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ABSTRACT 
 
Technology is becoming more central to people’s lives than ever before, and the most widely 
embraced technological device on the consumer market are mobile phones. This creates an 
ever-increasing market place for mobile apps, which during 2016 had revenues amounted to 
88.3 billion U.S. dollars. The number is expected to increase, and together is estimated to 
generate 188.9 billion U.S. dollars in revenues 2020.  

One of the industries affected by this strong online presence is direct selling, where branded 
mobile apps have started to be used as a sales tool for sales representatives. The apps aim to 
facilitate the sales representatives’ daily work and bring new opportunities to engage with the 
end customers in a more convenient way. However, limited research exists about how the sales 
representatives experience the branded mobile apps in the industry. 

The purpose of this paper is to explore the sales representatives’ behavior and attitude towards 
using branded mobile apps within the direct selling industry. This study has been conducted by 
a quantitative descriptive and exploratory study using a survey. Sales representatives that placed 
an order exceeding 100 Euros during the last three weeks in five Western culture countries for 
one direct selling company were targeted. In total, 460 responses were gathered.  

The result gave some valuable insights although the initial hypothesized benefits could not be 
confirmed. The findings instead suggest separate items that contributed the most to sales 
representatives’ satisfaction and purchase intentions. In order to increase satisfaction among 
sales representatives, branded mobile apps used in direct sales should 1) facilitate the 
interaction with the company, 2) be easy to navigate with, 3) provide relevant information, 4) 
be convenient to shop from, and finally 5) work as a good conversation topic in a social context. 
Further on, the item identified to have the greatest contribution to purchase intentions is how 
convenient the app is to shop from, i.e. the same as number 4) above.  

The future challenge for the direct selling industry and its managers is thus to take advantage 
of these insights and further study how the attributes more practically can be implemented for 
their business. By focusing on these actions in the creation and development of branded mobile 
apps, the direct selling industry can expect to achieve higher satisfaction among their sales 
representatives and also increase their purchase intentions.  

 
Keywords:  Direct Selling, Sales Representatives, Online Experience, Online Customer 

Experience, Branded Mobile Apps, Benefits, Satisfaction, Purchase Intentions  
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SAMMANFATTNING 
 
Dagens teknik har blivit en allt mer central del i människors liv, och den vanligaste enheten på 
konsumentmarknaden idag är mobiltelefoner. Detta har skapat en ständigt ökande marknad för 
mobilappar, som år 2016 genererade 88.3 miljarder U.S. dollar. Antalet appanvändare framöver 
förväntas att öka, och tillsammans generera 188.9 miljarder U.S. dollar i intäkter år 2020.  

En av de branscher som påverkats av denna starka närvaro online är direktförsäljning, där appar 
har börjat användas som försäljningsverktyg för konsulenterna. Apparna syftar till att underlätta 
konsulenternas dagliga arbete och ge nya möjligheter att engagera sig med slutkunderna på ett 
lättare och mer fördelaktigt sätt. Dock existerar det lite forskning och kännedom om hur 
konsulenterna upplever användandet av appar i branschen. 

Syftet med detta examensarbete är att undersöka försäljningsrepresentanternas beteende och 
attityd gentemot att använda appar inom direktförsäljningsbranschen. Studien har varit både 
beskrivande och undersökande, och har genomförts genom en samla in kvantitativ data med 
hjälp av en enkätundersökning. Kunder som har lagt en order över 100 Euros de tre senaste 
veckorna i fem västeuropeiska länder för ett direktförsäljningsföretag har studerats. Totalt 
erhölls 460 svar. 

Resultatet gav flertalet värdefulla insikter, även om de initiala hypoteserna som syftade till att 
undersöka olika fördelar inte kunde bekräftas. Resultaten föreslår istället separata aspekter med 
störst påverkan på hur nöjda konsulenterna är, samt deras köpintentioner. För att öka nöjdheten 
bland konsulenter bör appar som används i direktförsäljning 1) underlätta samspelet med 
företaget, 2) vara lätta att navigera med, 3) tillhandahålla relevant information, 4) vara bekväm 
att handla från och slutligen 5) fungera som ett bra samtalsämne i ett socialt sammanhang. 
Vidare kunde det ses att den identifierade aspekten som bidrar mest till konsultenternas 
köpintentioner är hur bekvämt appen är att handla från, det vill säga samma aspekt som 
identifierades för konsulenters tillfredställelse under nummer 4) ovan.  

Den framtida utmaningen för direktförsäljningsindustrin och dess chefer är således att utnyttja 
dessa insikter och studera vidare hur dessa aspekter kan lämpas mer i praktiken för deras 
företag. Genom att fokusera på dessa åtgärder vid skapandet och utvecklingen av appar kan 
direktförsäljningsindustrin räkna med att erhålla högre tillfredsställelse bland sina konsulenter, 
samt att även öka deras köpintentioner. 

 
  



 

 iii 

TABLE OF CONTENTS		

1. INTRODUCTION	 1	
1.1 BACKGROUND	 1	
1.2 PROBLEM DISCUSSION	 2	
1.3 DISPOSITION	 4	

2. LITERATURE REVIEW	 5	
2.1 UNDERSTANDING DIRECT SELLING	 5	
2.2 BRANDED MOBILE APPS	 6	
2.3 ONLINE CUSTOMER EXPERIENCE	 6	
2.4 ANTECEDENTS OF ONLINE CUSTOMER EXPERIENCE	 7	
2.5 BENEFITS	 8	
2.6 OUTCOMES OF ONLINE CUSTOMER EXPERIENCE	 10	
2.7 FRAME OF REFERENCE	 11	

2.7.1 LEARNING BENEFITS	 12	
2.7.2 SOCIAL INTEGRATIVE BENEFITS	 12	
2.7.3 PERSONAL INTEGRATIVE BENEFITS	 12	
2.7.4 HEDONIC BENEFITS	 13	
2.7.5 UTILITARIAN BENEFITS	 13	
7.7.6 SATISFACTION	 13	

3. METHODOLOGY	 15	
3.1 DATA SOURCES	 15	
3.2 RESEARCH PURPOSE	 16	
3.3 RESEARCH APPROACH	 16	
3.4 RESEARCH STRATEGY	 17	
3.5 SAMPLING	 17	
3.6 DATA COLLECTION	 18	
3.7 DATA ANALYSIS	 19	

3.7.1 DESCRIPTIVE STATISTICS	 19	
3.7.2 EXPLORATORY FACTOR ANALYSIS	 19	
3.7.3 CONFIRMATORY FACTOR ANALYSIS	 21	
3.7.4 REGRESSION ANALYSIS	 22	

3.8 QUALITY CONSIDERATION	 23	
2.8.1 VALIDITY	 23	
3.8.2 RELIABILITY	 24	

4. RESULT	 25	
4.1 ASSUMPTIONS	 25	
4.2 DESCRIPTIVE STATISTICS	 25	
4.3 EXPLORATORY FACTOR ANALYSIS	 26	

4.3.1 ASSESSMENT OF THE SUITABILITY OF THE DATA	 26	
4.3.2 FACTOR EXTRACTION	 27	
4.3.3 FACTOR ROTATION AND INTERPRETATION	 29	

4.4 CONFIRMATORY FACTOR ANALYSIS	 30	
4.5 REGRESSION ANALYSIS	 35	
4.6 COMPLEMENTARY ANALYSIS	 37	

 



 

 iv 

 

	
5. CONCLUSIONS	 38	
5.1 FINDINGS	 38	

5.1.1 RQ1	 38	
5.1.2 RQ2	 39	
5.1.3 RQ3	 40	
5.1.4 RQ4	 41	

5.2 CONTRIBUTION	 43	
5.3 LIMITATIONS	 43	
5.4 FUTURE RESEARCH	 44	

REFERENCES	 45	

APPENDIX A: SURVEY	 I	



INTRODUCTION 

 1 

1. INTRODUCTION 
 
This chapter introduces the reader to the increased usage of branded mobile apps and the 
importance of considering the online user experience for direct selling companies. A problem 
discussion will thereafter follow and be used as a foundation for the research objective and the 
four belonging research questions. 

 
1.1 Background 
Technology is becoming more central to people’s lives than ever before and has resulted in 
greater accessibility among people and a highly connected world (Ferrell, Gonzalez-Padron and 
Ferrell, 2010). Between 2009 and 2016, the number of internet users were doubled to 3.2 billion 
users globally, which in the end of that period corresponded to approximately 43% of the 
world’s population (Euromonitor, 2016). This new technological generation shift taking place 
changes the way people live, work and shop around the world (ibid). At the same time, statistics 
indicate that the internet penetration is significantly higher in mature markets compared to 
emerging ones (Internet World Stats, 2016).  

According to Revels, Tojib and Tsarenko (2010), one of the most widely embraced 
technological devices on the consumer market are mobile phones with its associated mobile 
services (m-services). One of them are mobile phone applications, also referred to as mobile 
apps (Alnawas and Aburub, 2016). According to Statista (2016a), 3.1 million apps were 
available for download in 2016. Together they corresponded to 88.3 billion U.S. dollars, and 
there is no sign that this growing trend will fold (Statista 2016b). The number of mobile app 
users is estimated to increase, and together generate 188.9 billion U.S. dollars on global mobile 
apps (ibid). The increased usage of apps and their associated spending give companies an 
indication of the potential to adapting towards this new trend. 

One of the industries affected by the strong online presence is direct selling, which also is 
referred to as direct sales. The end consumers’ usage of mobile phones in the industry has 
increased exponentially and become the most common used technology for direct sales. (Ferrell 
et al., 2010) Traditionally, the industry has differentiated itself from ordinary retail stores by 
focusing more on social connections, personalized presentations and word-of-mouth 
networking between the sales representatives and the customers. (Ferrell et al., 2010; Vander 
Nat and Keep, 2002). However, the increased interest of mobile apps has also contributed to a 
new way of communicating. The interaction between the sales representatives and the end 
customers previously done face-to-face has now been transferred to online channels such as 
websites, video chats and mobile apps. Several advantages have thus been generated, such as 
the new opportunity to engage with end customers in a more convenient way, at a time and 
place of their terms. (Laroche, Kiani, Economiakis and Richard, 2013; Straker, Wrigley and 
Rosemann, 2015). 



INTRODUCTION 

 2 

An interesting observation in direct sales noted by Ferrell et al. (2010), is that both end 
customers and the sales representatives are seen as customers to the direct selling company, but 
in different ways. This view is due to the special business model of the industry where the sales 
representatives have a central role. They work as the middlemen between the company and the 
end customers, and they replace stores function for general retailers. (ibid) The usage of 
branded mobile apps within direct selling is thus not only interesting to study from the 
customers’ perspective. Consequently, several of the already existing apps on the markets 
works as a sales tool for the sales representatives with aims such as to facilitate or increase 
performance of sales tasks, as well as to reduce costs. (Ferrell et al., 2010) However, in order 
to develop and start using mobile apps, a better understanding of both the technical environment 
and the experience using it is required (Nicolaou, 2013; Roland Berger, 2016). The lack of 
understanding how mobile apps are experienced have generated that companies in general lose 
76% of their users after the first three months (Harfield, 2015). Thus, the sales representatives’ 
point of view also becomes vital in order to understand and improve this new mobile technique 
(Ferrell et al., 2010). 

The online presence in the industry has blurred the boundaries somewhat between direct selling 
and internet retailing. However, there still exists some differences. The main difference are the 
sales representatives who act as substitute to the stores, and that have a central role in the direct 
sales business model. (Ferrell et al., 2010) Additionally, direct selling companies generally also 
requires some sort of membership log-in compared to internet retailers, which further 
strengthen the	uniqueness of the industry (Euromonitor, 2016).  

Alnawas and Aburub (2016) argues that online experience can be studied by the benefits gained 
when interacting with branded mobile apps. Further on, their research investigates the online 
experience from the four perspectives learning benefits, social integrative benefits, personal 
integrative benefits and hedonic benefits. Other studies performed by Revels et al. (2010) and 
also by Sorooshian, Salimi, Salehi, Nia and Asfaranjan, (2013) support this way of measuring 
online experience. However, several of them also argue to broaden the view by studying one 
additional aspect called utilitarian benefit. (ibid) 

1.2 Problem Discussion 
For companies planning on expanding their business, direct selling continues to gain 
momentum as a strategic option (Ragland, 2014). Additionally, direct selling has been shown 
to be a growing industry (World of direct selling, 2016; Statista, n.d.). Previous research 
indicates a change in the marketplace for direct sales due to the increase online presence and 
usage of mobile apps (Ferrell et al., 2010; Laroche et al., 2013; Straker et al., 2015). However, 
direct selling companies’ usage of sales technology is still just in the first phase (Ferrell et al., 
2010; Norris, 2007).  
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Since the nature of the industry implies limited mass media advertising, online communication 
becomes particular vital (Vander Nat and Keep, 2002). It has been shown that technology itself 
provides opportunities. Some of them are improved productivity and more convenient and 
efficient communication between the sales representatives and the end customers. Further on, 
improved sales performance and long-term customer relationships are other opportunities that 
have resulted from the technology. (Ferrell et al., 2010) In order to capitalize the full potential 
of this trend, the subject needs to be further studied. With new insights, a better understanding 
of how the usage of branded mobile apps in direct selling is experienced from the sales 
representatives’ perspective can be obtained. (ibid) 

Moreover, as the boundaries between direct selling and internet retailing has been blurred, an 
ever greater emphasis is given on how to take advantage of mobile apps for the industry (Ferrell 
et al., 2010). Direct selling companies therefore both have to start adapting their apps to their 
business, but also to the lifestyles of the users. In that way, the chance increases to retain both 
satisfied sales representatives and end customers, and thus gain a competitive advantage. (ibid) 

Previous research has utilized approaches such as the Technology Acceptance Model (TAM) 
to understand how people adopt mobile apps. However, less research exists on how the apps fit 
into the life of those using it, by instead studying the benefits they gain. (Mekic and Ozlen, 
2014; Kang, 2014; Jambulingam, 2013; Yang, 2013; Kumar and Mukherjee, 2013; Zheng, Li 
and Jiang, 2012) Additionally, limited research has examined how mobile apps affect user 
consequences such as satisfaction and purchase intentions. (ibid) Alnawas and Aburub (2016) 
have although done a study on this phenomena in Middle Eastern culture, but however not for 
a specific industry. Due to the limitation of their study, they suggested to confirm their findings 
from two perspectives. Firstly, Alnawas and Aburub (2016) suggested to investigate their 
research in another context, e.g. Western culture. Secondly, they recommend future research to 
provide more detailed insights in specific industries. (ibid) Since the internet penetration is 
significantly higher in mature markets, such as Western culture (Internet World Stats, 2016), 
sales representatives’ experience of mobile apps is extra interesting to study for this research. 
To better understand the benefits branded mobile apps may generate for direct selling is also of 
great use from a manager’s perspective for future improvements of this growing technological 
device in the industry.  

