
 
 
School of Business 
STOCKHOLM UNIVERSITY 
 
Master thesis 10 credits 
Autumn semester 2002 
 
 
 
 
 
 
 
 

Why people buy junk 
 

How today’s consumers choose between functionality and design 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Author: Soheil Delanvar  Supervisor: Maria Frostling-Henningsson 

Navid Zavosh 
 



Acknowledgements 
 
We would like to express our gratitude to all the people who has made this thesis possible. 
Especially to those who have answered all our time-consuming questions. 
 
We would like to especially thank: Maria Frostling-Henningsson and our opponents for 
giving us a lot of valuable feed back. 
 
 

 II



Sammanfattning 
 
På den konkurrens utsatta marknaden där produkternas livscykel blir allt kortare, blir de 
funktionella och estetiska aspekterna allt viktigare för dess framgång. Denna uppsats 
fokuserar på konsumenternas val mellan funktionalitet och design. Syftet med denna studie är 
att undersöka beslutsfattande process vid ett köp beslut. 
 
Studien har avgränsats till ungdomars besluts fattande process vid köp av en MP3 spelare. Det 
empiriska materialet består av ostrukturerade semistandard intervjuer med ungdomar. Den 
empiriska materialet har analyserats med hjälp av olika teorier inom konsumentbeteende: 
Three hierarchy of affects, Normans Three levels of emotional response och Seven Principles 
for Transforming Difficult Tasks into Simple ones. 
 
Följande studie visar att den individuella uppfattningen av produktens estetik, funktionalitet 
och varumärke har en avgörande roll för konsumentens val av MP3 spelare. Resultatet kan 
sammanfattas enligt följande: För att en konsument skall överväga MP3 spelaren måste den 
först leva upptill konsumentens funktionella, och varumärkes, - krav (Prospect set). De 
funktionella kraven består ex av storlek på minnet, radio, mikrofon etc. Varumärket ska 
garantera kvalitet och popularitet. Därefter väljer konsumenten den MP3 spelaren vars 
estetiska egenskaper, pris och storlek är mest tilltalande, se figur 1 consumer evaluation set, 
nedan. 
 
 

Discarded Set 
Functionality & Brand 

Prospect Set 
Aesthetics, price, size 

Figure 1 Consumer Evaluation Set 
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Abstract 
 
In many competitive markets, where the product’s life span becomes shorter and shorter, the 
functional and aesthetic aspects of the product are very important for its success. This 
research focuses on consumer’s choice between functionality and design. The goal is to reveal 
the aspects of the consumer’s decision making process when buying a product.  
 
This study focuses on teenager’s decision making process when buying an MP3 player. The 
empirical material consists of unstructured semi standard interviews of teenagers. The 
empirical material has been analyzed with the help of different consumer behavior and user 
friendly construction theories: three hierarchy of affects, Norman’s three levels of emotional 
response and Seven Principles for Transforming Difficult Tasks into Simple ones. 
 
This study shows that appealing aesthetics elevates the product and poor functionality 
depreciates or eliminates the product. Brands assure the consumers, whether the product is of 
poor quality or not. The result of this research is summarized as following, depicted in the 
figure 2 consumer evaluation set, below. In order for a customer to take an MP3 player in 
consideration (Prospect set), it first has to pass the consumers requirements on functionality 
and Brand, e.g. functionality could be memory size, radio, built in microphone, while brand 
reassure good quality and popularity. The customer finally chooses the MP3 player form the 
Prospect set based on aesthetics, price and size. 
 
 

Discarded Set 
Functionality & Brand 

Prospect Set 
Aesthetics, price, size 

Figure 2 Consumer Evaluation Set 
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Introduction 
 

1 Introduction 
 
In a very competitive global market, where a product's life span becomes shorter and shorter, 
the aesthetic aspect of a product is one of the most important key elements for its success 
(Fontana et al. 2000). On the electronic market it is currently possible to find products that 
have the same function and are similar in quality and price (Dankwort et al.1998). For 
instance, it is very common that competitive products contain the same mechanical and 
electrical components (Fontana et al. 2000). Their differences are mainly related to details in 
shape. Therefore, the choice of the customer is greatly affected by the product's aesthetical 
aspects (color, shape, and so on) (Fontana et al. 2000). There are numerous debates and 
scientific studies about functionality and design (Henderson 1993; Schöler n.d.). What seems 
to be common is that functionality acknowledged the existence of a problem, there’s a need to 
satisfy. However disagreements arise whether design can be separated from functionality 
(Roozenburg & Eekels 1995). As Arnheim (1964) expresses: “every object fits to serve the 
wishes of its owner would be functional. On the other hand, to reduce function to physical 
fitness is not a functional decision but an act of character that is of personal or period style. “   
 

1.1 Background 

Historically, a variety of factors, both internal and external to a company, have influenced its 
product design goals. For instance, the mass production paradigm pioneered by Henry Ford 
resulted in concepts of building products in assembly lines, use of interchangeable parts, and 
standardization of parts and components with a view towards reducing product cost (Bralla 
1996; Cross 1989; Green 1956 Lacey 1986; Ziemke & Spann 1993). Consumers’ demand for 
quality products prompted manufacturing companies to consider quality as their key product 
design goal (Akiyama 1991; Taguchi et al. 1989). The advent of the computer screen and the 
resulting digital interface may be considered the primary reason for companies projecting 
product usability as their prime product design goal (Nielsen 1993). Similarly, the need for 
product manufacturers to reduce assembly time and cost have prompted product designers to 
design products for assembly processes (Bakerjian 1992; Boothroyd & Dewhurst 1983; 
Boothroyd 1994; General Electric Company 1960; Gupta & Nau 1995; Kusiak & He 1997; 
Miyakawa & Ohashi 1986; Miyakawa et al. 1990; Nof et al. 1997; Runciman & Swift 1985; 
Taylor 1997). Usually development Project can be simplified into a process containing 
different phases.  It would usually start by planning, implementing, testing and in the end 
producing and evaluating (Rational Unified Processing-RUP n.d.). When moving from one 
phase to another in a development project, it would usually cost fortune to move back in order 
to fix an error (Eklund 2002). The project has often a tight budget limit as well, therefore most 
of the time the developers are often forced to compensate between functionality and design 
(Engvall 1999). Generally when the companies already have developed the required product, 
they do not have enough budgets left to develop a decent design. That is why it would be very 
important for today’s manufacturer to map out the balance between functionality and design 
by taking the consumer perspective into consideration (Bralla 1996). After all, it is the 
consumers that the companies try to satisfy and their goal is to offer a higher surplus1 than 
their competitors. Therefore, to avoid a faulty market assessment and maximizing the 

                                                 
1 Consumer surplus or Consumer's surplus (or in the plural Consumers' surplus) is the economic gain accruing to 
a consumer (or consumers) when they engage in trade. The gain is the difference between their price they are 
willing to pay (or reservation price) and the actual price. If someone is willing to pay more than the actual price, 
their benefit in a transaction is how much they saved when they didn't pay that price, answers.com 2006. 
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consumer surplus, the consumer demands should be taken into consideration in an early stage 
of product development process (Bralla 1996; Schöler n.d.).  

