5=least important) 

1 2 3 4 5 1 2 3 4 5 

Price 30% 32% 24% 2% 12% 10% 44% 20% 14% 12% 

Design and appearance 50% 28% 10% 0% 12% 44% 22% 16% 12% 6% 

Brand 45% 30% 11% 6% 9% 10% 30% 40% 12% 8% 

Popularity 22% 18% 20% 29% 11% 4% 14% 20% 22% 40% 

Promotion campaign 16% 29% 24% 20% 11% 6% 24% 40% 8% 22% 

Long-lasting battery life 26% 34% 13% 13% 15% 40% 20% 16% 18% 6% 

3G and Wi-Fi 41% 16% 20% 10% 12% 16% 14% 14% 32% 24% 

Durability 31% 31% 20% 11% 7% 16% 14% 28% 30% 12% 

Speed 37% 41% 8% 4% 10% 26% 30% 14% 16% 14% 

Memory capacity 31% 29% 21% 8% 10% 22% 40% 18% 14% 6% 

Camera 21% 32% 19% 17% 11% 26% 40% 16% 12% 6% 

Size and weight 33% 29% 15% 15% 8% 22% 16% 40% 16% 6% 

E-mail 37% 20% 22% 11% 11% 10% 16% 12% 40% 22% 

Instant messaging 37% 24% 17% 11% 11% 18% 12% 16% 42% 12% 

Bluetooth 17% 28% 22% 17% 15% 12% 20% 14% 36% 18% 

Buying Preferences of Swedish and Turkish Respondents for Mobile Phone 
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The figure presented below represents the priority order of Turkish and Swedish people for 

defining a mobile phone as high quality. 

 TURKEY SWEDEN 

SECTION A: 2 
(1=most important 
  5=least important) 

1 2 3 4 5 1 2 3 4 5 

High price 22% 18% 36% 11% 13% 14% 12% 50% 16% 8% 

Long-lasting battery life 39% 31% 16% 4% 10% 40% 20% 6% 28% 6% 

Qualified design and outer 
cover 

47% 23% 19% 2% 9% 44% 16% 20% 14% 6% 

Durability 43% 26% 17% 4% 11% 42% 20% 20% 10% 8% 

Latest fashion(trendy) 36% 32% 18% 9% 5% 14% 8% 28% 40% 10% 

Well-known brand 44% 36% 9% 4% 7% 14% 22% 26% 28% 10% 

Feature of 3G and high 
speed Wi-Fi 

55% 15% 13% 9% 9% 40% 20% 18% 12% 10% 

High memory capacity 53% 17% 17% 4% 9% 18% 40% 18% 14% 10% 

High mega pixel camera 39% 24% 20% 9% 9% 20% 40% 14% 14% 12% 

Light weight and small size 31% 31% 17% 8% 13% 18% 6% 28% 30% 18% 

Feature of instant 
messaging 

36% 29% 16% 13% 7% 22% 18% 40% 14% 6% 

Access to e-mail account 45% 26% 17% 4% 9% 22% 24% 36% 8% 10% 

Touch screen 30% 15% 24% 13% 17% 38% 16% 12% 24% 10% 

MP3 24% 24% 24% 16% 11% 44% 18% 12% 10% 16% 

Feature of application 38% 40% 7% 7% 9% 42% 24% 18% 6% 10% 

Quality Determinants of Mobile Phone for Respondents 
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Section B: Scale Measuring 

The figure presented below indicates the Swedish and Turkish respondent’s opinions and 

attitudes towards to the given situations about mobile phones. 

 

 
 

TURKEY 
 

SWEDEN 

SECTION B: SCALE MEASURING 
Str 

Agree 
Agree Neutral Disagree 

Str 
Disagree 

Do not 
know 

Str 
Agree 

Agree Neutral Disagree 
Str 

Disagree 
Do not 
know 

1. When I see a new mobile 
phone in the store, I ask for 

detailed information and features 
of the product. 

20% 28% 40% 8% 4% 0% 38% 20% 18% 16% 8% 0% 

2. When I am purchasing a 
mobile phone, I would rather to 

choose a brand I usually buy than 
try something new. 

34% 40% 12% 14% 0% 0% 14% 20% 16% 22% 28% 0% 

3. I am very interested in trying 
new and latest technological 

mobile phone. 
26% 26% 32% 12% 4% 0% 44% 22% 24% 6% 4% 0% 

4. I am following latest news and 
trends in the mobile phone 

market. 
25% 12% 41% 14% 8% 0% 8% 30% 26% 22% 10% 4% 

5. It is important that people like 
the mobile phones and brands I 

buy. 
10% 27% 22% 22% 16% 2% 2% 8% 12% 32% 40% 6% 

6. When I am purchasing a 
mobile phone, I buy the product 

which I find as the highest 
quality. 

50% 26% 18% 6% 0% 0% 46% 18% 24% 10% 2% 0% 

7. I tend to know which mobile 
phones make good impressions 

on others. 
8% 33% 25% 21% 10% 2% 8% 18% 36% 26% 8% 4% 

8. In order to define a mobile 
phone as high quality, my friends’ 

opinions are effective. 
4% 35% 29% 16% 12% 4% 6% 20% 12% 22% 36% 4% 

9. In order to define a mobile 
phone as high quality, my 

family’s opinion is effective. 
2% 21% 27% 19% 23% 8% 4% 12% 18% 14% 46% 6% 

10. I believe that my mobile 
phone reflects my personality. 

12% 35% 29% 12% 8% 4% 14% 38% 22% 14% 10% 2% 
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11. I believe that my mobile 
phone has an impact on my social 

status. 
6% 36% 24% 18% 12% 4% 8% 32% 28% 10% 16% 6% 

12. I do not avoid paying high 
price for a high quality mobile 

phone. 
20% 18% 28% 14% 18% 2% 22% 26% 42% 2% 8% 0% 

13. My boyfriend’s/girlfriend’s 
mobile phone seems good to me. 

6% 22% 33% 14% 14% 10% 12% 14% 14% 16% 30% 14% 

Scale Measuring for Turkish and Swedish Respondents 

 

Section C: Demographic Information 

The following graphics represent the demographics of the respondents from both groups.  

 

Nationality Distribution 

The 50% of the respondents (50 people) are from Sweden and 50% of the respondents (50 
people) are from Turkey. It was calculated from the total number of respondents.  
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Gender Distribution of Turkey and Sweden 

The 52% of the respondents from Turkey are male and 48% of the respondents are female.  
The 66% of the respondents from Sweden are male and 34% of the respondents are female. 

 

 

Age Distribution 

The 14 % of the respondents are various between 18 and 22, 76% are between the ages 23-30 
and the 10% of the respondents are above 30. It was calculated from the total number of 
respondents. 

  

52%

48% Male

Female

TURKEY

66%
34%

Male

Female

SWEDEN
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Educational Level Distribution 

The 31 % of the respondents are studying for Bachelors degree, 64% for Masters or higher 
degree and the 5% are taking separate courses. It was calculated from the total number of 
respondents. 

 

 

 

 

 

 

 

 

 

 


