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Abstract                                                                                                                                                               .
Key drivers affecting consumer purchase decisions in the mobile communication market could be of prime interest to manufacturers, retailers, and marketers. Detailed information about these important factors could influence a companies’ sales, profits, and future developments. In this study we examine the relationship between product design, applications, and product quality, and the way in which consumers purchases mobile communication devices in the mobile communication market. This study has to result in useful information, results, conclusions, and recommendations. Especially with the innovations of the  fourth generation (4G) of mobile communication devices, that are likely to emerge with the roll out of the fourth generation of mobile communication devices.

The purpose of this study is to emphasize the importance of knowledge about these important factors affecting consumer purchase decisions. And to better understand consumer buying behaviour, the buyer decision process, and the adoption process of new technologies and innovations. After reading this study you should have a clear impression of the most important factors, for consumers choosing a mobile communication device. But it should also be clear whether consumers in mobile communication are ready for new innovations which will be developed in the near future. A good understanding of consumer buying behaviour and the decision process in the mobile communication market could help companies to be more successful. With this study we want to test whether manufacturers still analyze the needs of consumers, and then make decisions to satisfy those needs better than the competition. 
This study provides an analysis of the most important factors affecting consumer purchase decisions in this market. Our results provide empirical support for the role of product design, applications, and product quality on consumer purchase decisions. These factors seems to be important drivers for consumer purchase decisions in the mobile communication market. At first sight, some factors seems to be less important. But when you look at the interaction effect of these factors on a specific brand name or a specific age category, they seems to be very important. Each of these brands have other features which increase the likelihood that consumers purchase a specific mobile communication device. A brand name and an operating system are factors that positively influence purchase decisions. Internet is also a very important factor. Innovations of next generations of mobile communication devices, will give the mobile communication market the ability to become a World Wide Wireless Web in the near future.     
This study will give you detailed information about how a consumer purchases a mobile communication device. You will be able to identify the most important factors affecting purchase decisions for each of the brands and age categories in this study. We discuss the theoretical contribution and strategic insights of this the study for product designers, retailers and marketers. This should  provide them with a guideline about consumer purchase decisions. This will give them the ability to anticipate better on this behaviour in the near future.  The most important application of this study is for predictive purposes in estimating the most important factors affecting consumer purchase decisions for mobile communication devices.
1. Introduction                                                                                                                                                    .                
As telecommunications move into an era where the distinction between voice, video, and data will be

blurred, convergence of communications, information, entertainment, and commerce, will lay the foundation for the development of the information society. Over the last five years, there have been a number of significant developments in multimedia computing power, the Internet, IP-based services, and satellite mobile communications. Many organizations within the communications industries are now looking to identify and capitalize on the promise of new market opportunities in multimedia, created by these developments (Pagani 2004). Greater pressure on time, and the need for flexibility and responsiveness in business, will lead to a growing demand for access to these services, anytime, anywhere. To meet the evolving needs of customers, and to capture the opportunity which this evolution represents, the mobile communication industry is looking to better understand and develop a new fourth generation of mobile technology. This by delivering voice, graphics, video, and other broadband information directly to the user, regardless of location or network.
In business literature there are many examples that highlight the importance of consumer buying behaviour and the acceptance of innovations. The high amount of academic articles on this topic makes clear that this topic has received a lot of attention (Ajzen, Fishbein 1980; Assael 1987; Davis 1989 et al). One of the most consistent patterns in business is the failure of leading companies to stay at the top of their industries, when technologies or markets change (Bower, Christensen 1995). Nevertheless, the overwhelming choice options, innovations, and new applications, make it difficult for consumers to choose between the large amount of  products available in the mobile communication market. Manufacturers of mobile communication devices invest billions in new innovations, applications, and data standards, and innovations and technologies are introduced to this market rapidly (United Nations Department of Economic and Social Affairs 2009). In competitive markets, such as the mobile communication market, the best and strongest companies will grow and maintain profitability over the long term. Companies achieve this through successfully developing a steady stream of new products and services. What happens when customers reject a new technology, product concept, or way of doing business because it does not address their needs as effectively as a company’s current approach? In some instances, notably in emerging markets, an internally driven process may produce successful products. In most situations, however, investigating customer needs is critical to a project’s successful outcome (Bowen, Clark, Dolan et al 1994). In this circumstances, it seems to be that these consumers are likely to be influenced.  Many factors may positively or negatively influence consumers purchase decisions of mobile communication devices. But with this study we particular want to examine the effect of product design, applications, and product quality. Each aspect has its own set of attributes and levels, and we want to examine the importance of these features. For manufacturers, retailers, and marketers it is very important to know how they can positively influence these key drivers affecting consumer buying behaviour, and the process of acceptance of innovations and technologies. Therefore, the problem definition of this study is: 
“What are the key factors affecting consumer purchase decisions in the mobile communication market?” 
In particular, this study addresses the following three research questions: 