The scope of this study is consumer’s choice between functionality and design. You might ask 
your self why this is of any interest; in many cases the functionality of a product is well 
established and therefore they can be produced rather cheaply, yet there is a large diversity in 
price and design of products. The question is which product most of the consumers would 
choose. The more design oriented products which are probably more expensive or the cheaper 
ones.  
 

1.2 Definitions 
 
There are two fundamental concepts which should be clarified before going any further. 
These two concepts are of course function and design.  
 
Dictionaries (Brunet & Dumenjo 1998; answers.com) define function as: working, action; 
and the action of something. The definition encompasses any of the specific roles possessed 
by each mutually interacting element constituting a whole. 

Functionality is considered an intuitive concept, dependent on the manufacturer’s intention, 
traditionally; there have been three approaches in representing function in manufacturing: 

1. representing function in the form of verb-noun pairs – an example would be the 
function of a shaft, to “transmit torque”;  

2. input-output flow transformations, where the inputs and outputs can be energy, 
materials, or information  

3. transformation between input-output situations and states – the essential difference 
between the definitions in 2 and 3 is the type of input and output – for example, if the 
product is a household buzzer, according to definition 3, the function “to make a 
sound” can be represented by two behavior states, state 1 representing an upward 
clapper movement, and state 2 representing a downward clapper movement. 

In this study function refers to the features of an MP3 player which can be described by 
definitions in 1 and 2. 

Dictionaries (answers.com) define design as: 

1.  
a. A drawing or sketch.  
b. A graphic representation, especially a detailed plan for construction or 

manufacture. 
2. The purposeful or inventive arrangement of parts or details: the aerodynamic design of 

an automobile; furniture of simple but elegant design.  
3. The art or practice of designing or making designs.  
4. Something designed especially a decorative or an artistic work.  
5. An ornamental pattern. Synonyms: figure.  
6. A basic scheme or pattern that affects and controls function or development: the 

overall design of an epic poem.  
7. A plan; a project. Synonyms: plan.  
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8.  
a. A reasoned purpose; an intent: It was her design to set up practice on her own 

as soon as she was qualified.  
b. Deliberate intention: He became a photographer more by accident than by 

design. 
9. A secretive plot or scheme. Often used in the plural: He has designs on my job. 

 
In some scientific articles design is considered to exist to satisfy some purpose or function 
(Wen-Chuan et al. 2001). According to Arnheim (1964) design and functionality can not be 
apart. Functionality and design exists to satisfy some purpose which considered being 
functional. Therefore it is not an issue to try to distinguish these two concepts. 
 
On the other hand other scientists describe design as an important factor where the 
functionality or the features of products are the same. Therefore their differences are mainly 
related to the aesthetical aspects such as color, shape and so on (Fontana et al. 2000). 
 
In this study design refers to; the consumer perceiving the shape of the product appealing i.e. 
the aesthetic aspects of design is considered. 
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1.3 Problem discussion 
 
According to Guza (2006) the worldwide market for MP3 players reached 140 million units in 
2005, up from 35 million units in 2004. Expectations for this market are high, with In-Stat 
forecasting unit shipments to reach 286 million by 2010.  The results of this thriving market 
include among others falling prices, increasing Flash memory capacities, and enhanced 
functionality.  Due to increased competition, vendors are striving to differentiate products by 
offering a wide range of price points, memory capacities and features.  
 
Most analysis about hand held electronic devices such as MP3 players report an expanded 
scope of coverage from the traditionally strict definitions of consumer devices to a more 
broad characterization of electronic devices that "live" in a consumer's world (Kissel 2006).  
Due to these conclusions having information about how consumers choose between 
functionality and design in MP3 market is precious for every manufacturer stand-in in this 
market. In another word taking the consumer perspective into consideration in the 
development phase is highly crucial.  
 
Traditionally the terms needs and wants are used to describe the difference between what is 
truly necessary for a person’s activities (needs) versus what a person asks for (wants). Wants 
unlike needs are determined by culture, by advertising, by the way one views oneself and 
one’s self-image (Solomon et al. 2002). From a manufacturers point of view it is very 
important to know how consumers choose between functionality and design in order to be 
able to generate “wanting” among consumers.  
 
Looking at MP3 players from a functional point of view they are pretty much the same 
whether made by Sony, Apple, Philips or some other manufacturer. Many manufacturers 
diversify their MP3 players by emphasizing the aesthetics e.g. Sony released several MP3 
players referred to as the Sony Style. The advertisement for the Sony style emphasis beautiful 
design, ergonomic shape, cool color and organic electroluminescence display (Sony.com 
n.d.). As we described above there are aspects that the manufacturer need to take into 
consideration. According to (Meurer 1999) the economic, social and technological challenges 
facing us today as part of the transition from industrial society to the knowledge society 
necessitate a new discussion on how we see design (Meurer 1999). What is it that makes an 
MP3 player so special?  One would say it is based on their design? In the world of design we 
tend to associate emotions with beauty. By design we build attractive things, which are 
appealing, but are design an important attribute. Is it perhaps because MP3 player’s 
functionality are getting better or are there other reasons for their rapid growth? In “the 
meaning of things”, Csiksentmihalyi & Eugene (1981) did a research about what makes 
things special. The authors went to homes and interviewed the residents. Special objects 
turned out to be those with special memories or associations. Those objects that helped to 
evoke special feelings in their owners considered being special. Seldom was it focus on the 
item itself: what mattered was the story, an association recalled (Csiksentmihalyi & Eugene 
1981). These associations affect our feelings. True long-lasting emotional feelings takes time 
to develop: they come from sustained interactions. What do people love and cherish, despise 
and detest? (Norman 2004)  
  
Studies in consumer behavior have shown that today’s consumers are not rational when it 
comes to the decision making process (Becker et al.1988). Our feelings and emotions affect 
our choices which sometimes are not the rational one. One example would be when buying a 
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car, a rational consumer would choose a car which satisfies her/his needs best but it is shown 
that when choosing a car the consumer choose the one which looks more appealing (Solomon 
et al. 2002). But how do today’s consumers choose an MP3 player, are they affected by their 
feelings as well or is it because of the functionality features which lead them to a specific 
choice. 
 