The conclusions that can be drawn are that there is a lack of linking direct selling to branded 
mobile apps due to little research combining these two areas. What the benefits from using 
mobile apps are - and the effect they have on sales representatives’ satisfaction and purchase 
intentions - are still open empirical questions in direct selling. The gap indicates that more 
information that ties the new usage of mobile apps to this industry is needed in order to 
understand how to take advantage of the new opportunities that mobile apps bring. The purpose 
of this research has therefore been states as: 
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This purpose has generated the four following research questions:  
 
 
RQ1: What are the benefits derived from interacting with branded mobile apps within the direct          
selling industry? 

RQ2: What effect do these benefits have on sales representatives’ satisfaction? 

RQ3: What effect do these benefits have on purchase intentions? 

RQ4: What is the relationship between sales representatives’ satisfaction and purchase 
intentions in the context of branded mobile app within direct selling? ��

 
1.3 Disposition 
Next chapter will present a theoretical frame of reference by studying direct selling, branded 
mobile apps, online customer experience and its antecedents, as well as the benefits derived 
from interacting with branded mobile apps. Thereafter the third chapter explains the 
methodology of this research by describing foremost its scope and approach. Chapter 4 will 
report and analyze the most important empirical findings from the data collection, following be 
the fifth and final chapter where the research questions are being answered. Conclusions will 
be drawn in this chapter and result in a discussion about its contribution and suggestions for 
future research. 

To explore the sales representatives’ behavior and attitude towards using branded mobile 
apps within the direct selling industry 
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2. LITERATURE REVIEW 
 
This chapter presents the theories used to conduct this study. The direct selling industry will 
first be closer studied along with branded mobile apps. Thereafter additional theories for how 
online customer experience for the sales representatives’ can be analyzed. These theories aim 
to create a better understanding for the sales representatives’ experience of branded mobile 
apps within the direct selling industry. The frame of reference for this research is presented in 
the end of this chapter.   

2.1 Understanding Direct Selling 
According to Peterson and Wotruba (1996) direct selling can be defined as face-to-face selling 
of consumer goods away from a fixed retail location. The industry differentiate itself from 
ordinary retail stores by relying more on social connections, personalized presentations and 
word-of-mouth networking between the sales representatives and the end customers. By selling 
without retail outlets, distributors, wholesalers or any type of middlemen as well as limited 
advertising, less resources are spent. The industry thus has lower fixed costs compared to retail 
stores (Ferrell and Ferrell, 2012; Vander Nat and Keep, 2002), and can therefore spend more 
money on using commission systems to keep the sales representatives motivated. This action 
has been shown to be important due to the high turnover rate within the industry. (Vander Nat 
and Keep, 2002) 

Ferrell and Ferrell (2012) argue that sharing products with good friends can be seen as an 
advantage, just as many other of the characteristics with direct selling. The relationship between 
the sales representatives and the end customers represent trust as well as consistent and reliable 
service by not only selling the product, but also teaching about it (ibid). The products that are 
most commonly sold through direct selling belongs to the categories of health, beauty, 
household, wellness, cloth and accessories (Ferrell et al., 2010). Furthermore, two types of 
organization structures can be seen for direct selling. Multi-level marketing is one of them 
where sales representatives recruit, train and supervise other direct sales people. Sales 
representatives in multi-level marketing also create their own sales network downline and get 
compensation both for sales downline as well as for their own sales. The other type is single 
level marketing where the sales representatives does not build their own network. Instead they 
are only focusing on their own selling and get compensations based on that. (Stewart, Stanworth 
and Wotruba, 2002) A common characteristic for both these types of organization structures 
are that the sales people often works as independent contractors and not employees. (Vander 
Nat and Keep, 2002) 

In recent years the direct selling industry has started to use internet channels as a selling tool, 
which has made the traditional view of selling face-to-face and using for example catalogs 
ambiguous (Rhee, 2009). This change has occurred as a natural result as companies strives to 
adapt to consumers changing behavior (Revels et al., 2010). The increased usage of internet 
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channels has clearly been seen for other retail companies as well. However, the difference that 
occur for the direct selling industry is that there is a need to adapt their online channels both to 
target end customers and sales representatives (Ferrell et al., 2010). The significant 
characteristics of direct sales with the great emphasis on communication between the end 
customers and sales representatives are still present, but now in an online context (Ferrell et al., 
2010).  

2.2 Branded Mobile Apps 
An increased usage of mobile devices has generated a new platform for several different mobile 
services. One of them are mobile applications, often referred to as mobile apps (Revels et al., 
2010). This mobile service is according to Bellman, Potter, Treleaven-Hassard, Robinson and 
Varan (2011, p.191) defined as “software downloadable to a mobile device which prominently 
displays a brand identity, often via the name of the app and the appearance of a brand logo or 
icon, throughout the user experience”. These apps can be downloaded from different app stores 
such as Google Play and App Store (Hoehle and Venkatesh, 2015).  

According to Zhao and Balague (2015), there are primarily five business objectives for 
developing branded apps. These are 1) communication (i.e. sharing information and discussing 
products to improve the image and awareness of the brand); 2) CRM (i.e. managing firm 
interactions with customers by brand engagement, collecting data of the user to provide 
recommendations); 3) sales (i.e. to create a new and improved shopping experience with 
capabilities such as location awareness, context sensing and product customization); 4) product 
innovation (i.e. sharing and rating ideas with a community that may generate new ideas) and 5) 
marketing research (i.e. creates new opportunities for company to survey their customers).  

These objectives are supported by Ferrell et al. (2010) and Rhee (2009) specifically for the 
direct selling industry as well. The authors see opportunities by the usage of branded mobile 
apps to 1) reduce companies’ costs; 2) work as an improved channel for educating and 
motivating sales force; 3) create long-term consumer relationships without expensive travel 
costs; 4) easier process of the supply chain and 5) create a more efficient and successful sales 
force. 

2.3 Online Customer Experience 
As discussed previously, both the end customers and the sales representatives are seen as 
customers to the direct selling company. (Ferrell et al., 2010) This view is due to the special 
business model of the industry where the sales representatives have a central role. They work 
as the middlemen between the company and the end customers, and they replace stores function 
for general retailers. (ibid) 

Direct selling has moved from personal selling to usage of internet channels such as website, 
and recently also to branded mobile apps. This transfer has according to Rose, Hair and Clark 
(2011) generated some changes. One of them is the degree of personal contact. Additionally, 
how information is provided has changed, where it previously was given in a limited amount 
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through brochures and sales representatives, to now be offered to a time and in a place that suits 
the end customers. (ibid) The interaction between sales representatives and the end customers 
also occurs at the wishes of the end customers, but where a smooth alternative for this 
interaction will be available to facilitate for the sales representatives. (Ferrell et al., 2010) 

Customer experience is according to Meyer and Schwager (2007, p.118) defined as “the 
internal and subjective response customers have to any direct or indirect contact with a 
company”. This involves all the interactions with a company, for example the quality of the 
product itself, advertising and customer service handling (ibid). Thus, customer experience can 
be seen as the take-away impression formed by the customer of the many pieces of sensory 
information during the interaction. (Carbone and Haeckel, 1994) In the context of this research, 
the interaction with the company implies the contact sales representatives have both with the 
end-customers, but also the interaction between sales representatives and the direct selling 
company.  

Another development of customer experience is online customer experience (OCE). Unlike 
customer experience, OCE on the other hand is limited in present literature (Rose et al., 2011). 
However, a variety of closely related expressions of it exists, such as “Internet experience” 
(Nysveen and Pedersen 2004), “online experience” (Christodoulides, Chernatony, Furrer, Shiu 
and Abimbola, 2006; Novak, Hoffman, Yung, 2000), “website brand experience” (Ha and Perks 
2005), “online purchase experience” (Jin and Park 2006) and “online shopping experience” 
(Khalifa and Liu 2007). Findings from these studies have together formed theories of the 
antecedents of online customer experience.  

2.4 Antecedents of Online Customer Experience 
To fully understand online customer experience,	it is important to study different authors view 
of the antecedents that have both motivated and influenced online consumer experience 
previously. Table 1 summarizes the antecedent variables discussed in the three studied articles 
by Rose, Clark, Samouel and Hair (2012), Bilgihan, Kandampully and Zhang (2016) and Rose 
et al. (2011). 

Table	1:	Antecedents	of	Customer	Experience	

TERM DESCRIPTION SOURCE 

Ease-of-Use Ease and the efficiency with which users can access relevant 
information. Includes i.e. navigation, search, and 
functionality.  

(Rose et al., 2011; 
Bilgihan, et al., 2016; 
Rose et al., 2012)  

Usefulness The idea that the channel will fit with and support the user’s 
daily life. 

(Rose et al., 2011; 
Bilgihan et al., 2016) 

Hedonic Features Measures how fun, pleasurable and enjoying the channel is 
to use, and how it makes individuals want to reuse it. 

(Rose et al., 2011; Rose et 
al., 2012; Bilgihan et al., 
2016) 

Customization The degree to which information is tailored to meet the 
needs of the individual user. 

(Rose et al., 2012; 
Bilgihan et al., 2016) 

Social 
Interactions 

Ability to become a member, connect and share knowledge 
and ideas with others in the virtual community. 

(Rose et al., 2012; 
Bilgihan et al., 2016) 
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Control Control over one’s own access, search and evaluation of the 
content. 

(Rose et al., 2011; Rose et 
al., 2010) 

Skill To what degree the channel requires previous experience of 
using it in order to become satisfied and using it to its full 
potential. 

(Rose et al., 2011; Rose et 
al., 2010) 

Easiness to locate Ease for customers to find the channel before first usage. (Bilgihan et al., 2016) 
Utilitarian 
features  

How the channel helps the user to for example save time and 
complete a task.  

(Bilgihan et al., 2016) 

Interactive speed The speed of interacting with the channel. (Rose et al., 2012) 
Information 
processing 

How individuals use their internal senses and mental 
processes to make sense of their world.  

(Rose et al., 2011) 

Risk Uncertainties and the seriousness of the consequences of the 
purchase through the channel. 

(Rose et al., 2011) 

Challenge Whether or not the channel requires the user to stretch the 
capabilities and perform the best of one’s ability. 

Rose et al., 2012) 

Aesthetics How the user perceives the channel in terms of i.e. color, 
graphics, layout, and design. 

(Rose et al., 2012) 

Trust Relates to feelings of vulnerability of the user, i.e. consumer 
perceptions of the integrity and honesty of online retailers.  

(Rose et al., 2011) 

Hedonic features and the ease-of-use has been common agreed in previous literature to affect 
how users experience the online channel (Rose et al., 2011; Bilgihan et al., 2016; and Rose et 
al., 2012). Other antecedents discussed to have an impact are customization, social interaction 
and usefulness (Rose et al., 2012; Biligihan et al., 2016), perceived control and skill (Rose et 
al., 2012; Rose et al., 2011), information processing, risk and trust (Rose et al., 2011), 
aesthetics, interactive speed and challenge (Rose et al., 2012), easiness to locate app and 
utilitarian features (Bilgihan et al., 2016). What can be argued as extra interesting antecedent 
variables for the direct selling industry are social interaction and information. This argument is 
made due to the nature of the industry, where communication and how to access information 
plays a central role. (Ferrell et al., 2010) However, this does not mean that the other should be 
overlooked. When studying the antecedents in previous literature summarized in Table 1, it 
shows that some of them appear to overlap each other. For example, both usefulness and control 
seems to describe the ease of navigation (Rose et al., 2011), and hedonic features also discuss 
the importance of aesthetics (Bilgihan et al., 2016) that by Rose et al. (2012) is seen as a separate 
feature.  

2.5 Benefits 
In the last couple of years, several studies have started to focus on 1) the reason behind 
engagement of branded mobile apps, 2) the gratifications that attract and holds the audiences 
and 3) the content that fulfill psychological and social needs of the users (Alnawas and Aburub, 
2016). These reasons behind engagement of branded mobile apps behavior has been named as 
benefits, and has derived from the antecedents (ibid). 

The study conducted by Biligihan et al., (2016) is based on the Uses and Gratifications (U&G) 
approach, which previously has been used in different contexts such as radio, television, news 
consumption (Rubin, 1984; Shim, Oh and Lee, 2015; Choi, Kim and McMillan, 2009; Lee, 
2013) mobile phones, mobile learning, and social networking sites (Paragas, Clara, Main and 
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Abd Rahman, 2011; Hashim, Tan and Rashid, 2015; Wei, Lin and Chuang, 2015). Building 
upon the conclusions drawn in these studies, the U&G approach provide interesting 
perspectives also relevant for this study. Previous research has showed different reason behind 
mobile phone habits. The primarily reasons behind using mobile phones are affection, 
sociability, information seeking, immediate access, entertainment, reassurance and status. 
(Leung and Wei, 2000) The reasons for using apps instead consisted of acquisition of 
knowledge and education and also to tap into social activities (Gerlich, Drumheller, Babb and 
De’Armond, 2015; Kim and Park, 2014; Jung, 2014; Lewis, Brown and Watkins, 2014; Kang, 
Ha and Hambrick, 2015; Lin, Fang and Hsu, 2014). Whether or not these reasons have an 
impact in the direct selling industry is not yet examined, which makes it interesting to study 
(Alnawak and Aburub, 2016). Primarily three studies by Sorooshian et al. (2013), Revels et al. 
(2010) and Alnawas and Aburub (2016) have been studied in terms of benefits for this research. 
All together, they have presented different benefits from interacting with branded mobile apps, 
which are presented in Table 2.  