1. What is the effect of product design on consumer purchase decisions?

2. What is the effect of applications on consumer purchase decisions? 

3. What is the effect of product quality on consumer purchase decisions? 

With this study we want to show the process of consumer purchases decision in the mobile communication market. We want to determine the factors which are of most interest in this buying behaviour. And we also want to determine the differences between brand names and age categories. This study should give insight in what a customer really wants, and how to satisfy those needs best, to positively  influence consumer buying behaviour. This should provide manufacturers, retailers, and marketers in the mobile communication market with valuable information about their consumers. Each segment of consumers has its own characteristics, and should have different marketing approaches. With this study as a guideline, manufacturers, retailers, and marketers should be able to identify the most important factors for each of the different segments. It is not easy to predict a relevant subset of possible predictors for consumer purchase decisions in this market. Therefore, we want to create a more substantive, theory based research, and a deeper understanding of consumer purchase decisions within the mobile communication market. With this study, as a guideline, manufacturers, retailers, and marketers could determine which features a mobile communication device should have to be successful. And how these mobile communication devices should be priced best.
This study starts with an overview of the most important developments in the mobile communication market. This overview shows the most important developments from the first generation of mobile communication devices, till the fourth generation of mobile communication devices. Then we present a literature study about consumer buying behaviour, the buyer decision process, and the acceptance of innovations. We continue with the general effects of product design, applications, and product quality on consumer purchase decisions.  In the third part of this study we present a conjoint analysis and show how we have gathered data on 100 individuals. The orthogonal design generated a data file containing an orthogonal main-effects design, that permits the statistical testing of several factors without testing every combination of factor levels. We have collected data by asking respondents to rate the likelihood that they would buy a specific mobile communication device. In the last section of this study we present our results and conclusions, and try to answer the three research questions. We end up with the implications of our study, and outline our limitations and future research directions. 
2. Conceptual background                                                                                                                                 .                                                                                                                                                                                                                                           
2.1 Developments in the mobile communication market
The mobile communication market is a very dynamic market. Twenty years ago, only a few businessmen were using heavy expensive mobile phones. Nowadays, to get in touch with someone who is on the move is not a problem anymore, since almost everybody has a mobile communication device. Now, multimedia services are under development and introduced to consumers (CBS 2009). Therefore, it is important to start with an overview of this dynamic mobile communication market. 
Due to the enormous trend and rapid growth of the internet, communication systems will be developed to optimize these multimedia services. Communication systems has evolved since the time of the first generation of mobile devices. There have been different generations of data communication throughout the years. The market for mobile communication is a fast changing market, and new innovations and technologies are introduced by manufacturers rapidly. Experts have classified the data communication technologies on basis of a time frame as: The first generation (1G), the second generation (2G), the third generation (3G), and the fourth generation (4G) and beyond, as shown in figure 1.
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 Figure 1: Timeline of the four generations of mobile communication devices.
The focus of this study is on the third and fourth generation of data communication technologies. But it is important to show the foundation of these generations. The 0G Networks represents the first generation of mobile communication devices. In the first generations, the communication industry focused exclusively on local cellular solutions, with few compatible systems. It was clear that there would be an escalating demand for a technology that facilitated flexible and reliable mobile communications. The problem was a lack of capacity, and by the early 1990s it was clear that analog technologies would not be able to keep up with consumer demand. In this fast changing market, the needs of people have been given low priority by manufacturers and network operators (Netpanel Ruigrok 2004). The earliest technologies, also called the first generation (1G) of mobile phones, are considered to be the first analog cellular systems and were often prone to interference. It provided facilities of making voice calls and text messages. The greatest disadvantage of this first generation was that it only allowed to contact within the premises of a particular nation. And there was no or very little security as the data was transferred. This data standard delivered data at a slow rate of 9.6 Kbytes/sec. Figure 2 shows the mobility and speed of the different generations of mobile communication devices. With the introduction of the second generation (2G) of mobile communication devices, several innovations and technologies became possible. This was the beginning of mobile internet. The next development was to provide access to text based information services like the wireless application protocol (WAP). The mobile data standards were general packet radio service (GPRS), and enhanced data rates for GSM evolution (EDGE). These standards were high speed packet data technologies providing data transmission speeds of up to 100 Kbit/s. This was suited for frequent transmissions of small amounts of data. The 2.5G Network was a mid generation which could provide data rates up to 144 kbps. This generation was introduced mainly for involving bandwidth technology in addition to the existing 2G generation. This enabled the delivery of basic data services like text messaging. With the 2.75G Network it was possible to watch streaming video, and download mp3 files faster. In the third generation (3G,) or wideband mobile communication, consumers are using internet services like UMTS and HSDPA. This is a generation of mobile telecommunication systems which provide high speed access to the internet with data rates of up to 2 Mbit/s. This permit the transmission of videos. The third generation is designed to overcome all the limitations of previous technologies. In this, the 3G Wide Band Wireless Network is used to increase the clarity giving the perfection like that of a real conversation. One of the major positive points of UMTS is its global roaming capabilities, and speed which is 3 times faster than the GSM. The 3.5G or 3G+ network is also called HSDPA. It is today’s standard and it provides data rates anywhere between 7.2 and 14.4 Mbps. Downloading an mp3 file would take about some seconds instead of minutes.
The fourth generation (4G), or broadband mobile communication, is already coming up and users of mobile communication devices will use new data standards like the International Mobile Telecommunications Advanced and WiMax in the near future. Plans for the fourth generation systems are beginning to be discussed publicly, and plans are for these systems to be globally operational by 2011. The fourth generation could be ready for implementation around 2012. The term also has become shorthand for Internet everywhere, a high-speed wireless network that gives speeds similar to fibre. This will enable business applications and personalized consumer services. Harri Honkasalo, the director of IPR for Nokia Corporation, states that “4G should support at least 100 Mbps peak rates in full-mobility wide area coverage and 1Gbps in low-mobility local area coverage”. The speeds of 3G can be up to 15Mbps, which is much slower than the speeds of 4G. Mobile broadband will grow at a rate three times that of fixed broadband, which expects to grow at 9% through 2014. 
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Figure 2: Mobility and speed of the different Generations of mobile communication devices.
By then, mobile broadband will be about 30% of fixed broad band’s size (Pyramid Research 2009). The future fifth generation (5G) network would be a real wireless world (WWWW: World Wide Wireless Web). The idea of World Wide Wireless Web emerged from 4G technologies. The following evolution will be based on 4G that will boost a real wireless world. Thus, the fifth generation should make important differences and add more services and benefits than the fourth generation. The fifth generation should become a more intelligent technology that interconnects the entire world without limits.