The contribution to the academic field is to search for new aspects concerning consumer’s 
decision making process when choosing between functionality and design. 
 

1.4 Problem definition 
 
How today’s consumer choose between functionality and design? 

1.5 Purpose 
This research aim to reveal aspects about consumer’s decision making process, when buying 
an MP3 player.  

1.6 Delimitations 
 
This research will only focus on MP3 players. It is a necessity for this research that 
information about functionality and design is readily available, to carry out an appropriate 
academic research. The MP3 player is selected because they are already well established 
among consumers. They already have an opinion about the functionality and design for such 
product.  

1.6.1 Demographical 
 
This study will only focus on revealing teenagers (15-19 years old) decision making process. 
The -main reason is, teenagers are considered to be easily influenced by external stimulus 
(such as advertisement and so on) (Olausson & Rosengren 2005).   
 

1.7 Disposition 
 
Chapter 2 – Method Chosen method, selection of respondents and method discussion 
Chapter 3 – Theory ABC model, Norman’s three level of emotional response and 

seven principals for transforming difficult task into simple ones 
Chapter 4 – Empiric Gathered material from the interviews 
Chapter 5 – Analysis Analysis of the empirical material with help of the presented 

theories 
Chapter 6 – Conclusion Presentation of the outcome of this research 
Chapter 7 – Future work and Critique Suggestion for future work and discussion of the 

limitations concerning the outcome of this research 
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2 Method 
 
This chapter describes the methodological choices and assumption made for this study. The 
chapter includes research approach followed by research method where some concepts used 
in this study are described. The methodological procedures are described as well, which at the 
end leads to method discussion. 
 

2.1 Research approach 
 
When writing a scientific essay it is important to make choices that provide the research high 
credibility. The interpretations must also strive towards being objective. Furthermore the 
researcher should check both primary and secondary data critically. Below are the choices and 
considerations that have been considered for this research. 
 

2.1.1 Paradigm 
 
There are two different scientific alignment; positivism and hermeneutic. Positivism has its 
origin in natural science. According to positivism there are to ways to achieve absolute 
knowledge, either through observation or logic. It is based on experiment, quantitative 
measurements and logical reasoning (Eriksson & Wiedersheim 2001). 
 
Hermeneutic is the science of interpretation and understanding of texts.  Here the impression 
of "text" is extended beyond written documents to include, for example, speech, 
performances, works of art, and even events. Thus, one might speak of and interpret a "social 
text" (Eriksson & Wiedersheim 2001). 
 
As a hermeneutist unlike positivist, you try to come close to the object of study in order to 
understand how it interacts and have compassion for them. This open new doors to knowledge 
that otherwise are closed for positivism (Lundahl & Skärvad 1992). Lundahl & Skärvad 
(1992) also mention that the goal with hermeneutic science is interpretation and 
understanding. According to Thurén (1996) humans and human actions are complicated. 
Therefore different approaches, perspectives, and interpretation models, used to describe 
humans and human actions will complete each other instead of rejecting each other. 
 
One of the main objections to hermeneutic is that when other people’s feelings are interpreted 
the scientist usually assumes from his own feelings and experiences, which would give a 
misleading picture of the respondent. 
 
The hermeneutic approach seems to be suitable in this study since we emphasis on consumer 
perspective and our ambition is to understand consumers by interpreting their “text” and 
behavior. Therefore to achieve a high credibility the object of study should be examined in 
their natural environment. 
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Scientific Method 
 
All research is based on agreed assumptions. The scientist must assume what is considered to 
be an appropriate method to use and which relevant examinations are suitable. The 
philosophical concept ontology refers to those assumptions and understandings, which the 
researcher has about the object of study. The assumptions constitute a physical and social 
reality by placing the object in relation to its environment. In this study we can not separate 
the consumers from their environment, because they are dependent on each other. The 
environment affects consumer’s behavioral, like external influences such as advertisement 
and social contacts. 
 
Scientific methods are used to acquire knowledge.  There are two categories of scientific 
methods.  One category is called formal, which include inductive and deductive methods. The 
other one is called informal, which include qualitative and quantitative methods (Svenning 
1999). 
 
The scientific methods that are used in this essay are presented below.  
 

2.1.2 Qualitative method 
 
Qualitative methods are used in this research. Our main goal is to create a better 
understanding of the consumer’s choice between functionality and design.  According to  
Holme & Solvang (1997) the primary in qualitative methods is not to prove if the information 
has general validity. Instead a deeper understanding of the problem is strived. By using 
qualitative method the scientist tries to create an overall picture of the context by collecting 
information using different methods. Understanding the quantitative data is important 
especially for a marketer but, it leads to a limited understanding. It doesn’t give a deeper 
insight about attitudes and motives, context or impressions.  It only shows where you are but 
it does not explain why. Quantitative data registers data not emotions (Seymour 1992). In this 
study it is not enough to register digits, the purpose is to go beyond digits and explain 
emotions. 
 

2.1.3 Induction, deduction and abduction 
 
Roughly simplified, in natural science the scientists use deduction and in cultural and human 
science the scientists use induction (Patel & Davidsson 2003). 
 
By using deductive method the scientist tries to prove a theory based on common principal. 
This hopefully would lead to a conclusion about a specific phenomenon (Patel & Davidsson 
2003). Hypothesis is derived from existing theories which are tested in the specific 
phenomenon. 
 
By using the inductive method the scientist begins his work with an experiment and based on 
his conclusions a new theory would be introduced to the science. If you have seen star trek 
you would probably remember the famous citation:” To explore new worlds and new 
civilizations to boldly go where no one has gone before!”, here you can find some similarities.  
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One of the main disadvantages of inductive method is that the theory is based on one 
experiment. Therefore it would be very difficult to generalize the introduced theory. The 
theory is based on special situation, time or group of people.  
The philosopher Peirce (1839-1914) has also introduced a new method called abduction 
where a scientist tries to find a hypothesis which explains a given data best for the moment. It 
is an interaction between induction and deduction (Hörte 1999). 
 