Table	2:	Benefits	from	Interacting	with	Branded	Mobile	Apps	

TERM DESCRIPTION SOURCE 

Learning Benefits The ability of mobile apps to provide the user with knowledge 
about products, become smarter and up-to-date on things they 
care about and stimulate them to think in new ways.  

(Alnawas and Aburub, 
2016; Sorooshian et 
al., 2013) 

Social Integrative 
Benefits 

The extent to which mobile apps promote values that are 
similar to their user’s ethics, and that make them feel more a 
part of their community. 

(Alnawas and Aburub, 
2016; Revels et al., 
2010) 

Personal Integrative 
Benefits 

The ability of mobile apps to enhance the credibility, status 
and confidence of the user; improve his/her reputation or 
prestige among others using the app, and allow the user to 
achieve a sense of self-efficacy. 

(Alnawas and Aburub, 
2016; Sorooshian et 
al., 2013) 

Hedonic Benefits The ability to make users feel relaxed and rewarded, lighten 
their mood and hold their attention, surprise them and provide 
fun while users are engaging with the app. It also refers to the 
extent to which mobile apps have a distinct personality and 
are in contrast to the mainstream media.  

(Alnawas and Aburub, 
2016; Revels et al., 
2010; Sorooshian et 
al., 2013) 

Utilitarian Benefits The extent to which users believe that the mobile app will 
assist with their everyday life in an affordable way and the 
degree to which users believe that using the mobile app would 
be free from effort. 

(Revels et al., 2010; 
Sorooshian et al., 
2013) 

 
The study done by Alnawas and Aburub (2016) used the four types of benefits that Katz, 
Blumler and Gurevich (1974) identified from using media. These are learning benefits, social 
integrative benefits, personal integrative benefits and hedonic benefits. These four benefits have 
partly been discussed and seen as important in previous literature studying the direct selling 
industry specifically. For example, Ferrell et al. (2010) discussed the new presence of 
technology in the industry as an improved educational and motivational channel. It would 
therefore be interesting to study more specifically how all these benefits have an impact in 
direct selling.  
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Furthermore, Sorooshian et al. (2013) explained online customer experience roughly the same 
way by studying hedonic experience and sociability experience. Sorooshian et al. (2013) also 
explained pragmatic experience, that they explained in the same way as Alnawas and Aburub 
(2016) defined learning benefits. However, the study performed by Sorooshian et al. (2013) did 
not cover personal integrative benefits, but instead highlighted another perspective, namely the 
importance of usability experience. This experience derives from the antecedents of usefulness, 
control and utilitarian features, and has been seen previously to have a big effect on the 
customer experience (ibid). Thus, utilitarian benefit is also interesting to study further in this 
research’s context. Research from Revels et al. (2010) also shows that features of utility, 
hedonic and social integrative affects the sales representatives’ satisfaction, which supports the 
two previous researched studies. 

As mentioned earlier, one can argue that the five different benefits have derived from the 
antecedents of online customer experience. However, in order to facilitate a comparison 
different research studies, it is important to study the agreed definitions, which has been 
presented in Table 1 and Table 2. Consequently, social integrative benefit is in line with social 
interaction, just as personal integrative benefits derive from information processing and 
customization. Further on, hedonic benefits seem to consist of hedonic features as well as 
aesthetics. Utilitarian benefits on the other hand have several similarities with the antecedent 
variables usefulness, ease-of-use, control, skill, easiness to locate, utilitarian feature, interactive 
speed, risk, challenge and trust. No one of the antecedents discussed previously could be seen 
to directly translate to learning benefits. That being said, several previous studies (i.e. Gerlich 
et al., 2015; Kim and Park, 2014 and Kang et al., 2015) argues that one of the reasons for using 
apps consists of acquisition of knowledge and education, which makes this benefit interesting 
to study for this research.  

2.6 Outcomes of Online Customer Experience  
All of the articles highlighted in the section above that discussed the antecedents has been used 
to describe online customer experience. Together, they have created the foundation for the five 
different benefits to be studied in this research. Alnawas and Aburub (2016) and Revels (2010) 
presents two behavioral outcomes of online customer experience in their studies, where one of 
them is satisfaction. In the context of branded mobile apps, satisfaction results from the 
assessment and impression of the user considering of the app across a number of aspects 
(Anawas and Aburub, 2016). As discussed previously, the users in this context are the sales 
representatives. However, by Sorooshian et al. (2013) investigated service quality as the 
outcome of their study. The authors define service quality as the difference between 
performance and expectations, and as an assessment of the ability of companies to deliver 
service in order to meet customer needs (ibid). Although satisfaction and service quality can be 
seen as two different objectives, Lemon and Verhoef (2016) claim that customer experience in 
fact is an integration of service quality and customer satisfaction. Thus, the benefits obtained 
from Sorooshian et al. (2013) has been integrated to this research’s scope along with the other 
benefits found from Alnawas and Aburub (2016) and Revels (2010). 
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The other behavioral outcome of online customer experience has been seen to be either 
purchase intentions or intentions to use (Alnawas and Aburub, 2016; Revels, 2010). These two 
attributes may also be seen as two separate outcomes, although both indicates if the app has 
succeeded to impress the user. The difference instead depends on the aim of the app, meaning 
that all apps studied previously may not have had purchase intentions, and instead only aim to 
attract as many users as possible (Alnawas and Aburub, 2016). The benefits however lead 
towards the same objective, namely to attract the users to come back and use the app for its 
purpose. Therefore, both articles benefits have thus been integrated in this research to 
investigate purchase intentions. The two behavioral outcomes of this research are therefore 
sales representatives’ satisfaction and purchase intentions, which also will be hypothesized by 
targeting sales representatives in direct selling.  

2.7 Frame of Reference 
The previous studies have all contributed to the body of knowledge in different ways. In turn, 
different aspects have been borrowed from them to create this study’s frame of reference. This 
framework has primarily been adopted from Alnawas and Aburub (2016) where the authors 
used the framework of Katz et al. (1974). The framework of Katz et al. (1974) however only 
consists of four benefits derived from using mobile apps. These were learning benefits, personal 
integrative benefits, social integrative benefits and hedonic benefits. However, the studies 
conducted by Revels et al. (2010) and Sorooshian et al. (2013) contributed with one additional 
benefit, utilitarian, that may have an impact on the sales representatives’ experience within the 
direct selling industry as well. Therefore, utilitarian benefits have been added to the original 
framework by Katz et al. (1974), see Figure 1. Moreover, the frame of reference has worked as 
the foundation in the creation of the hypotheses developed in order to explore the research 
questions. These will be presented in the following sections.  

Figure	1:	Frame	of	Reference 
Source:	Emerged	from	Alnawas	and	Aburub	(2016),	p.	317,	Figure	1 

o Learning	

o Personal Integrative	

o Social Integrative	
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2.7.1 Learning Benefits 
Learning benefit includes making the user more knowledgeable about products and relevant 
information (Alnawas and Aburub, 2016; Sorooshian et al., 2013). Additionally, learning 
benefit in this context also relates to the relationship between sales representatives and the end 
customers by getting to know them, and learn about their lives. It is commonly accepted that 
mobile apps can provide information to the users (Deloitte, 2011). Previous research shows that 
one reason for using mobile phones in general are information seeking (Leung and Wei, 2000), 
while using mobile apps partly is due to acquisition knowledge and education (Lee, Goh, Chua 
and Ang, 2010). However, due to the nature of direct selling where information has been 
provided by sales representatives instead of retail stores, learning benefits becomes extra 
interesting to study in this context. Therefore, the following two hypotheses has been formed. 

H1a. Learning benefits offered by mobile apps are positively associated with sales 
representatives’ satisfaction. 

H1b. Learning benefits offered by mobile apps are positively associated with purchase 
intentions. 

2.7.2 Social Integrative Benefits 
Social integrative benefits include the values that are similar to the users’ ethics, and make them 
feel a part of a community (Alnawas and Aburub, 2016; Revels et al., 2010). Mobile apps have 
recently started to offer additional opportunities to interact with others away from the usual 
interaction only between the sales representatives and the end customers. Examples of this is to 
comment, rate and share products, and thus building a community for socializing. (Zhao and 
Balague, 2015) Furthermore, social interaction has increased the chances to detect product-
related issues and ties people closer together (Kim, Lin and Sung, 2013). As discussed earlier, 
it has been seen that a significant characteristic for the direct selling industry is social 
connection (Ferrell and Ferrell, 2012; Vander Nat and Keep, 2002), which makes this a benefit 
interesting to study in this context. Therefore, two additional hypotheses have been formulated. 

H2a. Social integrative benefits offered by mobile apps are positively associated with sales 
representatives’ satisfaction. 

H2b. Social integrative benefits offered by mobile apps are positively associated with 
purchase intentions. 

2.7.3 Personal Integrative Benefits 
Personal integrative benefits include the users sense of self-efficacy and to what extent they 
feel some sort of status and confidence by using the app (Alnawas and Aburub, 2016; 
Sorooshian et al., 2013). Function such as suggesting innovative product usage have enabled 
users to show product-related status in their social system (Alnawas and Aburub, 2016). As 
direct selling preciously has relied on word-of-mouth networking, it is interesting to study 
further how personal integrative benefits is expressed in this new context. Two hypotheses have 
thus been formulated.  
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H3a. Personal integrative benefits offered by mobile apps are positively associated with sales 
representatives’ satisfaction. 

H3b. Personal integrative benefits offered by mobile apps are positively associated with 
purchase intentions. 

2.7.4 Hedonic Benefits 
Hedonic benefits include to offer a pleasurable and relaxing experience, aesthetics enjoyment, 
make the user escape form problems and also to provide a fun experience. (Calder, Malthouse 
and Schaedel, 2009; Nambisan and Baron, 2007; McQuail, 1983). In recent years, the hedonic 
aspect has been given a greater importance (Childs, 2015). This benefit will therefore be 
interesting to study in the direct selling industry as well, due to its increased attention. Two new 
hypotheses have therefore been formulated.  

H4a. Hedonic benefits offered by mobile apps are positively associated with sales 
representatives’ satisfaction. 

H4b. Hedonic benefits offered by mobile apps are positively associated with purchase 
intentions. 

2.7.5 Utilitarian Benefits 
Utilitarian benefits include assistant for the users in everyday life in an affordable way free 
from effort (Revels et al., 2010; Sorooshian et al., 2013). Previous research has showed that for 
example immediate access when searching for information is essential for the users as well as 
the value it gives them (Leung and Wei, 2000). Thus, without utilitarian benefits, the usage of 
mobile apps may be jeopardized (ibid). Therefore, there exists incitement to study how users 
experience surfing and participating in the online environment in terms of ease-of-use and to 
navigate their presence without barriers keeping them from their desired goals (Nielsen, 20000; 
Shneiderman & Plaisant, 2004; Preece, 2000), in the context of direct selling. Below, two 
additional hypotheses have been formulated. 

H5a. Utilitarian benefits offered by mobile apps are positively associated with sales 
representatives’ satisfaction. 

H5b. Utilitarian benefits offered by mobile apps are positively associated with purchase 
intentions. 

7.7.6 Satisfaction  
In the context of branded mobile apps, satisfaction results from the assessment and impression 
of the user considering of the app across a number of aspects (Anawas and Aburub, 2016). For 
this research, it will be done by studying learning benefits, social integrative benefits, personal 
integrative benefits, hedonic benefits and utilitarian benefits. Additionally, previous studies 
have been able to conclude that users generally evaluate future purchase intentions based on 
the value they obtained from previous contacts both in an offline context as well as in an online 
context (Olaru, Purchase and Peterson, 2008; Khalifa and Liu, 2007). What is worth mentioning 
for this research is that the sales representatives both place orders for their customers as well as 
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for themselves. Purchase intentions is therefore considered relevant and important for this 
research. These finding creates incitement to further study sales representatives’ satisfaction. It 
has previously been seen that there exists a relationship between online satisfaction and online 
purchase intentions (Khalifa and Liu, 2007). Therefore, this is interesting to study further in 
this context. These findings together work as the foundation for the next, and also the last, 
hypothesis.  

H6. Sales representatives’ satisfaction is positively associated with purchase intentions.
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3. METHODOLOGY 
 
This chapter explains and motivates the methodology for this research. A better understanding 
for the reader will be given in regards of what the data aims to discover, how it has been 
collected as well as how it has been analyzed. 

The choices made for this research’s methodology is summarized in Table 3 below, and will be 
further explained throughout this chapter.  

			
Table	3:	Methodology	of	the	Study	

RESEARCH 
DESIGN  METHODOLOGY 

Data Sources Primo, EBSCOhost, ScienceDirect and Business Source Premier 
Research Purpose Descriptive and Exploratory 
Research Approach Deductive and Quantitative  
Research Strategy Survey 
Sampling Probability sampling 
Data Collection Survey targeting one direct selling company’s sales representatives that have 

placed an order exceeding 100 Euros during the three last weeks in Finland, 
Netherlands, Norway, Portugal and Sweden 

Data Analysis Exploratory and Confirmatory Factorial Analysis, and Regression Analysis 
Quality Consideration Survey approved by a professor at Luleå University of Technology as well as by a 

business developer, digital design manager and a sales support manager from one 
direct selling beauty company. Additional actions to enhance the quality: 
Content Validity 
Control questions were asked, and the survey targeted five countries 

Criterion Validity 
Composite reliability and average variance extracted were studied to check the convergent 
validity. Discriminant validity was tested by studying the correlation between factors 

Construct Validity 
The survey was adapted from previous literature 

Test-Retest (Reliability) 
Actions taken to improve the reliability was a pilot study, assistance from professional 
translators and one-week response time 

Internal Consistency (Reliability)   
Cronbach’s coefficient alpha studied the internal consistency 

 
3.1 Data Sources 
Four databases have been used to gather literature for this research: 1) Primo 2) EBSCOhost, 
3) ScienceDirect and 4) Business Source Premier. Only peer-reviewed articles have been 
studied in order to improve the quality of the report, and the keywords used in the databases 
has been:  

direct selling, sales representatives, network marketing, mobile devices, branded mobile apps, 
m-service, mobile applications, user experience, online experience, online customer 

experience, digital transformation, benefits, satisfaction, purchase intentions 
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Firstly, articles regarding direct selling in general were studied to understand the industry and 
its previous findings. Statistics from well-established webpages were also collected to 
understand the industry more in depth. Thereafter, the research was narrowed done by 
combining search words for general topics (i.e. direct selling and online experience). Primarily 
research conducted in the last 10 years has been collected due to the newness of the research’s 
subject. Finally, well-established literature has been used for guidance through the 
methodology.   

