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and more concrete. We also received feedback that the vast majority carried 

out the survey on their phones, where the font became very large, which again 

led to more scrolling than necessary. We thus changed the font size, so that it 

fit well with both phone and computer setups. 

3.6 Survey Structure 

The survey addressed the different hypotheses connected to our 

problems and collected data on the different variables. The average score from 

the different blocks formed the basis of the different variables. For all the 

questions related to our variables, we used a five-point Likert scale, ranging 

from strongly disagree to strongly agree, which is a non-comparative scale. 

This is a very intuitive and understandable way of responding to questions and 

statements for participants, and it is also a good technique to base an analysis 

on (Malhotra, 2021). 

In the survey, we used multiple scaling techniques, such as a nominal 

scale for identification of participants and gender, interval scales for the 

average response on each criteria attribute, and ratio scales for mapping age, 

location of living, and location of the purchase. 

The general structure of the survey started with an introduction that 

informed the participants of the objective of the survey. Then the participants 

were exposed to questions relevant to the theory and problems we wanted to 

investigate. The questions were divided into nine blocks (Table 1) in order to 

distinguish the different topics. 

Table 1: Survey Structure 
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Table 9: Variables and descriptive statistics 

 

Table 10: Descriptives and One-Sample t-test (test value = 3) 
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