This research was started by gathering information using qualitative methods. Afterwards 
several suitable theories have been chosen. In another word in this study uses the inductive 
method, according to Thurén (1996) conclusions are based on the experimental facts.  

2.2 Data collection 
This research uses one type of data collection method. As mentioned above this research is 
qualitative. The plan is to come closer to the consumers and register their interpretation of 
“the world” with their own words. Therefore interviews have been used. The target group is 
teenagers and young adults. As mentioned in section 1.6, this study will only focus on 
revealing teenagers decision making process. The main reason is that teenagers are considered 
to be easily influenced by external stimulus (such as advertisement and so on) (Olausson & 
Rosengren 2005).  Therefore it might be more interesting to discover new aspects in their 
decision making process considering functionality and design. 
 

2.2.1 Interviews 
 
According to Lundahl & Skärvad (1992) an interview is a method for colleting data by 
dialoguing with respondents.  The respondent’s answers and statements are the interview’s 
raw data.  Interviews can be categorized in different standard scale; standard, semi-standard 
and unstandard interviews. In standard interviews the interviewer uses the same questionnaire 
for all respondents. In unstandard interviews the questionnaire can be varied for each 
respondent. Semi standard interview is a combination of standard and unstandard interview. 
In semi-standard interview some questions are fixed furthermore the answers are followed by 
follow up questions.  Standard interviews are suitable for quantitative studies while semi-
standard and unstandard interview methods are more exhaustive and distinctive. 
 Often the scientist does not only distinguish between standard and unstandard interviews. An 
interview can also be structural and non-structural. The standard interviews are always 
structured while the non standard interviews (semi and unstandard) can be either structural or 
non-structural. The structural interview is information oriented, while the non-structural 
interviews are not only information oriented but also personal oriented (Lundahl & Skärvad 
1992). 
Researches dealing with consumer’s behavior, benefits from soft data like personal oriented 
interviews. Investigating consumer perspective requires the researcher to understand the 
consumers and their world. As mentioned earlier the purpose of this study is to reveal new 
aspects about consumer’s decision making process considering functionality and design.  
 
In order to have the opportunity to adjust the interview questions (when discovering new 
aspects) by asking follow up question, unstructured semi standard interviews as has been 
used. 
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2.3 Method discussion in the empiric study 
 
As mentioned earlier this research would give us better understanding of the consumer’s 
choice between functionality and design which might be helpful for the manufacturers. 
 
The study is focused on MP3 players. Hence they have been in the market for some time, 
most of the consumers have personal experience and an opinion about these kinds of products. 
 
While quantitative methods which usually are called ”Hard data”  would give answer to “How 
many?”, the qualitative methods which usually are called “soft data” would give more 
sensible answers to question “why?”  Therefore this research uses the more suitable 
qualitative method. Because the aim of this study is to reveal new aspects about” how 
consumers choose between functionality and design?” 
 
In order to come close to the respondents and to get a better understanding, the interviews 
were performed at the respondent’s natural environment. The respondents had even the 
opportunity to get influenced by their “friends” at the time of interview. This is assumed to be 
a part of the respondent’s decision making process.  Therefore it was possible in this study to 
catch and register the influences by external stimulus. On the other hand the respondents 
might have answered the questions differently if the interviews were performed individually. 
 
Finally it should be mentioned that the conclusions might not be possible to generalize, since 
this study would only try to lighten up new aspects of consumer perspective that might be 
important to take into consideration for product developers. Recent studies have shown that 
studies based on consumer perspective are instantaneous. They are most highly dependent on 
cultural, geographical, ethnographical, environmental, demographical and time changes 
(Solomon et al. 2002). 
 

2.4 Line of action 
In the early stages of this research a problem area was identified. Based on the problem area a 
problem definition and aim for the research was formed. After interviews some relevant 
theories were chosen. Later on all data were compiled, and analyzed with help of the chosen 
theories. And finally conclusions were drawn from the results. 
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3 Theory 
 
Following section contains the theories that have been used in this research to understand 
different aspects of design and functionality. The theories where chosen on the basis of 
offering perspectives for studying consumer’s decision making process. The theories are 
presented in an order that reflects consumer actions, starting with a theory about purchase 
decision (ABC-model) followed by a framework of emotional response (Three levels of 
emotional response) and a guideline for functional and user friendly construction (Seven 
Principles for Transforming Difficult Tasks into Simple ones). 

3.1 Three hierarchy of affects 
 
According to Solomon et al. 2002 (2002), an attitude consists of three components: affect (the 
way a consumer feels about an object), behavior (the person’s intentions to do something with 
regard to an object) and cognition (consumer’s belief about an object). These three 
components are often referred to as the ABC model of attitudes. The model highlights the 
interrelationships between knowing, feeling and doing. The relative importance of affect, 
behavior and cognition vary depending on a consumer’s level of motivation with regard to an 
object. The concept called hierarchy of effects explains the relative impact of the three 
components. The different hierarchies are shown in figur1. 
 

Attitude 
Based on cognitive 

information processing 
Beliefs Affect Behavior

The standard learning hierarchy 
Attitude 

Based on behavioral 
learning processing 

Beliefs Affect Behavior

The low-involvement hierarchy

Attitude 
Based on hedonic 

consumption 
Beliefs Affect Behavior

The experiential hierarchy 

Figure 3 Three hierarchies of effects (Solomon et al. 2002) 
 
The standard learning hierarchy is used when a consumer approaches a product decision as a 
problem solving process. First he or she forms beliefs about a product by accumulating 
knowledge. Second the consumer evaluates these beliefs and forms a feeling about the 
product. This feeling finally engages in a relevant behavior such as buying a product 
(Solomon et al. 2002). This process is also known as the rational decision making process. 
 
The low-involvement hierarchy is used when the consumer doesn’t have preference for one 
brand over another, and act on the basis of limited knowledge, then forms and evaluation after 
the product has been purchased or used (Solomon et al. 2002).  
 
The experiential hierarchy is used to show the significance of emotional responses as a 
central aspect of an attitude. According to this model, consumers act on the basis of their 
emotional reactions. This perspective highlights the idea that attitudes can be strongly 
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influenced by intangible product attributes such as package design and advertising stimuli 
(Solomon et al. 2002). 
 