3.2 Research Purpose 
The research purpose of a study should be decided based on its objective, which can be to 
explain, describe or explore something. (Cooper and Schindler, 2003; Denscombe, 2004; 
Eriksson and Wiedersheim-Paul, 1997; Lundahl and Skärvad, 1992). Accordingly, the research 
purpose can be grouped into three main categories: 1) exploratory studies, 2) descriptive studies 
and 3) explanatory studies. (Saunders, Lewis and Thornhill, 2009). 1) Exploratory studies aim 
on discovering new information within an area by looking for different types of patterns 
(Saunders et al., 2009; Hair, et al., 2006). 2) Descriptive studies instead aim on “portray an 
accurate profile of persons, events or situations” (Robson, 2002, p. 59). This type of study is 
often an extension of either an exploratory or explanatory study (Saunders et al., 2009). Finally, 
3) explanatory studies try to establish causal relationships between variables (ibid). 

Considering this study, the aim has been to measure the characteristics described in the research 
questions by following hypotheses derived from previous literature. This research’s purpose 
has therefore been descriptive, just as many other quantitative researches. Furthermore, this 
research also aimed to investigate groups among variables, which strengthen the research’s 
approach to be descriptive (Cooper and Schindler, 2003). The last argument should however 
not be confused with explanatory studies that tries to establish causal relationships between 
variables. According to Cooper & Schindler (2003), this purpose requires certain conditions, 
such as time sequence, and has therefore been rejected for this study. 

Additionally, as this research has been aiming on to study the benefits gained in a new area 
previously not studied in that way, this survey has also been explorative. In those cases the 
hypothesized model cannot be confirmed, an exploratory study is necessary in order to discover 
new relationships (Hair, et al., 2007). That has been required for this study, and it can thus be 
seen that both a descriptive and an explorative purpose has been used for this research.  

3.3 Research Approach 
The first choice to consider regarding the research approach is if is deductive, inductive or a 
combination of these; so called abductive. Deductive approach implies moving from theory to 
data, where hypotheses are first developed and thereafter examined by its outcome. The 
inductive approach can be described as the way around, where the aim first is to gain an 
understanding from the real world that later enables to formulate a theory. (Saunders et al., 
2009) As this study has derived from a gap in the literature, it is of the deductive approach. 
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Further on, the next step is to decide whether the study is of the quantitative or the qualitative 
approach. Quantitative research often uses numerical data, hypothesis testing and statistical 
analysis, while qualitative research instead relies on words and images. (Saunders et al., 2009) 
For this research, hypotheses have been used, quantitative data has been collected, and a large 
statistical sample size has been analyzed. Thus, this research is of the quantitative approach. 

3.4 Research Strategy 
According to Yin (1994), research strategies can be grouped into five different ones: 
experiment, survey, archival analysis, history, and case study. The strategy of the study depends 
to a large extent on its purpose, such as the research questions (de Weerd-Nederhof, 2001). 
Often, they are formulated as “who”, “what”, “where”, “how”, and “why”. While question 
states as “how“ or “why” often uses case studies, experiments, or historical studies, surveys or 
archival analyses are often used to study questions states as “what”. As can be seen for this 
study, all the four research questions have been stated as “what”. Therefore, either a survey or 
archival analyses is suitable.   

Archival research uses recent as well as historical administrative documents as data. This 
strategy often uses research questions that focus upon the past and changes over time to be 
answered. This study has therefore used a survey strategy, that according to Saunders et al. 
(2009) usually is associated with the deductive approach. Except this survey being deductive, 
it has also used a standardized questionnaire to easily make comparisons and analyze 
statistically. This insight further strengthen the choice of a survey. Additionally, this strategy 
makes it possible to explain how many of a population thinks in a way, or find a reason for a 
particular relationship. 

3.5 Sampling 
The purpose with this research has been presented as “To explore the sales representatives’ 
behavior and attitude towards using branded mobile apps within the direct selling industry”. 
Sales representatives’ perspective has thus been chosen to study due to their central role in the 
business model, where they are the middlemen between the company and its end customers 
(Ferrell et al., 2010).  

Previous research performed by Alnawas and Aburub (2016) also have had an impact on this 
research’s choice of population. Their study was performed in Middle Eastern culture and 
recommended future research to study Western culture. Direct selling exists all around the 
world, both in developing countries where industry has traditionally been the strongest 
(Peterson and Wotruba, 2001), and in countries where internet penetration is high and this 
strategy of selling is gaining momentum (Euromonitor, 2016). Due to the wide existence of the 
industry, the choice has been made to explore this research in the context of Western culture as 
Alnawas and Aburub (2016) suggested.  
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Based on this, a sample of population has been drawn to select an element in the population in 
order to make conclusions about the entire population (Cooper and Schindler, 2003). This study 
has used a probability sampling, which implies that the selection is done randomly and the 
chance of being selected is known and often the same, so that the characteristics of the sample 
can by generalized for the whole population. (Saunders et al., 2009)  

Secondly, the target population has to be defined. According to Hair, Black, Babin, Anderson 
and Tatham (2006), this implies the complete group of people who are relevant to the study. 
Based on the arguments above, it has been desirable to study different countries representing 
Western culture of direct sales. The population has been made to target the sales representatives 
from one direct selling beauty company in Finland, Netherlands, Norway, Portugal and 
Sweden. Five countries were selected to reduce the change of specific errors from one country 
to affect the result. The survey was sent to people in the company’s data register where the 
study was conducted, to those that placed an order during the three last weeks exceeding 100 
Euros. They contained 17 000 respondents. However, as end customers nowadays also can 
order by themselves without any contact with sales representatives if desired, a control question 
were asked in the beginning in the survey. The question aimed to distinguish those fitting to the 
description of sales representatives (i.e. leaders with a network or those mainly selling products) 
from those only considered an end customer (i.e. those mainly buying products to themselves 
or close family). 

649 answers were collected, out of which 460 were kept for analysis. Those being removed 
contained either incomplete answers, or were answered by those considered as end customers. 
The response rate of the answers used to the analysis has therefore been 3.9%. Of the 460 
respondents, 97% were females, which not is a surprise. According to Peterson and Wotruba, 
(2001), the direct selling industry mainly consists of women. Since direct selling has existed 
for a long time, there are many mature sales representatives active on the market. However, the 
industry has been growing in recent years (World of direct selling, 2016; Statista, n.d.), and has 
thus also managed to recruit many younger people to become sales representatives (Peterson 
and Wotruba, 2001). The sample therefore focus to examine all ages, which the study succeeded 
with as the age distribution showed to be even spread.  

3.6 Data Collection 
The survey was translated to each countries’ native language by professional translators.  
Furthermore, a pilot study was performed followed by a revision were minor changes was made 
to further clarify before it was distributed. The survey was created in the software Questback, 
and contained quantitative questions asked by using a five point Likert scale. Additionally, 
some descriptive statistics questions were asked such as gender, age, nationality and user 
behavior, see Appendix A. The survey was available during one week to give the respondents 
the chance to answer at different times.  
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The questions used for this research has been borrowed from previous literature. However, 
since these studies did not focus on a specific industry, some modifications have been done for 
this research to adapt it towards direct selling. Primarily the survey performed by Anawas and 
Aburub (2016) has been borrowed, but also been complemented with questions from surveys 
performed by Sorooshian et al. (2013), Choi et al. (2009) and Rose et al (2012) in those cases 
they did not overlap each other.  

Additionally, some of the questions have been clarified to make them easier for the respondents 
to understand, and some of the changes made applied the general approach of previous 
literature. Questions asked such as “this app stimulates me thinking about lots of different 
topics” were rephrased to specific topics accurate for the new context of direct selling. Finally, 
Anawas and Aburub (2016) did not discuss utilitarian benefits that however has been seen as 
important for this study. Therefore, this benefit and thus the related questions has derived from 
studies conducted by Sorooshian et al. (2013), Choi et al. (2009) and Rose et al (2012).  

3.7 Data Analysis 
The data analysis has been conducted by using the two software 1) IBM SPSS and 2) AMOS 
24. The data analysis has mainly consisted of four areas, where descriptive statistics was first 
performed, followed by an exploratory factor analysis (EFA) and then a confirmatory factor 
analysis (CFA). Finally, a regression analysis has also been conducted. The process has mainly 
followed the structure suggested by Pallant (2016), where the gathered data first was recoded 
numerically and then structured. Some initial analysis was performed in order to screen the data 
file for errors and outliers.  

3.7.1 Descriptive Statistics 
In order to explore the data, descriptive statistics were used to study gender, nationalities and 
age distribution by looking at standard means and standard deviations. Next step was to study 
this research’s primary data.  

3.7.2 Exploratory Factor Analysis  
The survey initially consisted of 18 items measured on a five point Likert scale. 14 items 
measured the indecent variables spread from strongly disagree to strongly agree. Those items 
were used to measure learning benefits (three items), hedonic benefits (two items), social 
integrative benefits (three items), personal integrative benefits (two items) and utilitarian 
benefits (four items). In addition to these 14 items, four other items measured the dependent 
variables, and ranged from very unlikely to very likely. Those items were used to measure sales 
representatives’ satisfaction (three items) and purchase intentions (one item).  

According to Pallant (2016), a factor analysis is looking for a way to reduce or summarize the 
data by using a smaller set of factors that are grouped together based on the intercorrelations of 
the set of variables. Both principal components analysis (PCA) and factor analysis (FA) can be 
applied for this manner, and are often used interchangeably by researchers. (ibid) For this 
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research, PCA has been used. According to Cooper and Schindler (2003), factor analysis is 
used to detect patterns and to discover new concepts. Furthermore, Pallant (2016) suggest that 
there three main steps should be studied when conducting an exploratory factor analysis: 1) 
Assessment of the suitability of the data for factor analysis, 2) Factor extraction and 3) Factor 
rotation and interpretation.  

1) Assessment of the suitability of the data for factor analysis  
In order to determine if the data set is suitable for factor analysis, the sample size and the 
strength of the relationship among the items has to be considered. To improve the reliability, 
Pallant (2016) states that at least 300 respondents is recommended in order to perform a factor 
analysis.  Communalities shows each items variance in a factor solution, and can also be studied 
in order to examine the suitability of them in a factor. In order to do so, they are recommended 
to exceed .5. (Hair, Anderson, Tatham and Black, 1998) To further create a generalizability 
result, the items in the correlation matrix are recommended to be studied, where their 
coefficients should be greater than .3. Those items with coefficient not exceeding this threshold 
have to be reviewed as they may indicate to measuring something different from the scale as a 
whole. (Pallant, 2016) 

Two other statistical measures that also are provided in IBM SPSS to facilitate the factorability 
of the data are Bartlett’s Test of Sphericity (BTS) and Kaiser-Meyer-Olkin (KMO). These two 
indices measure the sampling adequacy. BTS indicates if the variables are statistically 
significant at a level of >.05, and should thus not exceed .05. (Hair et al., 2006) The KMO 
studies the overall measurement of sampling adequacy (MSA) and ranges from 0 to 1. The 
index should not be less than 0.6 in order to represent a good factor analysis. (Hair et al., 2006) 

2) Factor extraction 
The next step is to determine the smallest possible number of factors that best represent the 
interrelationship among the set of variables. One of the several different extraction techniques 
that exists is principal component analysis (PCA). PCA deals with finding as few factors as 
possible in the original data set. In the same time, it tries to balance that with explaining as 
much as possible of the variance. In order to do so, Kaiser’s criterion and scree test can be 
conducted (Pallant, 2016).  

Kasier’s criterion demonstrates the total variance explained of a factor by studying the 
eigenvalues. In factor analysis, eigenvalues are used to explain the variance in a correlation 
matrix. Those eigenvalues showing the largest contributes the most to the variance, and only 
those equal or greater than 1 should thus be retained for further investigation. (Pallant, 2016) 
The total variance explained shown in Kasier’s criterion also works as an indicator of the 
number of factors. Hair et al. (1998) discuss that the factors together should account for at least 
60% in order to be considered satisfactory.  
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Additionally, a scree test shows a plot of each eigenvalue in order to identify when the shape 
of the curves direction changes. By doing so, it can further be studied which factors to retain. 
The recommendation is to keep those above the change in direction, since those values are the 
ones contributing the most to the explanation of the variance in the data set. (Pallant, 2016) 

3) Factor rotation and interpretation  
As the components have been identified, they can further be interpreted by rotating them. In 
that way, it is easier to see which variables that group together. Varimax is one commonly used 
technique for this, that aims to show that each component is being represented by a number of 
strongly loading variables. Hair et al. (1998) suggest that studying the factors using Varimax 
rotations gives a clearer separation of the items.  

3.7.3 Confirmatory Factor Analysis 
Confirmatory factor analysis is performed after the exploratory factor analysis to evaluate and 
refine the scales (Anderson and Gerbing, 1988). CFA is a more complex and sophisticated set 
of techniques used to test and thus confirm a specific hypothesis regarding the structure 
underlying set of variables (Pallant, 2016). For this research, it has been done by using AMOS 
24. The data obtained from the rotation pattern matrix was used to create a measurement model. 
The created model worked as an application of a structural equation modelling (SEM) assisted 
to test the hypothesized relationships. (Hair et al., 2006) However, to test the hypotheses, the 
assessment of the model should be studied based on three parameters estimates, see Table 4. 