Innovations of mobile communication standards has been very active. We can conclude that the speed of data has increased rapidly the last decade. There were many new applications possible because of these innovations and technologies. Up to the second generation of mobile communication devices speed was necessary to meet the demands of new applications. But now in the third generation, speed has reached high levels. And even though the capacity of the third generation network is not used completely, innovations by manufacturers keep coming (United Nations Department of Economic and Social Affairs). Today’s customers are overwhelmed by the large number of innovations and technologies. All these products and innovations seems great for manufacturers, retailers, and marketers, but how do consumers think about it? What are the factors which are determining a successful new product or innovation? Therefore, it is important to discuss the process of consumer buying behaviour and the decision process.  
2.2 Consumer buying behaviour and the buyer decisions process
This study continues with general information about consumer buying behaviour and the buyer decision process, which is a complex issue. Understanding this behaviour is important for determining the most important factors affecting purchase decisions. It is very important to be acquainted with the process of consumer purchase decisions. The central question should be how consumers respond to various marketing stimuli. Manufacturers, retailers, or marketers that really understands how consumers will respond to different product features, prices, and advertising appeals, could have a great advantage over its competitors. They have to figure out what is in the buyer’s black box, and why people are driven by particular needs at particular times. 
Consumer buying behaviour is the buying behaviour of final consumers, individuals, and households, who buy products and services for personal consumption. Buying behaviour is not simple, and as complicated as it is, understanding this buyer behaviour is essential to marketing management in the mobile communication market (Kotler, Armstrong, Saunders, Wong 1996). There are several models of consumer buying behaviour. Therefore, companies and academics have heavily researched the relationship between marketing stimuli and consumer responses. Their starting point is the stimulus-response model of buying behaviour, as shown in figure 3 (Howard, Sheth 1969). This figure shows that marketing and other stimuli enter the consumer’s black box and produce certain responses. 
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Figure 3: Stimulus response model of buyer behaviour.
Consumer’s purchases are influenced strongly by cultural, social, personal and psychological characteristics. For the most part, manufacturers, retailers, and marketers cannot control such factors, but they must take them into account. Maslow sought to explain why people are driven by particular needs at particular times with his theory of motivation. Maslow states that human needs are arranged in a hierarchy, from the most pressing to the least pressing. In order of importance there are physiological needs, safety needs, social needs, esteem needs, cognitive needs, aesthetic needs, and self-actualisation needs. A person tries to satisfy the most important need first. When that important need is satisfied, it will stop being a motivator and the person will then try to satisfy the next most important need. In mobile communication there are different levels of needs that can be distinguished. A mobile communication device can serve as protection to fulfil safety needs. On the other hand it can be perceived as a status symbol, and this is where innovations and new technologies come in. The consumer’s choice results from the complex interplay of cultural, social, personal and psychological factors which is also called the consumer decision process (Maslow 1970). Although the manufacturer, retailer, or marketer cannot influence many of these factors, they can be useful in identifying interested buyers, and in shaping products and appeals, to serve their needs better. Manufacturers, retailers, and marketers have to be extremely careful in analysing consumer behaviour. Consumers often turn down what appears to be a winning offer, which is an important assumption. There are several Types of buying decision behaviour. Consumer decision making varies with the type of buying decision. More complex decisions usually involve more buying participants and more buyer deliberation. Figure 4 shows the four types of consumer buying behaviour, based on the degree of buyer involvement and the degree of differences among brands (Assael 1985). 