3.2 THREE LEVELS OF EMOTIONAL RESPONSE 
 
Norman (2004) divides the human emotional response in three levels. The first level 
(Visceral) is the instinctive reaction. The second level (Behavioral) is about the users 
experience with the object. The third (Reflective) considers the self image. 
 

3.2.1 Visceral Level Design and Responses 
 
When designers attend to the surface features – the appearance – of products, we say that they 
are engaged in Visceral Design. From the user’s point of view, visceral responses involve an 
automatic evaluation of the perceptual properties of objects, and a quick classification of them 
as safe or dangerous, good or bad, cold and forbidding or warm and inviting. Norman (2004) 
argues that these rapid evaluations have evolved as protective mechanisms for animals that 
must exist within complex and unpredictable environments. Negative assessments flag 
potentially dangerous experiences. Positive ones signal safe situations and places that are 
ideal for exploration. Biology has provided people with a vast repertoire of dimensions that 
are automatically processed and interpreted. Thus, some colors are warm, some cool. Some 
situations, such as standing at the edge of a cliff, are immediately perceived as dangerous, 
while others, such as experiencing the colorful appearance and sweet taste of fruits, are 
immediately perceived as non-threatening and desirable. Designers can exploit these kinds of 
immediate perceptions. Note that this level of design relates only to the surface appearance of 
objects. It is pure style, pure surface. The immediate, visceral level, reactions to such features 
are not based on past experience or deep semantic knowledge and interpretation. There is no 
comparison with the past, no expectation of the future. All that counts is the current state. 
These reactions are produced by biologically-based, pattern recognition mechanisms driven 
solely by the here-and-now of perceivable features and it is generally universal across people 
and cultures and are rudimentary (Norman 2004). 
 

3.2.2 Behavioral Level Design and Responses 
 
When designers attend to the function and use of a product, they’re engaged in Behavioral 
design. Whereas the Visceral level is innate and biological, Behavioral-level responses are 
learned. The Behavioral level is where skills and routine reside and are controlled. Behavioral 
level processes are still sub-conscious and automatic, but because the associated skills and 
routines are acquired through learning, they also involve past experience and expectations of 
future states and events. What Norman (2004) call Behavioral-level design includes the 
general concepts of usability but goes beyond this to include the physical feel of the object as 
well as the subjective “feeling of control.” This is where precise control is essential. It is here 
that the smooth, viscous feel of a knob (with no backlash) matters so much; it is here that the 
perfect responsiveness of a well-tuned sports car is felt. Behavioral responses are intimately 
connected to predictions of and expectations about the near future. These predictions give rise 
to affective states akin to fear and hope – primitive forms of recognizable emotions. People 
frequently become angry at objects that let them down and respond by kicking or hitting 
them. Such reactions derive from the Behavioral level, where the failure of objects to live up 
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to expectations generates strong motional responses. At the Behavioral level, although still 
automatic and sub-conscious, there is awareness. Moreover, because Behavioral level routines 
are learned, they vary from person to person and from culture to culture (Norman 2004). 
 

3.2.3 Reflective Level Design and Responses 
 
At the highest level of processing we find reflection, people’s self examination of their own 
actions, understanding, and monitoring of progress. This is the home of self image, of meta-
processing, and of the whole range of articulated emotions including emotions such as pride, 
shame, admiration and gratitude. Reflection is the highest level of intellectual functioning in a 
person, where there can be self-examination, and the assignment of blame (hence emotions 
such as pride and shame). This level is conscious and self-aware. From this perspective it is 
the only level at which full fledged emotions can arise, that is, emotions that incorporate a 
sense of feeling derived from the affective components from the Visceral and Behavioral 
levels, along with a conscious interpretation of that feeling. From the designer’s point of view, 
this is where pride of ownership, quality, and brand play major roles. Here is where people 
show off or hide their possessions. When designers attend to these components of use and 
ownership of a product, they’re engaged in Reflective design. The Reflective level is 
influenced by experience and culture as well as by one’s social group and by the whims of 
fashion. But Reflective design not only varies from culture to culture, age group to age group, 
but for some individuals, it can even vary from week to week, dependent upon the role they 
play in society. Thus, we all recognize the difference between the clothes one wears to a 
beach party, to a night out on the town, or to an important business meeting among company 
executives. These are Reflective level differences: the clothes we wear are often deliberately 
selected to communicate a message to others about our social status and the role we are 
playing in the activity (Norman 2004). 
 
Norman points out that, designers may intend to induce emotions through the design, but 
because emotions (which are a special, but particularly salient form of affective reaction) 
reside in the user of the product rather than in the product itself, the emotions the user 
experiences are not necessarily the same as those intended by the designer. Certainly, some of 
the emotions the user might experience might have been intended by the designer, but some 
might not. And indeed, some might be just the opposite of those intended by the designer. 
Product-induced emotions are often quite idiosyncratic, depending, for example, on memories 
the product invokes or on the particular circumstances of use. Yet other emotions result from 
concerns outside the object, such as the status it might or might not bestow. Designers have 
more control over users’ Visceral and Behavioral reactions than over Reflective ones, but 
even here, the control is indirect at best (Norman 2004). 
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3.3 Seven Principles for Transforming Difficult Tasks into 
Simple ones 

 
Following seven points are more of a system construction guideline than theory. They are 
included in this thesis to function as a checklist for examining behavior design. These 
guidelines are written by Norman (2002) and are excerpts from an earlier book in design. 
 

3.3.1 Use both knowledge in the world and in the head 
 
People learn better and feel more comfortable when the knowledge required for the task is 
available externally – either explicit in the world or readily derived through constraints. But 
knowledge in the world is useful only if there is a natural, easily interpreted relationship 
between that knowledge and the information it is intended to convey about possible actions 
and outcome. Note however when a consumer is able to internalize the required knowledge – 
that is to get it into the head – performance can be faster and more efficient. Therefore, the 
design should not impede action, especially for those well practiced, experienced users who 
have internalized the knowledge (Norman 2002). 
 

3.3.2 Simplify the structure of the task 
 
Tasks should be simple in structure, minimize the amount of planning or problem solving they 
require. Unnecessarily complex tasks can be restructured, usually by using technological 
innovations. The designer must pay attention on how much a person can hold in memory at 
one time; to the limits on how many activities thought can be pursued at once. The limitations 
of short time memory are such that a person should not be required to remember more than 
about five unrelated items at one time. If necessary, the system should provide assistant for 
any temporarily memory requirement. The limitations of long term memory mean that 
information is better and more easily acquired if it makes sense, if it can be integrated into 
some conceptual framework. 
 