Table	4:	Assessment	of	Parameter	Estimates		
PARAMETER 

ESTIMATE ISSUE 
DESCRIPTION 

Feasibility of the 
parameter estimates 

Absence of offending estimates such as correlations above 1.0 and negative error 
variances (so-called Heywood cases) 

Appropriateness of 
standard errors  

Very large or very small standard errors are indicative of poor model fit 

Statistical significance 
of parameter estimates  

 

The critical ratio (C.R.) between the parameter estimate and its standard error. This 
is analogous to a t-value and can be assessed as a one- tailed test if the hypothesis is 
directional 

Source:	Derived	from	Styvén	(2007)		

Except studying the feasibility of the parameter estimates, the appropriateness of standard errors 
and statistical significance of parameters estimates, further indicates of a good model fit are 
recommended to be examined. These are Chi square statistics itself and also divided with 
degrees of freedom with associated p-value, comparative fit index and the root mean square 
error of approximation and its associated p of close fit, see Table 5.  
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Table	5:	Model	Fit	Indicates	and	their	Thresholds	

MEASURE INDICATES THRESHOLD 

CMIN Chi square statistics >.02 
CMIN/DF Chi square statistics divided with degrees of 

freedom 
< 3 good; <5 sometimes permissible 

P-value The significance level of the chi square >.05 
CFI Comparative fit index >.95 great; >.90traditional; >.80 

sometimes permissible 
RMSEA Root mean square error of approximation  <.05 good; .05-.10 moderate; >.10 bad 
PCLOSE A one-sided test of the null hypothesis >0.05 

Source:	Adapted	from	Hair	et	al.(2006)	and	Malhotra	and	Dash	(2011) 

Chi-square statistic (CMIN) shows minimum discrepancy, and should be non-significant (<.05) 
and preferably exceed .2 (Hair et al., 1998). However, CMIN is sensitive to large sample sizes, 
and often shows to be significant when exceeding over 200 respondents although the model 
may differ somewhat from the data (Hair et al., 1998). Other indices are therefore recommended 
to be studied. If those are good, the model can be seen as acceptable despite a CMIN exceeding 
.05.  

Chi-square statistics in terms of its ratio to the degrees of freedom (CMIN/DF) can also be 
studied (Hair et al., 1998), and indicates whether the model represents the observed data (ibid). 
CMIN/DF is recommended to not exceed 3 in order to indicate a good model fit. However, a 
model that do not exceed 5 is sometimes also considered permissible. However, to only study 
CMIN/DF is just as CMIN not considered enough. CMIN/DF should therefore be combined 
with other indices. 

Comparative fit index (CFI) is another index of fit often used as it is less sensitive to sample 
size (Bentler, 1990). An additional index of fit is root mean square error of approximation 
(RMSEA) that has been used as it is considered to be “one of the most informative criteria in 
covariance structure modelling” (Byrne, 2001, p. 84). Additionally, RMSEA is not sensitive 
to large sample sizes and also gives a good model fit expected not only for the sample, but for 
the whole population (Hair et al., 1998). When the model fit is considered satisfactory, the 
hypotheses can be tested by creating a measurement model consisting both of the dependent 
and the independent variables. 

3.7.4 Regression Analysis 
Regression analysis can be used as a complement to the structural model in CFA to study each 
items contribution to the dependent variables. However, two separate regressions have to be 
conducted in order to study both sales representatives’ satisfaction and purchase intentions. By 
studying the regression analysis, the standardized beta coefficient can be observed. This 
coefficient indicates the strength of the effect each individual independent variable measure to 
the dependent variable. The higher the absolute value measures, the stronger are the effect. 
However, the standardized beta coefficient has to be significant in order to provide an accurate 
result, and the significance level may therefore not exceed .05. (Freedman, 2009)  
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3.8 Quality Consideration 
Actions has been taken to enhance the quality of the of the research as it is vital that the data 
collection is well planned in order to minimize errors, and thus achieve higher quality. In order 
to do so, both reliability and validity should be considered. According to Pallant (2016) 
reliability indicates how free the scale has been from random errors, while validity indicates 
whether or not the research measures what it is supposed to do.  

Except the actions taken descried in 3.9.1 Validity and 3.9.2 Reliability, additional actions that 
concerns both of them has been conducted. For example, the survey has been approved by a 
professor at Luleå University of Technology. Additionally, it has also been accepted from a 
business developer, digital design manager as well as a sales support manager from one direct 
selling beauty company, all well aware of the industry and future trends. Further on, the survey 
has been seen to work previously as it was mainly borrowed and adopted from previous 
literature studying closely related topic, but in another context. 

2.8.1 Validity 
When studying the validity of the research, there exists three different types that should be 
studied. These are content validity, criterion validity and construct validity. (Pallant, 2016) 
Firstly, content validity refers to if the sample represents the intended domain of content (ibid). 
As this study has been designed to study the direct sales representatives’ experience of mobile 
apps, one beauty direct sales company’s sales representatives that placed an order during the 
three last week exceeding 100 Euros were been targeted. To ensure that they were sales 
representatives, a control question was asked about what description that fitted them the best. 
The alternatives were leaders with a network, those how mainly are selling products, and those 
how mainly are buying products for themselves and close family. The respondents that 
answered mainly buying were considered as end customers, and were thus not included in the 
analysis. Additionally, the survey was sent to five countries to strengthen the findings for 
Western culture, and not to only rely on one countries responses if error-terms would have 
affected the result. However, Cooper and Schindler (2003) states content validity can be seen 
as a subjective, judgmental task performed by the researcher, and therefore need to be 
complemented with construct and criterion validity.   

Secondly, construct validity involves testing a scale in terms of theoretically derive hypotheses, 
studying the nature of underlying variables Pallant (2016). There are two types of construct 
validity. The first one of them is convergent validity which is obtained if all the items load 
strongly on one factor (Cooper and Schindler, 2003; Hair, et al., 2006). This type of validity 
can be measured by studying Composite Reliability (CR) and Average Variance Extracted 
(AVE). Preferably, CR should exceed .70 and AVE should exceed .5. (Malhotra and Dash, 
2011). The second type of construct validity is discriminant validity, which implies that two 
conceptually similar concepts are distinct from each other. (Hair, et al., 2006) Discriminant 
validly was therefore examined in the EFA where the items were studied to load strongly on 
one factor, and thus show weakly loads on the other factor (ibid). The	discriminant validity can 
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also be checked by studying the correlation between factors in the CFA, where it is desirable to 
obtain a value less than .8. (Malhotra and Dash, 2011). This criterion was met for this study. 

Thirdly, criterion validity concerns the relationship between scale scores and some specified, 
measureable criterion (Pallant, 2016). This type of validity indicator has been considered by 
adapting the commonly used 5 point Likert scale, with alternatives extended from strongly 
disagree to strongly agree for the items measuring the independent variables, and from very 
unlikely to very likely for the items measuring the dependent variables. Additionally, this 5 
point Likert scale were used in the previous studies from where the questions were borrowed 
and adapted from. By choosing this alternative, a high probability exists to capture the 
respondent experience based on the various questions asked. 

3.8.2 Reliability  
According to Cooper and Schindler (2003), reliability indicates that an instrument should be 
indecent of the researcher, the situation and a specific time. To test the reliability, both test-
retest reliability and internal consistency have worked as indicators for this research. First, test-
retest reliability that according to Pallant (2016) is a measure of consistency was taken under 
consideration. In order to do so, a pilot study was conducted where minor changes were made 
to further clarify before the survey was distributed. Additionally, professional translators 
supported with translation to each country’s native language. Test-retest reliability was further 
considered when deciding how long time the survey should be available to answer. The 
respondents got the chance to answer it during one week, and thus had the chance to answer at 
different times. The choice reduced the chance of letting a random error affect the result.  

Second, the internal consistency indicates to what extent the items in a scale are homogeneous 
and consistent in reflecting the same construct (Cooper and Schindler, 2003).  This was checked 
by studying Cronbach’s coefficient alpha in order to further ensure a reliable result. This 
indicator study whether or not the scale hang together (Pallant, 2016). For this research, 
Cronbach’s coefficient alpha was measured for two studied benefits. To study the benefits more 
carefully, see 4.4 Confirmatory Factor Analysis. They measured .94 and .76, which indicates a 
fairly good result. This conclusion has been made since the coefficient value range from 0 to 1, 
where a higher value indicates greater reliability. According to Pallant (2016), alpha should 
exceed 0.7 in order to be considered acceptable. To further study the internal consistence, the 
inter-item correlation can be studied, and should exceed .3 (ibid). 
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4. RESULT 
 
This chapter guides the reader through the analysis. The assumptions made for this research is 
first presented, followed by the empirical findings in terms of descriptive statistics, an 
exploratory factor analysis and thereafter a confirmatory factor analysis. Furthermore, the 
hypotheses of this research are tested and complemented with a regression analysis to further 
decompose the result. Finally, some complementary analysis is explained in the end of this 
chapter. 

4.1 Assumptions 
Some assumptions have to be fulfilled in order to perform a reliable analysis. These has 
concerned the sample size and outliers. Firstly, this study had a large sample size of 460 
respondents (N=460), which improves the chance of obtaining a reliable result. However, the 
large sample size does not only contribute with positive effects. Throughout the analysis, the 
significance level has not passed its threshold of .05 or above suggested by Hair et al. (2006). 
Due to the fact that low significance comes with a large sample size is a well-known 
phenomenon, the analysis has still been possible and considered reliable.  

Secondly, since factor analysis can be sensitive to outliers, extreme values were tracked in the 
initial data screening process. However, the questions have been asked using a five point Likert 
scale from strongly disagree to strongly agree for the items measuring the independent 
variables, and from very unlikely to very likely for the items measuring the dependent variables. 
The interval provided for the questions thus valued from 1 to 5. Therefore, outliers could easily 
be controlled by studying the frequency for respective item in IBM SPSS.  

4.2 Descriptive Statistics 
A control question where asked in the beginning of the survey weather or not the respondents 
had used the app. Another control question asked about the respondents’ title in order to ensure 
they fitted in to this research’s population. These conditions had to be eligible in order for them 
to proceed. Those responses that were not completed or answered by end customers where 
deleted from this data analysis. The total number of valid responses has therefore, as presented 
previously in this report, been 460 (N=460). Additional questions in the beginning of the survey 
related to the demographics. As can be seen in Table 6, 97% of the respondents were female 
and the rest 3% were men. This is a number that correspons to the direct selling industry in its 
whole which mainly consists by women (Peterson and Wotruba, 2001). The data thus seemed 
to be applicable on the population. 

Table	6:	Distribution	between	Gender	

GENDER N PERCENT 

Male 14 3.0 
Female 446 97.0 
Total 460 100 
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The age distribution that can be studied in Table 7 was shown to be even spread and thus 
represented the population well (Peterson and Wotruba, 2001). However, the most frequent age 
spans were 36-40 (14.8%) and 31-35 (14.6%). The less frequent age spans on the other hand 
were respondents aged 18 or younger (3.0%) as well as 56-60 (6.1%) and 61 or older (6.5%).  

Table	7:	Age	Distribution		

AGE N PERCENT 

18 or younger 14 3.0 
19-25 44 9.6 
26-30 51 11.1 
31-35 67 14.6 
36-40 68 14.8 
41-45 49 10.7 
46-50 52 11.3 
51-55 57 12.4 
56-60 28 6.1 
61 or older 30 6.5 
Total 460 100 

  
The survey was sent to Finland, Netherlands, Norway, Portugal and Sweden to study the context 
of Western culture. Five countries were chosen in order to both represent the context 
holistically, and in the same time reduce the chance of country specific error affecting the result. 
The distribution between the countries is shown in Table 8. The majority of the respondents 
came from Portugal (40.7%) followed by Finland (27.8%) and Netherlands (19.8%). 

Table	8:	Distribution	between	Countries	

COUNTRY N PERCENT 

Portugal 187 40.7 
Netherlands 91 19.8 
Finland 128 27.8 
Norway 13 2.8 
Sweden 41 8.9 
Total 460 100 

4.3 Exploratory Factor Analysis 
An exploratory factor analysis (EFA) were conducted through a principal component analysis 
(PCA) using IBM SPSS. The EFA was performed in order to validate the scales by studying 
how the items grouped together. Those items studying the outcome variables of sales 
representatives’ satisfaction and purchase intentions was therefore not included in the EFA. 
This initial analysis has been divided in three main steps explained under 4.31 Assessment of 
the suitability of the data, 4.3.2 Factor extraction and 4.3.3 Factor rotation and interpretation. 

4.3.1 Assessment of the suitability of the data 
The aim of the research has been to collect generalizable or repeatable data. Therefore, the 
sample size has to be significant, which according to Pallant (2016) requires more than 300 
responses. For this research, the sample size exceeded that criteria (N=460). The strength of the 
relationships among the items were also studied, see Table 9. 
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Table	9: Kaiser-Meyer-Olkin	Measure	of	Sampling	Adequac	and	Bartlett's	Test	of	Sphericity	

KAAISER-MEYER-OLKIN MEASURE OF SAMPLING ADEQUACY .913 

BARTLETT’S TEST OF SPHERICITY Approx. Chi-Square 4057.525 
 df 78 
 Sig. .000 

Extraction Method: Principal Component Analysis. 
 

Kaiser-Meyer-Olkin (KMO) and Bertlett’s Test of Sphericity (BTS) are both indicators of 
whether the data set is suitable or not, in order to perform a good factor analysis (Pallant, 2016). 
For this research, KMO measured .91, and thus exceeded the recommended value of .6. 
Additionally, BTS researched statistical significance (.000 < 0.05) and further supported the 
factorability of the correlation matrix. To further test the suitability for factor analysis, 
communalities were studied, see Table 10. 