A major role of new technology should be to make tasks simpler. A task can be restructured 
through technology, or technology might provide aids to reduce the mental load (Norman 
2002). 
 

3.3.3 Make things visible: bridge the gulfs of Execution and Evaluation 
 
Make things visible on the execution side of an action so that people know what is possible 
and how actions should be done; make things visible on the evaluation side so that people can 
tell the effects of their actions. The system should provide actions that match intentions. It 
should provide indications of system state that are readily perceivable and interpretable and 
that match intentions and expectations. And, of course, the system should be visible (or 
audible) and readily interpretable. Make the outcomes of actions obvious (Norman 2002). 
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3.3.4 Get the mappings right. 
 
Exploit natural mappings. Make sure that the user can determine the relationships between:  

o Intention and possible actions 
o Actions and their effects on the system 
o Actual system state and what is perceivable by sight, sound, or feel 
o Perceived system state and the needs, intentions and expectations of the user. 

 
Natural mapping are the basis of what has been called “response compatibility” within the 
fields of human factors and ergonomics. The major requirement is the spatial relationship 
between the positioning of controls and the system or objects upon which they operate should 
be as direct as possible (Norman 2002). 
 

3.3.5 Exploit the power of constraints, both natural and artificial 
 
Use constraints so that the user feels as if there is only one possible thing to do – the right 
ting, of course. This can be achieved by using natural mappings and constraints that reduce 
the number of alternative actions at each step to at most few (Norman 2002). 
 

3.3.6 Design for error. 
 
Assume that any error that can be made will be made. Plan for it. Think of each action by the 
user as an attempt to step in the right direction; an error is simply an action that is 
incompletely specified. Think of the action as part of a natural, constructive dialog between 
the user and the system. Try to support, not fight, the user’s responses. Allow the user to 
recover from errors (Norman 2002). 
 

3.3.7 When all else fails. Standardize 
 
When something can’t be designed without arbitrary mappings and difficulties, there is only 
one last route: standardize. Standardize the actions, outcomes, layout, and displays. Make 
related actions to work in the same way. The nice thing about standardization is that no matter 
how arbitrary the standardize mechanism; it has to be learned only once. This is true for 
typewriter, keyboard, traffic signs and signals, units of measurement, and calendars. When 
followed consistently standardization works well. 
 
There are difficulties, it may be hard to obtain an agreement. And timing is crucial: it is 
important to standardize as soon as possible – to save everyone trouble – but late enough to 
take into account advanced technologies and procedures. The shortcomings of early 
standardization are often more than made up for by the increase in ease of use. 
 
Users have to be trained to the standards. The very conditions that require standardization 
require training, sometimes extensive training. Remember, standardization is essential only 
when all the necessary information cannot be placed in the world or when natural mappings 
cannot be exploited e.g. the clock (Norman 2002). 
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4 Empiric 
 
In this chapter the empirical material is presented. The goal is to highlight the relevant 
information from the qualitative interviews.  
 
As mentioned earlier this study will focus on teenagers between 15-19 years of age. 
The empirical material is based on 11 interviews, consisting of 6 females and 5 males. The 
interviews took place in the respondent’s natural environment in order to come close to the 
object of study. As mentioned above a hermeneutist try to understand the consumers by 
interpreting their “text” and behavior. Therefore it is important to study the objects in their 
natural environment (Eriksson & Wiedersheim 2001). 
 
The interviews were done in groups because the respondents were with friends at their natural 
environment. The first group consisted of 2 males. The second group consisted of 3 males and 
the third and fourth groups consisted of 3 females each.  The respondents who were chosen 
for this study had an MP3 player.  
 
The location of the interviews was in one of Stockholms peace full parks so called Kungstrad 
garden. The interviews were based on an interview guide. There were two interviewers in 
each interview. The first one asked the questions and discussed with the respondents and the 
second one took notes. The interview guide is divided into several sections. The first section 
is focused on the consumer’s reflections and thought before purchasing an MP3 player. The 
second part deals with the consumer’s decision making process when buying the MP3 player. 
The third part describes the consumer’s experiences, reflections and feelings when using the 
device, se appendix for interview guide lines. 
 
 
Section One Pre purchase 
 
The interview focused only on young adults who had an MP3 player. The study shows that 
almost all of the respondent’s friends also owned an MP3 player. About half of the 
respondents had purchased more than one MP3 player. 
 
The majority of the respondents had an opportunity to choose the specific model they desired. 
Even though some of the respondents have received their first MP3 player as a gift, after a 
while they bought a model of their own desire. Therefore, basically all the respondents went 
through their own decision making process.  
 
To the question: why you choose this MP3 player? , most of the respondents answers were: 
 
“I chose an MP3 player made by Sony, Because it is small and handy, I like the shape and the 
color, the sound is good, it is made by Sony, products made by Sony has good quality” 
 
“It is handy, small, I like the combination of the colors, I just went to a store and bought the 
MP3 player which looked appealing to me, the one I desired, I also took a look on an IPDO 
but I found it to big, the smaller ones were not introduced to the market at that time.” 
 
“I wanted a cheap model with lots of memory, I actually wanted to buy an MP3 player with 
integrated radio but they were too expensive, the one that I chose looks nice, it is green, I like 
green and it has enough memory 512MB! I actually wanted an IPDO but they were too 
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expensive for me at that time, I bought my MP3 player at CDON.com. The other models were 
either too expensive, ugly or had not enough memory” 
 
“I got the MP3 player when they were recently being introduced to the market. It has only 
128MB of memory. I bought it because my CD-Walkman player had broken. I bought a Sony 
because I got discount, It is small nice and red” 
 
The second part deals with the consumer’s decision making process when buying the MP3 
player. The third part describes the consumer’s experiences, reflections and feelings when 
using the device.  
 
Section Two making a decision 
 
“I just went to a store; I did not have any thought about which specific model or brand I 
wanted. The salesman were pushy as soon as I told him that I want to buy an MP3 player 
based on my specifications” 
 
” I did some research on the net based on my needs, and I bought it from the net as well 
because it was cheaper” 
 
“I bought mine because I wanted to be the first who bought an MP3 player among my friends; 
I just wanted to leave everybody in awe” 
 
“It is a Sony, their products has good quality” 
 
“I do not want to buy an MP3 player made of polymers(plastic), it should have a metallic 
look, it must be colored like silver because then I would know that it has a good quality” 
 
“I can not afford an IPOD therefore I bought an MP3 player” 
 
Section three post purchase 
 
“The sound is not so good as I expected it to be, the volume is too low.” 
“I like the design and the battery last long, I am happy with my choice. I use the MP3 player 
at the gym, I used to have portable CD-player, but they are not even comparable, with the 
MP3 player... I bring my MP3 player wherever I go, maybe because it is still new to me, I am 
really pleased with it is like my baby it leaves everybody in awe” 
 
“It does not have good sound and I could not turn it back because I hade open the package, 
next time I will pay more attention to the sound quality of the MP3 player” 
 
“When I bought my player I thought it had a radio but, I was wrong, since I bought it at the 
cheapest price, comparing to the one with radio, I did not feel disappointed. I use the player 
when I am walking the dog or taking the buss or the train. If I somehow or someway forget 
my MP3 player I would feel discomfort. ” 
 
“I would like to have more space, in order to have the opportunity to store more songs.” 
 
“The sound quality in my MP3 player is better than my old CD-player; I can adjust the sound 
settings” 
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During the qualitative interview we noticed that some of the respondents made a difference 
between IPOD and an MP3 player. Therefore we asked additional question. What is the 
difference between IPOD and MP3 player? 
“IPOD is an IPOD, it is not an MP3 player.” 
 
“I would never buy an IPOD knock off, then it is not an IPOD, it is a wannabe an IPOD, it is 
not original.  
 
“The IPOD is the IPOD, it is better because it would not be worst than an MP3 player” 
 
“All the IPODs are the same, you know what you get and if you do not like it you can go back 
to the store” 
 
“The IPOD is more popular, if I would buy a new music player I would buy an IPOD” 
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5 Analysis 
 
In this Chapter the empirical material presented in the previous section is analyzed with help 
of the theories presented in chapter three.  The analysis is categorized in the same way as the 
theoretical material.  
 
 
Section One Pre purchase 
 
Almost all of the respondents did not make any research before buying their MP3 player.  
The study shows that most of the respondents bought their MP3 player based on their limited 
knowledge and beliefs about the product; simultaneously they were influenced by their 
emotional responses to the MP3 player at the time of purchase. Most of the respondents had 
some attitudes towards different brands and they chose the MP3 player which had an 
appealing design within that specific brand. They made up their mind at the time of purchase, 
mostly based on the aesthetic of the product and the salesmen’s arguments.  This can be 
related to low-involvement decision making process. Where the consumer has limited 
knowledge, then forms an evaluation after the product has been purchased. On the other hand 
the respondents act based on their emotional reactions which according to ABC-model is 
similar to experimental decision making process. 
 
 
Section Two making a decision 
 
Most of the respondents associated the quality of an MP3 player based on the MP3 players’ 
surface features. As one of the respondents mentioned: “I do not want to buy an MP3 player 
made of polymers(plastic), it should have a metallic look, it must be colored like silver 
because then I would know that it has a good quality”. From an analytical point of view these 
kinds of arguments can not be verified therefore they might not be true. The components 
inside this “metallic shell” can be very much similar to those MP3 player designed in 
polymers.  These kinds of arguments are affiliated to the visceral level of emotional 
responses. Here the focus is on the appearance of the product. The skin is more important than 
the functionality of the product. As mentioned in chapter three the visceral levels are often 
biological and similar for everyone. 
 
 
Section three post purchase 
 
The majority of the respondents didn’t have much to say about the functionality of their MP3 
player, even though the questions treating functionality had been asked at several different 
times during the interview with regard to different aspects of functionality. The main answers 
were that the user interface works fine and the sound of the MP3 player is better than their old 
CD-walkman. There were also answers saying that the sound of their MP3 player was 
disappointing and that the player couldn’t be returned once the box was broken, of course you 
had to break the box to use the MP3 player. The user interfaces works fine can be related to 
several of the, seven principals for transforming difficult tasks into simple ones: use 
knowledge in both the world and the head, bridge the gulfs of Execution and Evaluation, Get 
the mappings right, Standardize. Every body surely recognizes how the play, stop, reverse and 
forward buttons look like as they are standardize. Once pressing any of these key you’ll get 
instant feedback, execution and evaluation Even though the MP3 player is completely new as 
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a technical product, it’s the first fully electronic music playing device without any mechanical 
parts and disks. The product is very easily used by the consumer because it relies on the 
consumer’s previous experience with other music playing devices, thus using the knowledge 
in the head. 
 
There were also a few respondents who find some other features important as well, such as 
the size of the memory. One respondent mentioned: “well if I want to change my MP3 player 
then I would choose the one with more memory so that I can store more music in it.” this 
statement can be referred to the behavioral level of emotional responses. These kinds of 
announcements are shaped thorough learning. The respondents who already have an MP3 
player created expectations towards the future purchase of an MP3 player through their past 
experiences. 
 
But one important factor which was common among almost all of the respondents was that all 
of their friends had an MP3 player. Most of the respondents desired for an IPOD too. The 
IPOD was classified as a luxury for them. There were even one respondent who had bought 
an MP3 player in order to get more attention and leave others in awe. It would be appropriate 
to say that their actions (action of purchase) are based on self examination which the 
respondents in advance try to understand and monitor the results of their act in the future. 
These arguments are the reflections of the respondent’s self image, which can be recognized 
as the reflective level of responses. 
 