Table	10:	Communalities	

ITEM DESCRIPTION INITIAL EXTRACTION 

x1 Teaches about beauty trends 1.000 .646 
x2 Teaches about products 1.000 .675 
x3 Teaches about how to use products 1.000 .731 
x4 Enhances status 1.000 .670 
x5 Facilitates interaction with the company 1.000 .716 
x6 Works as a good conversation topic 1.000 .576 
x7 Appreciate the ability to connect with others 1.000 .785 
x8 Appreciate the ability to see others product reviews 1.000 .785 
x10 Offers appealing aesthetics 1.000 .498 
x11 Easy to navigate with 1.000 .697 
x12 Provides relevant information 1.000 .566 
x13 Uploads quickly 1.000 .521 
x14 Convenient to shop from 1.000 .495 

 
The communalities are, just as the KMO and the BTS, indicators of the data set’s suitability for 
a factor analysis (Pallant, 2016). All of the item’s communalities exceeded the lower threshold 
of .3, and most of them also meet the preferred level of .5 or above. However, the analysis was 
performed in the same way one time before were the correlation matrix and its lower limit on 
.3 generated that item x9 (Inspiration) was removed. This second times, the coefficient matrix 
together with the communalities, as Table 10 shows, indicated a good fit for the rest of the items 
in the analysis. The conclusion that could be drawn after studying the communalities and 
correlation matrix coefficients together with the KMO and BTS was that the data set was shown 
to be suitable in order to perform a good factor analysis. 

4.3.2 Factor Extraction  
To find the right balance between finding as few factors as possible in the same time as 
explaining as much of the variance in the original data set as possible, Kaiser’s criterion and a 
Scree test were performed.  
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Kasier’s criterion 
In Table 11, Kaiser’s criterion that explains the variance can be studied. The first two 
components recorded eigenvalues greater than 1, and explained 6.9% respective 1.4% of the 
variance. Together they explained a total of 64.3% of the variance, and were therefore retained 
for further investigation. As component 3 to 13 measured initial eigenvalues lower than 1, they 
did not contribute enough to the variance in order to be interesting to study further. 

Table	11:	Total	Variance	Explained	

Extraction Method: Principal Component Analysis.  

Scree test 
Since Kasier criterion often extracts too many components it is important to also study the Scree 
Plot. This plot is also an indicator of all the factors that are needed to explain the variance based 
on their eigenvalues, see Figure 2.  

Figure	2:	Scree	Plot 

COMP-
ONENT 

INITIAL EIGENVALUES EXTRACTION SUMS OF 
SQUARED LOADINGS 

ROTATION SUMS OF 
SQUARED LOADINGS 

 Total % of 
Variance 

Cumulative 
% 

Total % of 
Variance 

Cumulative 
% 

Total % of 
Variance 

Cumulative 
% 

1 6.943 53.405 53.405 6.943 53.405 53.405 6.537 50.286 50.286 
2 1.418 10.904 64.308 1.418 10.904 64.308 1.823 14.022 64.308 
3 .988 7.601 71.909       
4 .705 5.425 77.334       
5 .562 4.326 81.659       
6 .487 3.747 85.406       
7 .392 3.014 88.420       
8 .363 2.789 91.209       
9 .307 2.365 93.574       
10 .268 2.065 95.639       
11 .261 2.005 97.645       
12 .178 1.370 99.015       
13 .128 .985 100.000       
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It could be observed that there was quite a clear break between the first and second component 
where the shape of the curves direction changed. However, although it was clear that 
component one contributed most to the variance, the scree plot also indicated that component 
two explained more of the variance than the third one, and so on. After component one and two, 
the horizontal direction could be distinguished. Kasier’s criterion together with the Scree test 
generated that the first two components were kept as they represented most of the variance 
(64.3%). The result was obtained after the reduction of one item (x9). 

4.3.3 Factor Rotation and Interpretation 
The two components derived consisted of different items. The component matrix created 
showed how the items were shared between them, see Table 12. 

Table	12:	Component	Matrixa	

Extraction Method: Principal Component Analysis.   
a 2 components extracted.  
The first eleven items clearly load to component 1, where all of them exceeded .69. The last 
two items loaded both to component 1 and 2. However, a clear difference could be seen were 
both item 8 and 7 had a stronger loading to component 2 (.82 and .78 compared to .33 and .42).  
An orthogonal rotational method was thereafter performed by using Varimax. This rotation 
further displayed the correlated factors by studying how they grouped together, see Table 13. 
Table	13:	Rotated	Component	Matrixa	

ITEM EXPLANATION COMPONENT 1 COMPONENT 2 

x3 Teaches about how to use products .852  
x5 Facilitates interaction with the company .828  
x2 Teaches about products .821  
x11 Easy to navigate with .817  
x1 Teaches about beauty trends .804  
x4 Enhances status .782  
x6 Works as a good conversation topic .744  
x12 Provides relevant information .725  
x14 Convenient to shop from .699  
x13 Uploads quickly .690  
x10 Offers appealing aesthetics .661  
x8 Appreciate the ability to see others product reviews  .881 
x7 Appreciate the ability to connect with others  .865 

Extraction Method: Principal Component Analysis.  
 Rotation Method: Varimax with Kaiser Normalization.   
a Rotation converged in 3 iterations. 
 

ITEM EXPLANATION COMPONENT 1 COMPONENT 2 

x5 Facilitates interaction with the company .844  
x3 Teaches about how to use products .838  
x11 Easy to navigate with .833  
x4 Enhances status .818  
x2 Teaches about products .802  
x1 Teaches about beauty trends .777  
x6 Works as a good conversation topic .757  
x12 Provides relevant information .752  
x13 Uploads quickly .721  
x10 Offers appealing aesthetics .703  
x14 Convenient to shop from .694  
x8 Appreciate the ability to see others product reviews .327 .824 
x7 Appreciate the ability to connect with others .419 .781 
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The result in the rotated component matrix supported the findings made in the component 
matrix. Two components were shown to exist, where each item loaded strongly on only one of 
them. Eleven items loaded on component 1, while two items loaded to component 2. The final 
step of factor rotation was to study the component transformation matrix, see Table 14. 

Table	14:	Component	Transformation	Matrix	

COMPONENT 1 2 

1 .963 .271 
2 -.271 .963 

Extraction Method: Principal Component Analysis.   
Rotation Method: Varimax with Kaiser Normalization. 

By studying the component transformation matrix where the loadings of the original factors 
have been rotated, the choice of a factor reduction could further be supported. The matrix 
confirmed the previous findings by showing that the items loaded on two components, and that 
they measured close to the threshold of .3. After performing the EFA, it was thus clear that the 
items together created a two-factor model. 

4.4 Confirmatory Factor Analysis  
A confirmatory factor analysis (CFA) was performed after the EFA to evaluate and refine the 
scales by using the software AMOS 24. A model was first created to study the model fit and its 
validity. The data from the rotated component matrix worked as the foundation for the creation 
of the model building, see Figure 3. 

Figure	3:	Measurement	Model	

Item 9 that studied whether or not the app worked as a good source of inspiration was removed, 
as the CFA indicated it to have a major impact on the other items. The model was thereafter 
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run again and generated the result seen in Figure 3. Eleven items (x1=teaches about beauty 
trends, x2=teaches about products, x3=teaches about how to use the products, x4=enhances 
status as a beauty expert, x5=facilitate interaction with the company, x6=works as a good 
conversation topic, x10=provides appealing aesthetics, x11=easy to navigate with, 
x12=provides relevant information, x13=uploads quickly and x14=convenient to shop from) 
group together into one benefit, chosen to be called perceived benefit. The other two items 
(x7=appreciate the ability to connect with others and x8=appreciate the ability to see others 
product reviews) formed another benefit named desired benefit. 	

The majority of the loadings exceeded the threshold of 0.7, which indicates that they loaded 
strongly enough to their factor (i.e. respective benefit). Those four loadings that did not, all lied 
close to it, between .65 to .67, and were therefore considered acceptable. The covariance 
between the two components measured .4, which means that the two benefits did not overlap 
each other. They were therefore considered good since it exceeded the requirement of less than 
.8. In CFA, modification indices can be performed in terms of covariances. This can only be 
done within a factor, and is normally addressed for the largest modifications indices. 
Furthermore, covariances are made if some items seem to be too similar to each other. (Hair et 
al., 2006) By covariate those items seen in Table 15, a good model fit could be obtained. 

Table	15:	Created	Covaraiances	

ITEMS EXPLANATION COVARIANCES 

x1 & x2 Teaches beauty trends and products Learning Benefit 
x1 & x3 Teaches about beauty trends and how to use the products 
x2 & x3 Teaches about products and how to use them 
x12 & x5 Facilitate the interaction with the company and providing 

relevant information 
Facilitator  

x11 & x13 Uploads quickly and are easy to navigate with Convenient to use  
x13 & x10 Uploads quickly and offers appealing aesthetics User friendly 

The creation of the covariances had to be taken as the model indicated them of being too similar 
to each other. In order to examine which items that were too similar to each other, the 
modifications indices were studied. The three items x1, x2 and x3 all initially aimed on 
investigating learning benefits, but since two few questions were asked to differentiate the five 
purposed benefits, the EFA therefore resulted in two groups of benefits. This resulted in that 
these three items were shown to be too similar in the large group of perceived benefit. The same 
applied for item x5 and x12 were providing relevant information grouped with facilitated 
interaction. Additionally, this was repeated for item x11 and x13, where an app that uploads 
quickly showed to be similar to making it easier to navigate. Finally, one last covariance was 
made between the items x10 and x13 were a more farfetched correlation could be seen between 
the app aesthetics and how quickly it uploads.  

The model fit was once again checked after performing the covariances, by studying different 
measurements of the model’s goodness of fit. These were chi square statistic (CMIN) and its 
belonging p-value (P), chi square divided by degrees of freedom (CMIN/DF), comparative fit 
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index (CFI), root mean square error of approximation (RMSEA) and p of close fit (PCLOSE), 
see Table 16. 
Table	16:	Measurements	of	the	Model’s	Godness	of	Fit	

MODEL CMIN DF P CMIN/DF CFI RMSEA PCLOSE 

 170.650 58 .000 2.942 .972 .065 .014 

The model fit was proven to be good as it exceeded most of the thresholds. First, chi-square 
statistics in terms of its ratio to the degrees of freedom (CMIN/DF) was measured to see if the 
model represented the observed data. The index measured 2.94, and thus met the threshold as 
it did not exceed 3. Second, the model fit index comparative fit index (CFI), that is less sensitive 
to large sample sizes, met the threshold by measuring .97 (>.95). Third, the root mean square 
error of approximation (RMSEA) measured .065, which is in the middle of the recommended 
span of .05 to .10. The significance levels (P and PCLOSE) however did not exceed the 
recommended values of .05. According to Hair et al. (2006), this phenomenon is not rare for 
studies with a large number of respondents as these numbers depend to a large extent on the 
sample size.  

In addition to these indicators, the reliability of this study was furthered examined by using the 
coefficient Cronbach’s alpha. This coefficient study whether or not the scale hang together 
(Pallant, 2016). Firstly, alpha was studied for perceived benefit and measured .94. Thereafter, 
the same procedure was formed for desired benefit, were alpha measured .76. For both of the 
benefits, the threshold of .7 was exceeded. The good fit of the measurement model generated 
that a structural model could be created, see Figure 4.  

Figure	4:	Structural	Model		
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The structural model linked together the two independent variables in term of the two benefits, 
with the two outcome variables sales representatives’ satisfaction and purchase intentions. As 
can be seen in the Figure 4, purchase intentions have been measured using a single-item (x18). 
To avoid an underidentified model, the reliabilities of each construct have to be set by fixing 
the highest factor loading in each construct to 1 (Hair, et al., 2006). However, single-item 
constructs in structural equation modelling cannot be assumed to provide a perfect and thus 
error-free estimation. The factor loading and its associated error term variance should therefore 
be fixed to a number lower than 1 (Hair, et al., 1998). Although Churchill (1979) and Peter 
(1979) suggests that fixing the error-term would generate less reliable result, Drolet and 
Morrison (2001) argue that there is a balance between receiving more information from 
different questions and reach greater reliability by studying the same question several times.  

As purchase intentions were not studied in the EFA, the loading of x18 studying whether the 
respondent would purchase from the app in the near future, was given a value of .90 as an 
indicator of a non-error-free estimation. Following the same approach as Styvén (2007), the 
reliability of the variable in a single item construct then is .92, i.e. .81. Thus, the error term was 
specified as 1-.81, as a basis. Accordingly, the path coefficient of item x18 as a single indicator 
of the latent purchase intentions construct was fixed to .81, and the error term variance to .19. 
The model fit was once again examined by studying different indices, see Table 17. 

As for the other outcome variable, sales representatives’ satisfaction was first studied by three 
items (x15=likelihood to recommend to others, x16=overall satisfaction and x17=how easy 
and convenient it was). However, after analyzing the result, it was observed that item x17 
significantly affected the other numbers. For example, it contributed to that the relationship 
between sales representatives’ satisfaction and purchase intentions only measured 5%. After 
closer examination, it was found that how easy and convenient the branded mobile app is, is 
not a measurement of satisfaction. Item x17 was therefore removed. 

Table	17:	Model	Fit	Indices	

CMIN DF P CMIN/DF CFI RMSEA PCLOSE 

320.401 93 .000 3.445 0.953 0.073 .000 

The indices above demonstrate a good model fit where chi-square statistics in terms of its ratio 
to the degrees of freedom (CMIN/DF), that indicates whether the model represents the observed 
data, measured 3.45. This is a value that exceeds the recommended value of 3. However, as 
Hair et al. (1998) states, a model that do not exceed 5 may also be considered permissible. 
Additionally, the model fit index comparative fit index (CFI) that is less sensitive to large 
sample sizes met the threshold of .95 almost precisely. Further on, the root mean square error 
of approximation (RMSEA) measured in the interval of .05-.10 with a value of .076. However, 
reservation applies for the two p-values (P-value and PCLOSE) for the same reason as 
explained previously in conjunction with the measurement model. The variance accounted for 
in each construct, i.e. the squared multiple correlations, is presented in Table 18 together with 
the average variance extracted. 
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Table	18:	Squared	Multiple	Correlations	and	the	Average	Variance	Extracted	

CONSTRUCT ESTIMATE OF SQUARED MULTIPLE CORRELATION AVE 

SR Satisfaction .86 0.56 
Purchase Intention .68 0.64 

 
Figure 4 and Table 18 indicates that the independent variables perceived benefit and desired 
benefit together accounts for 86% of the variance for sales representatives’ satisfaction, 
respective 68% of purchase intentions. Both of them exceeded the average variance extracted 
(AVE) and were thus considered appropriate. AVE was calculated by square all items’ 
standardized regression weights from the measurement model, and divide them with the 
numbers of items (i.e. .712+.732+….+.652/11 for perceived benefit).  