A deeper relationship was found between the three levels of emotional responses; visceral, 
behavioral and reflective; in most cases it was possible to recognize all the three level of 
emotional responses. The respondents who preferred IPOD for its luxury and popularity are 
one of the rare cases were the responses came from only the reflective level than from 
combination of all three. As mentioned earlier the visceral level are often similar for everyone 
but, it is difficult to distinguish; because we can learn to desire things that we dislike, for 
example many foods liked by adults are disliked at first taste (alcoholic drinks). 
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6 Conclusions 
 
When asking questions dealing with functionality the out come was very meager. All the 
respondents remembered why they bought that specific model but rarely any of their reasons 
were related to functionality. This felt at first very disappointing and as a failure, but at a 
second approach it proves very rewarding. One can realize that the respondents didn’t have 
any peculiar experience to share, because the menus are simple and intuitive but even more 
important, they haven’t compared different MP3 players at the purchase situation. The 
respondents had bought their MP3 players over the counter or from internet without actually 
trying the device, listening to the sound, trying the user interface (changing sound setting, 
how the music files are grouped etc). This impedes the possibility for the customer to 
experience the functionality. Therefore their judgment will in the best case be based on 
previous experience (trying a friend’s) or word to mouth, but in most cases in perceived 
quality based on the design (aesthetics) of the MP3 player and the credibility of the salesman. 
One can imagine that there’s a large risk for lemons2 in the MP3 player market, e.g. 
respondents saying that their MP3 player’s sound isn’t satisfying, and it couldn’t be returned 
once the package was opened. However the vast majority of the respondents deal with this 
problem by, buying brands that they rely on e.g. Sony or IPOD. Thus the brand has a role as 
assuring the customer that their product isn’t a lemon. Who could imagine that finding 
nothing is actually something, and it can be very rewarding. 
 
Based on the results of the research we can conclude that, most the respondents follow the 
low involvements hierarchy when they approach an MP3 player; there are few opportunities 
for the consumers to examine the products. The reason for this is, the respondents have 
limited knowledge about the MP3 players and their brands , there are several less unknown 
brands in the market and most of the time the respondents didn’t have the opportunity to test 
the product before purchase.  As one of the respondents mentioned: “I chose Sony because 
they usually manufacture products of good quality”; 
Most of the time the respondents evaluate the product after that it has been purchased or used. 
This is highly characteristic for the low involvement hierarchy. One can argue that the low 
involvement hierarchy is actually the rational action. The respondents had limited possibilities 
to examine the MP3 player and therefore rely on reliable brands to ensure good quality. 
 
The study has also shown that it is very important to take the emotional aspects towards an 
MP3 player too. A large number of respondents bought an MP3 player based on their 
emotional reactions. Many respondents mentioned that the design of the MP3 player is very 
important for them, even finding IPOD being something else than an MP3 player shows the 
impact of emotions on the respondents. It can be seen as an indication on how they have been 
affected by advertising. 
 
Although we have described the three levels of emotional responses separately, most of the 
experiences involve all three. For instance as mentioned earlier the visceral level are often 
similar for everyone but, it is difficult to distinguish it from the two others (behavioral and 
reflective), because we can learn to like things that we dislike, as a young person you could 
dislike dishes that you’ll enjoy when you become  older e.g. (alcoholic drinks, coffee, etc). 
 

                                                 
2 Lemons are a fraise used in microeconomic describing a market situation where the consumers can’t 
distinguish between the products. And the bad product (lemon) causes the average value of the commodity to 
decreases even for those of good quality. 
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In rare cases where the three levels of emotional responses existed separately, it derives from 
the reflective level rather than the behavioral or visceral. Consequently you could say that 
both visceral and behavioral level of emotional responses influence the reflective level of 
responses. For example when the respondents bought an MP3 player which hade an appealing 
look (visceral), they even concluded that their friends will probably find it appealing and good 
too. Here the subconscious mind, where the visceral and behavioral level origins from, affect 
the conscious-mind (the reflective level of emotional responses).  
 
From a consumer perspective the most important factors for appealing MP3 players are price, 
size and aesthetics. Of course the sound quality and memory size are important factors, but 
they only have negative affect if not measuring up to the consumers expectation. Basically the 
consumer expects the MP3 player to have sufficient memory and sound quality otherwise it’s 
a disappointing product. In other words; from a consumer perspective the factors price, size 
and aesthetics elevates the MP3 player, while low memory and bad sound quality depreciate 
and most likely excludes the MP3 player in comparison with other MP3 players. 
 
The contribution to the academic field is that from a consumer perspective, appealing 
aesthetics elevates the product and poor functionality depreciates or eliminates the product. 
Brands assure the consumers that there products aren’t of poor quality, thus the consumer 
regards the MP3 player as an option; takes it in consideration during the purchase situation. 
 
The result of this research is summarized as following, depicted in figure 2 consumer 
evaluation set, below. In order for a customer to take an MP3 player in consideration 
(Prospect set), it first has to pass the consumers requirements on functionality and Brand, e.g. 
functionality could be memory size, radio, built in microphone, while brand reassure good 
quality and popularity. Of course the significance of the Discard set factors are different from 
customer to customer, some may be very strict on popularity and only consider IPOD, 
Prospect set, while others could reason that they want 512 Mb of memory and a well known 
brand or simply don’t care about brand. The customer finally chooses the MP3 player form 
the Prospect set based on Aesthetics, price and size. 
 
 

Discarded Set 
Functionality & Brand 

Prospect Set 
Aesthetics, price, size 

Figure 4 Consumer Evaluation Set 
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7 Future work and Critique 
 
Conduct a quantitative study verifying the reliability of this study. 
 
The respondents didn’t have any chance to examine the MP3 players at purchase situation. 
This affects the outcome of this thesis, if the respondents had the possibility to experience the 
product fully, the outcome would most likely be different. One can speculate that the 
relationship between expectation and functionality, and the significances of brand as quality 
assuring, would be changed. 
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9 Appendices – Interview guide lines 
 
Interview guide lines 
 
Before purchase situation 
 
Did you by your MP3 player or received it as a gift? 
Bought    Gift  

If you received it as a gift, did you choose the model? 
Yes   No  

 
How many MP3 players have you had? ____ 
 
ABC 
Why did you choose this specific model? 
 
 
 
 
The respondent purchase decision can be classified as! 
Standard learning  Low involvement  Experiential  
 
 
Three levels of emotional response 
 
Did you at first impression find any other MP3 player more appealing? 
Yes  No  
 

If yeas, what was appealing? 
________________________________ 
________________________________ 
________________________________ 

 
How come you choose your MP3 player? 
 
 
 
 
 
How is it to use (sound, charging, battery time, menu system, handy (to use and wear))? 
 
 
 
 
How many of you friend have an MP3 player ?___ 
 
How does it fit in your life style? 
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Where there any other models you where considering to buy? 
 
 
 
 
Do you bring your MP3 player every where? 
Yes  No  
 
If you forget the MP3 player at home do you go back to get it? 
 
 
 
 
 
What are your feelings fore your MP3 player? 
 
 
 
 
 
After 
 
Are you satisfied with your choose?  
 
What are the pros and cons of your MP3 player? 
 
If you where to by an MP3 player today, which one would you choose? 
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