As the findings turned out to generate two benefits instead of the five initial thought ones, the 
hypotheses had to be reformulated. Five new hypotheses have therefore been stated and is 
illustrated in Figure 5. 

H A1. Perceived Benefit is positively associated with sales representatives’ satisfaction. 

H A2. Perceived Benefit is positively associated with purchase intentions. 

H B1. Desired Benefit is positively associated with sales representatives’ satisfaction. 

H B2. Desired Benefit is positively associated with purchase intentions. 

H 3. Sales representatives’ satisfaction is positively associated with purchase intentions. 

	
Figure	5:	Hypotheses	Overview	

In order to test the new hypothesis, the path estimates and associated significance were studied, 
see Table 19. 
Table	19:	Regression	Weights,	Estimates	and	Significance	of	Paths	

PATH UNSTANDARDIZED 
ESTIMATE 

STANDARDIZED 
ESTIMATE 

STANDARD 
ERROR 

CRITICAL 
RATIO SIG. 

H A1: P.B. à S.R.S. 1.239 .915 .091 13.656 *** 
H B1: D.B. à S.R.S. -.223 -.163 .062 3.589 *** 
H A2: P.B. à P.I. .507 .468 .265 1.912 .028 
H B2: D.B. à P.I. .171 .156 .121 1.410 .079 
H 3: S.R.S. à P.I.  .262 .327 .186 1,404 .080 

***) Significant at p<.001 (one-tailed)  
 

H A1 

H B2 

H A2 

H 3 
H B1 

Sales Represenatives’ Satisfaction 

Purchase Intentions 

Perceived Benefit 

Desired Benefit 
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The hypothesized relationships showed that perceived benefit was significantly and positively 
correlated with sales representatives’ satisfaction with a standardized path estimate of .92. 
Hypothesis A1 was therefore supported and considered nearly perfect according to the rule of 
thumb provided by Vaus (2002), see Table 20. However, this path indicating an extremely high 
correlation, which may indicate insufficient discriminant validity. In order to investigate this 
further, a regression analysis was made to study multicollinearity and whether or not the 
independent and dependent variables are too similar, see 4.4 Regression Analysis. Second, the 
relationship between perceived benefit and purchase intentions showed a path estimate of .47 
that both were positive and significant (.028<.05), which therefore supported Hypothesis A2.  

Table	20:	Description	of	Correlation	Coefficients	of	Various	Sizes	

DESCRIPTOR OF CORRELATION CORRELATTION COEFFICIENT 
Trivial  .01-.09  
Low to moderate  .10-.29  
Moderate to substantial  .30-.49  
Substantial to very strong  .50-.69  
Very strong  .70-.89  
Near perfect  .90-.99  

Source:	Adapted	from	de	Vaus	(2002)		
 
Third, Table 19 indicates that the path from desired benefit to sales representatives’ satisfaction 
was significant (.00<.05) but negative correlation (-.16), which contradicted the formulation of 
the hypothesis. Hypothesis B1 was therefore rejected. Forth, the relationship between desired 
benefit and purchase Intentions showed a path estimate of .16, which indicates low to moderate 
correlation. This relationship was however not significant (.079>.050), which generated that 
Hypothesis B2 was rejected. Fifth, and finally, the relationship between sales representatives’ 
satisfaction and purchase intentions were studied. This relationship showed a moderate path 
estimate of .33. However, neither this benefit was significant (.080>.050) and thus lead to that 
Hypothesis 3 were rejected. 

4.5 Regression Analysis 
As eleven of the items grouped together into perceived benefit instead of creating four of the 
five initial thought ones, a regression analysis was performed. The aim with this analysis was 
to break down the perceived benefit further in order to easier make sense of it. Two regression 
analysis were performed to first investigate sales representatives’ satisfaction as the dependent 
variable, and the second time for purchase intentions. The first run generated a R2 of .71 that 
implied that the items together explained 71% of the perceived benefit. Additionally, the 
regression analysis were shown to be statistical significance (.00). See additional measurements 
in Table 21. 
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Table	21:	Regression	Analysis	with	Sales	Represenatives’	Satisfaction	as	the	Dependent	Variable	

COEFFICENTSa 

Model Unstandardized 
Coefficients 

Standardized 
Coefficients 

  Collinearity Statistics 

B Std. 
Error 

Beta t Sig Tolerance VIF 

1 Perceived 
Benefit 

 -3,085 ,125  -24.781 ,000   

x1 Learn beauty 
trends 

-.096 .038 -.107 -2.546 .011 .362 2.759 

x2 Learn about 
products 

-.008 .047 -.009 -.162 .872 .226 4.422 

x3 Learn about how 
to use products 

-.042 .050 -.048 -.848 .397 .197 5.077 

x4 Enhances status .035 .036 .040 .978 .329 .384 2.601 
x5 Facilitate 

interaction with 
company 

.305 .043 .352 7.101 .000 .260 3.849 

x6 Works as a good 
conversation topic 

.098 .032 .113 3.032 .003 .459 2.179 

x10 Aesthetics .017 .037 .017 .460 .646 .485 2.063 
x11 Navigate .202 .037 .246 5.391 .000 .307 3.259 

x12 Relevant 
information 

.199 .038 .216 5.224 .000 .374 2.677 

x13 Uploads quickly .015 .036 .017 .427 .669 .427 2.344 
x14 Convenient to 

shop from 
.117 .031 .130 3.780 .000 .545 1.835 

a. Dependent Variable: SalesRepresentativesSatisfaction 
 

The regression analysis with the dependent variable sales representatives’ satisfaction showed 
to have six significant items (Sig <.05). Of those six, only five had a positive standardized 
coefficient (Beta >0), namely x5: Facilitate interaction with the company (.35), x11: Easy to 
navigate with (.25), x12: Provides relevant info (.22), x14: Convenient to shop from (.13) and 
x6: Works as a good conversation topic (.11). These five items were the ones which contributes 
the most to the strong correlation between perceived benefit and sales representatives’ 
satisfaction. 

The second regression analysis studied purchase intentions as the depend variable. The analysis 
generated a R2 of .25, meaning that they together explained 25% of the desired benefit. 
Additionally, the regression analysis was shown to be statistical significant (Sig = .00). See the 
rest of the measurement in Table 22. 
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Table	22:	Regression	Analysis	with	Purchase	Intentions	as	the	Dependent	Variable	

COEFFICENTSa 

Model Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. Collinearity 
Statistics 

B Std. 
Error 

Beta   Tolerance VIF 

1 (Constant)  1.134 .267  4.245 .000   

x1 Learn beauty trends -.090 .081 -.076 -1.112 .267 .362 2.759 

x2 Learn about products .010 .101 .008 .098 .922 .226 4.422 
x3 Learn about how to 

use products 
.112 .107 .097 1.047 .296 .197 5.077 

x4 Enhances status .067 .077 .057 .869 .385 .384 2.601 
x5 Facilitate interaction 

with company 
-.011 .092 -.010 -.121 .904 .260 3.849 

x6 Works as a good 
conversation topic 

-.038 .069 -.033 -.548 .584 .459 2.179 

x10 Aesthetics .043 .080 .032 .536 .593 .485 2.063 
x11 Navigate .057 .080 .053 .714 .476 .307 3.259 
x12 Relevant information .113 .082 .093 1.383 .167 .374 2.677 
x13 Uploads quickly -.046 .077 -.038 -.601 .548 .427 2.344 
x14 Convenient to shop .460 .067 .384 6.916 .000 .545 1.835 

a. Dependent Variable: x18 
 
The regression analysis showed that only one item was significance (Sig <.05) and positive 
(Beta >0). This means that only the item measuring how convenient the app was to shop from 
affect whether or not the respondents will purchase from it again (.38). 

4.6 Complementary Analysis 
Additional analyzes have been conducted of the gathered data. Firstly, a separate analysis was 
performed for each separate country. Portugal was first studied (N=187) and thereafter Finland 
(N=128) as these were the ones with the highest number of respondents. The same result 
presented in this paper’s research could be seen when only studying the separate countries 
themselves. Thus, the conclusion could be drawn that there does not exist any error related 
specifically to any of the countries, such as problems with the translation.  

Secondly, the same was made for the separate titles were leaders and those mainly selling 
products (and not building networks) were analyzed separately. Just as for when studying each 
country at the time, no difference could be observed between the leaders and those mainly 
selling products. 

Thirdly, another analysis where the two discriminating items x7 and x8 were removed were 
also conducted. The items that initially belonged to perceived benefit were thus divided into 
two factors. However, the discriminant validity which measures whether or not two 
conceptually similar concepts are distinct from each other, became too high and were therefore 
rejected. The choice was therefore made to continue with the analysis previously presented in 
this paper. 
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5. CONCLUSIONS 
 
In this chapter, the findings of the research are summarized and the research questions are 
answered. Further on, the contribution of this research is discussed both in terms of the body 
of knowledge as well as for managers in the direct selling industry. Finally, the limitations of 
this study and suggestions for future research are presented. 

5.1 Findings 
In order to perform this study, a research objective was formulated. This purpose has worked 
as a guidance in the creation of the research questions, the frame of reference and its belonging 
hypotheses, as well as for the methodology and the analysis. The research objective was stated 
as: 

  
As the empirical findings has been analyzed, the research questions can be revisited in order to 
answer them. Eleven initial hypotheses were stated based upon five benefits. However, as the 
empirical findings generated two benefits, the original hypotheses were modified into five new 
ones. Two of them were supported, and the rest thus rejected. Each of these hypotheses are 
further explained under each research question.   

5.1.1 RQ1 
	
What are the benefits derived from interacting with branded mobile apps within the direct 

selling industry? 

The initial thought of this research was to study five different type of benefits gained from 
interacting with branded mobile apps. After conducting both an exploratory and a confirmatory 
factor analysis,	the initial plan to study five benefits was rejected. New insights were instead 
made that their existed two benefits; perceived benefit and desired benefit.  

Perceived benefit consisted of eleven items, see Table 23. As all of the initial planned factors 
aimed to describe different benefits, it was however not a surprise that some similarities existed 
between items that initially belonged to the same benefit. The most likely reason for this large 
grouping seems to have been too similar questions, meaning that the distinction between them 
were missing. If the research instead would have studied completely distinct factors such as 
people’s mood and food preferences, the probability would have been higher to obtain more 
differentiated factors. Another likely reason for this large factor may depend on too few items 
studying each benefit, meaning that each one of them were not strong enough and thus grouped 
together. Finally, the fact that the studied app only had been available for three weeks may have 
affected the outcome. As the respondents may not have had the time to reflect enough on how 

To explore the sales representatives’ behavior and attitude towards using branded mobile 
apps within the direct selling industry 
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they perceive the different aspects of the app, a consequence could be that the majority of the 
questions were answered in a similar way and thus generated this large group of benefit. 

Table	23:	The	Items	of	the	Research	and	their	Explanations	

FACTOR ITEM EXPLANATION 

Perceived Benefit x1 Teaches about beauty trends  
x2 Teaches about products  

x3 Teaches about how to use products  

x4 Enhances status  

x5 Facilitates interaction with the company  

x6 Works as a good conversation topic  

x10 Offers appealing aesthetics  

x11 Easy to navigate with  

x12 Provides relevant information  

x13 Uploads quickly  

x14 Convenient to shop from  
Desired Benefit x7 Appreciate the ability to connect with others 

x8 Appreciate the ability to see others product reviews  
Sales Representatives’ Satisfaction x15 Likely to recommend  

x16 Satisfied overall  
Purchase Intentions x18 Likely purchase again  
Removed x9 Inspiration  
Removed x17 Easy and convenient  

 
The second observed benefit consisted of two items measuring the future desire for potential 
functions. These items were asked as whether or not the respondent would appreciate the ability 
to connect with others, and the ability to view other people’s product reviews through the app. 
The other items that together formed the first benefit differentiated from these items as they 
were already actual features that the respondents in a better way could relate to. Desired benefit 
on the other hand probably became too hypothetical for the respondents to relate to, which most 
likely is the reason they distinguish themselves and formed its own factor. 

5.1.2 RQ2 
	

What effect do these benefits have on sales representatives’ satisfaction? 

Five hypotheses exploring the relationship between the different benefits and the sales 
representatives’ satisfaction were originally stated. However, two new ones arose as the 
empirical findings confirmed two instead of the five initially thought benefits. The first one to 
investigate was stated as:  

H A1. Perceived Benefit is positively associated with sales representatives’ satisfaction. 
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This first hypothesis that explored perceived benefit replaced four previous ones that aimed to 
investigating learning benefits, personal integrative benefits, hedonic benefit and utilitarian 
benefits. Perceived benefit was discovered to be both significantly and positively correlated 
with sales representatives’ satisfaction. Additionally, the standardized path estimate measured 
.92, which indicates a nearly perfect correlation according to de Vaus (2002). The most likely 
explanation for this strong relationship seems to be that the majority of the studied items 
grouped together, which formed a holistic view of the factors the sales representatives 
considered to be the most important ones. If the result instead would have generated different 
distinct groups of items, the path estimates would probably have been lower, as well as that the 
factors would have been more differentiated from each other.  

Due to the covariances performed, it can be summarized that those items affecting sales 
representatives’ satisfaction are whether or not direct sellings’ branded mobile apps; a) are user 
friendly, b) are convenient to use and shop from, c) work as a facilitator in terms of the easiness 
to interact with the company and if it provides relevant information, d) provide the user with 
knowledge; e) work as a good conversation topic, f) enhance once status and finally, g) are 
convenient to shop from. These are all aspects affecting the sales representatives’ satisfaction. 
However, the last analysis done as a regression gave additional insights. The analysis showed 
that those items that contributes the most to sales representatives’ satisfaction of branded mobile 
apps in direct selling are if they 1) facilitate interaction with the company, 2) are easy to 
navigate with, 3) provide relevant information, 4) are convenient to shop from, and finally 5) 
work as good conversation topics. 

H B1. Desired Benefit is positively associated with sales representatives’ satisfaction. 

Desired benefit directly replaced the originally stated hypothesis “Social integrative benefits 
offered by mobile apps are positively associated with sales representatives’ satisfaction”. The 
result showed that the relationship between desired benefit and sales representatives’ 
satisfaction was significant (.00<.05), but however negatively correlated (-.16). As the 
hypothesis was stated to investigate a positively associated relationship, Hypothesis B1 was 
therefore rejected. This finding was probably due to the fact mentioned under RQ1, namely that 
the items that together formed desired benefit studied future desires. By asking questions about 
non-existing functions at the presence, they probably become to hypothetically to answer for 
the respondents, and thus made it difficult to study the relationship between desired benefit and 
sales representatives’ satisfaction. 

5.1.3 RQ3  
	

What effect do these benefits have on purchase intentions? 

H A2. Perceived Benefit is positively associated with purchase intentions. 
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Just as for RQ3, perceived benefit replaced four of the initial hypotheses that aimed to explore 
learning benefits, personal integrative benefits, hedonic benefits and utilitarian benefits. The 
relationship between perceived benefit and purchase intentions revealed a path estimate of .47 
that both was positive and significant (.028<.050). Hypothesis A2 was therefore supported. 
According to the rule of thumb provided by de Vaus (2002), this relationship furthermore 
indicated to be a moderate correlation. Those items that belong to perceived benefit, and thus 
affects purchase intentions, were the same as for those affecting sales representatives’ 
satisfaction. To further clarify, these are whether or not the direct sellings’ branded mobile apps; 
a) are user friendly, b) are convenient to use and shop from, c) work as a facilitator in terms of 
the easiness to interact with the company and if it provides relevant information, d) provide the 
user with knowledge, e) work as a good conversation topic; f) enhance once status and g) are 
convenient to shop from. However, after performing the regression analysis, a conclusion could 
be drawn. The item in perceived benefit with the strongest relationship with purchase intentions, 
and thus the most important to consider, is the one measuring how convenient the app is to 
shop from. This item was also shown to be highly relevant in order to retain satisfied sales 
representatives, and can thus be concluded to be extra important for this study.  

H B2. Desired Benefit is positively associated with purchase intentions. 

The originally stated hypothesis 2b “Social integrative benefits offered by mobile apps are 
positively associated with purchase intention” was replaced with Hypothesis B2. The 
relationship between desired benefit and purchase intentions revealed to be neither significant 
nor strongly correlated, and was therefore rejected. As this hypothesis also studied the future 
desire of desired benefit, the conclusion is the same here as for above under RQ2 - H B1. The 
hypothetically asked questions seem to have generated difficulties in proving relationship 
between desired benefit and purchase intentions. 

5.1.4 RQ4  
	
Is there a relationship between sales representatives’ satisfaction and purchase intentions 

in the context of branded mobile app within direct selling? �  

H 3. Sales representatives’ satisfaction is positively associated with purchase intentions. 

Hypothesis 3 was asked in the same way as the originally stated Hypothesis H6. However, this 
hypothesis was rejected since the relationship was shown not to be significant (.08>.05) 
although the correlation according to the rule of thumb provided by de Vaus (2002) was shown 
to be moderate (.33). To understand why this hypothesis has been rejected, the different 
relationships included in this research have been broken down, and some interesting 
observations have been made. Firstly, it can be concluded that there exists a substantial 
relationship between perceived benefit and purchase intentions. Secondly, perceived benefit 
seems to explain sales representatives’ satisfaction to an extremely large extent (92%). Both of 
these observations also show significant relationships. However, the relationship between sales 
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representatives’ satisfaction and purchase intentions is not significant and therefore rejected, 
although it exhibits a moderate path estimate of 33%.  

What therefore can be suspected is that the imbalance between the benefits has affected the 
result for Hypothesis 3. Due to the fact that desired benefit probably was not studied enough in 
depth, it may have affected their relationship both to sales representatives’ satisfaction and to 
purchase intentions. The chance therefore exists that desired benefit underlies the outcome of 
the relationship between sales representatives’ satisfaction and purchase intentions.  

Another possible alternative is purchase intentions itself. Since this outcome variable only were 
studied by a single-item, the reliability of this construct as well as its error-term were fixed to 
a number lower than 1 (.90) respective .19 (1-.902) to indicate a non-error free estimation. This 
action was taken because a single-item construct in structural equation modelling cannot be 
assumed to provide a perfect estimation. As discussed previously in this research, Churchill 
(1979) and Peter (1979) suggests that fixing the error-term can generate less reliable result. 
However, this choice was made since Drolet and Morrison (2001) argue that there is a balance 
between receiving more information from different questions and to reach greater reliability by 
studying the same question several times. Hence, the number observed for this current 
relationship may have been affected fixing the single-item and its error-term. 

Thirdly, there is also a possibility that the outcome variable sales representatives’ satisfaction 
has affected the result of Hypothesis 3. This factor was originally measured by three items 
(x15=likelihood to recommend to others, x16=overall satisfaction and x17=how easy and 
convenient it is). However, after analyzing the result the first time, it was noticed that item x17 
significantly affected the other numbers, and for example contributed to a weak relationship 
between sales representatives’ satisfaction and purchase intentions (.05). After closer 
examination, it could be argued that the easiness and convenience of the app, is not a 
measurement of satisfaction. Item x17 was therefore removed. The other two items (x15 and 
x16) were also tested separately to measure the outcome variable for further investigate the 
model. No direct difference could be seen when only studying x16 (overall satisfaction). When 
instead x15 (likelihood to recommend to others) was used as the only item measuring sales 
representatives’ satisfaction, a strong relationship appeared between the two outcome variables. 
However, this contributed to that Hypothesis 2A “Perceived Benefit is positively associated 
with purchase intentions” became negative, which also can be questioned. Moreover, it has 
been considered remarkable, and no further reason exists to remove x16 (overall satisfaction). 

Despite this analysis where three possible contributing reasons have been discussed above, 
Hypotheses 3 is still rejected. The conclusion that can be drawn after this deep diving into the 
hypothesis is that more questions should be asked for each respective factor in future studies. 
This should be done in regard to both the independent as well as for and dependent variables, 
in order to disprove the rejected hypotheses in this research.  
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5.2 Contribution 
Although different empirical findings were confirmed from what originally was hypothesized, 
analysis was still possible to conduct. This research contributes with new insights to the body 
of knowledge. The strength of this research is its further testing of what Alnawas and Aburub 
(2016) investigated in their study, but in a new context of Western culture and for the specific 
industry of direct sales. Perceived benefit (x1=learn about beauty trends, x2=learn about 
products, x3= learn about how to use the products, x4=enhances status as a beauty expert, 
x5=facilitate interaction with the company, x6=works as a good conversation topic, 
x10=appealing aesthetics, x11=ease of navigation, x12=relevant information, x13=uploads 
quickly and x14=convenient to shop from) of this study has been shown to be positively 
associated with both sales representatives’ satisfaction and purchase intentions. Due to the 
holistic approach of this benefit, it was broken down to further study those items contributing 
most to the identified relationships. The items affecting sales representatives’ satisfaction 
showed to be if the branded mobile apps 1) facilitate the interaction with the company, 2) are 
easy to navigate 3) provide relevant information, 4) are convenient to shop from, and finally 5) 
work as a good conversation topic.  

One primarily item of perceived benefit affected whether or not the respondents will purchase 
again, namely measuring the convenience of shopping from branded mobile apps. The more 
convenient an app is, the more likely the sale representatives are to purchase from it again. This 
research’s generated findings take the body of knowledge one step closer in understanding of 
benefits gained from interacting with branded mobile apps.	

The conclusions that can be drawn from the findings for direct selling companies and its 
managers, is the importance of including the items shown to affect the outcome variables in the 
creation and adaption of their branded mobile apps. By verifying these items, companies can 
further study how these more practically can be implemented for their business. Some valuable 
insights for future research have also been found in order to increase the satisfaction among 
sales representatives using apps in the direct selling industry. These findings will be further 
explained under 5.4 Future Research.  

5.3 Limitations 
Some limitations for this research to consider when studying the result has been noticed. Firstly, 
the benefits found in the literature review was not fully tested as too few questions per benefit, 
as well as for the outcome variables, were asked in the survey. Therefore, the factor loadings 
were not strong enough in order to investigate all of them. Secondly, the time the app had on 
the market before this survey was conducted was three weeks. This limited time may have 
affected the result, and the chance is that other findings would have been obtained at a later 
stage. As time goes on, mobile apps are likely to evolve and the offer of features available in 
the app will likely increase. The conclusion is that this survey should be renewed as the apps 
used by direct selling firms develops.  
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5.4 Future Research 
The new area of research studying the benefits sales representatives gain from interacting with 
branded mobile apps is still just in an initial phase, which requires more research to fully 
understand this subject. In particular, the app studied in this research was fairly new on the 
market, which may result in changed perception as the novelty subsides. A recommendation 
for future research is therefore to conduct this research at a later stage when the app has faced 
a longer time on the market, in order to investigate if changes can be identified. 

A major insight from this research is the importance of studying each benefit from multiple 
perspectives by asking a large number of questions to cover it in its entirety. This study had a 
limited number of questions, where 18 questions were asked in total.  Two to four questions 
per expected benefit and the outcome variables were asked. For future research, it is therefore 
recommended to break down each factor further to include all its components, meaning to 
include more questions in the survey, to analyze if additional insights can be found.	

Finally, this research has strengthened the findings generated from Alnawas and Aburub (2016) 
by studying a new context of direct sales and confirming some of the relationships between 
benefits and sales representatives’ satisfaction and purchase intentions. Still, there are several 
unexplored industries interesting to investigate how they relate to the subject. The final 
recommendation for future research is therefore to investigate how the result vary across 
different industries, in order to strengthen the research in the area of branded mobile apps. 
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APPENDIX A: SURVEY  
This survey is part of a master’s thesis research conducted by the Industrial Engineering and 
Management student Matilda Elfving in conjunction with Company X. The aim of this research 
is to understand the user experience of the new app and thus the usage of mobile apps in the 
direct selling industry. Your answer is therefore of great importance in order for future 
improvements. The survey consists of 24 questions that will take approximately 5 minutes to 
complete. �� 
 
We are looking forward to better understand your experience of the new app, and want to thank 
you for your time and contribution. Your identify will remain anonymous. ��
�
Best regards, 
Matilda Elfving and Company X 
 

	
1)	*	In	what	country	do	you	live?	

Finland	

Netherlands	

Norway	

Portugal	

Sweden	
	

2)	*	How	old	are	you?	

18	or	below	

19-25	

26-30	

31-35	

36-40	

41-45	

46-50	

51-55	

56-60	

61	older	
	

3)	*	Are	you...?	

Male	

Female	
	

	



 

 II 

4)	*	What	description	fits	best	on	you?	

I	am	a	Leader	with	a	network	

I	am	mainly	selling	products	(not	building	a	network)	

I	am	mainly	buying	products	for	myself	or	close	family	
	

	
	
5)	*	Have	you	used	the	new	app?	

Yes	

No	
	

	
6)	Have	you	used	the	app	to	purchase	products?	

Yes	

No	
	

7)	How	likely	is	it	that	you	will	purchase	from	the	app	in	the	future?	

1	Very	unlikely	

2	Unlikely	

3	Neutral	

4	Likely	

5	Very	likely	
	

8)	How	satisfied	are	you	overall	with	the	new	app?	

1	Not	at	all	satisfied	

2	Rather	dissatisfied	

3	Neutral	

4	Rather	satisfied	

5	Very	satisfied	
	

9)	How	likely	will	you	recommend	the	new	app	to	friends	or	customers?	

1	Very	unlikely	

2	Unlikely	

3	Neutral	

4	Likely	

5	Very	likely	
	



 

 III 

	
10)	To	what	extent	do	you	agree	with	the	statements	below?	(1=strongly	disagree,	
5=strongly	agree)	

	
1	
Strongly	
Disagree	 2	 3	 4	

5	
Strongly	
Agree	

The	app	is	easy	and	convenient	to	use	
	 	 	 	 	

The	app	facilitates	my	interaction	with	the	company	
	 	 	 	 	

The	information	in	the	app	is	relevant	to	me	
	 	 	 	 	

The	app	act	as	a	good	conversation	topic	
	 	 	 	 	

The	app	enhances	my	status	as	a	beauty	expert	
	 	 	 	 	

	
	

11)	To	what	extent	do	you	agree	with	the	statements	below?	(1=strongly	disagree,	
5=strongly	agree)	

	
1	
Strongly	
Disagree	 2	 3	 4	

5	
Strongly	
Agree	

I	learn	about	beauty	trends	from	the	app	
	 	 	 	 	

The	app	is	a	good	source	of	inspiration	
	 	 	 	 	

It	is	convenient	to	shop	from	the	app	
	 	 	 	 	

I	learn	about	the	products	through	the	app	
	 	 	 	 	

I	learn	about	how	to	use	products	through	the	app	
	 	 	 	 	

	
	

12)	To	what	extent	do	you	agree	with	the	statements	below?	(1=strongly	disagree,	
5=strongly	agree)	

	
1	
Strongly	
Disagree	 2	 3	 4	

5	
Strongly	
Agree	

It	is	easy	to	navigate	and	find	information	in	the	app	
	 	 	 	 	

The	app	usually	uploads	quickly	
	 	 	 	 	

The	aesthetics	(i.e.	colour,	graphics)	of	the	app	
promotes	a	perception	of	quality	 	 	 	 	 	
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13)	To	what	extent	do	you	agree	with	the	statements	below?	(1=strongly	disagree,	
5=strongly	agree)	

	
1	
Strongly	
disagree	 2	 3	 4	

5	
Strongly	
agree	

I	would	appreciate	the	possibility	to	connect	with	
others	through	the	app	 	 	 	 	 	

I	would	appreciate	the	possibility	to	view	people's	
product	reviews	in	the	app	 	 	 	 	 	

	
	

 