	
	High involvement
	Low involvement

	Significant differences between brands
	Complex buying behaviour
	Variety-seeking buying behaviour

	Few differences between brands
	Dissonance-reducing buying behaviour
	Habitual buying behaviour


Figure 4: Four types of consumer buying behaviour.
Complex buying behaviour. Consumers undertake complex buying behaviour when they are highly involved in a purchase and perceive significant differences among brands, or when the product is expensive, risky, purchased infrequently and highly self-expressive. The buyer will pass through a learning process, first developing attitudes, and then making a thoughtful purchase choice. Dissonance-reducing buying behaviour. Dissonance-reducing buying behaviour occurs when consumers are highly involved with an expensive, infrequent or risky purchase, but see little difference among brands. Habitual buying behaviour. This kind of behaviour occurs under conditions of low consumer involvement and little significant brand difference. Variety-seeking buying behaviour. Consumers undertake variety-seeking buying behaviour in situations characterised by low consumer involvement, but significant perceived brand differences. In such cases, consumers often do a lot of brand switching. This study contributes to the segmentation of consumers in the mobile communication market. This may help to identify the most important factors affecting purchase decisions. This may lead to a an increased acceptance of innovative products, services, and new technologies in the mobile communication market.
Most large companies studies consumer buying decisions in great detail to answer questions about what, where, how, how much, when, and why consumers buy products. It is very important to study consumer purchase decisions and to find answers to these questions. The stages that buyers pass through to reach a buying decision are shown in figure 5 (Rogers 1995). The buying process starts with need recognition, the buyer recognises a problem or need. The buyer senses a difference between this actual state and some desired state. The need can be triggered by internal stimuli when one of the person’s normal needs, rises to a level high enough to become a drive. A need can also be triggered by external stimuli. The second stage of the buyer decision process is information search. An aroused consumer may or may not search for more information. If the consumer’s drive is strong and a satisfying product is near at hand, the consumer is likely to buy it.
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If not, the consumer may simply store the need in memory or undertake an information search related to the need. At one level, the consumer may simply enter heightened attention or may go into active information search. The third stage is the evaluation of alternatives, how the consumer choose among the brands? In this stage of the buyer decision process consumers are using information to evaluate alternative brands in the choice set. Basic concepts help explain consumers evaluation processes. First, we assume that each consumer is trying to satisfy some need, and is looking for certain benefits that can be acquired by buying a product or service. Further, each consumer sees a product as a bundle of product attributes with varying capacities for delivering these benefits and satisfying the need. Second the consumer will attach different degrees of importance to each attribute. A distinct can be drawn between the importance of an attribute and its salience.
Figure 5: The buying process
Third, the consumer is likely to develop a set of brand beliefs about where each brand stands on each attribute. This is also known as brand image. Fourth, the consumer is assumed to have a utility function for each attribute. The utility function shows how the consumer expects total product satisfaction to vary with different levels of different attributes. Fifth, the consumer arrives at attitudes towards the different brands through some evaluation procedure. In the evaluation stage, the consumer ranks brands and forms purchase intentions (Kotler, Armstrong, Saunders, Wong 1995). After purchasing the product, the consumer will be satisfied or dissatisfied and will engage in post purchase behaviour. In this stage of the buyer decision process consumers take further action after purchase based on their satisfaction or dissatisfaction. What determines whether the buyer is satisfied or dissatisfied with a purchase? The answer lies in the relationship between the consumer’s expectations and the product’s perceived performance. This can influence future purchase decisions of mobile communication devices. By understanding the various participants in the buying process and the strongest influences on their buying behaviour, the manufacturer, retailer, or marketer can develop an effective programme to support an attractive offer to the market. This could influence consumer purchase decisions. Buyers may pass quickly or slowly through these stages and some of the stages may even be reversed. Much depends on the nature of the buyer, the product, and the buying situation. But if consumers want to purchase new products, it is important to know how they accept innovations and new technologies. 
2.3 The acceptance of  innovations                                                                                                               
The adoption process of innovations is defined as the mental process through which an individual passes from first learning about an innovation to final adoption. Adoption is the decision by an individual to become a regular user of the product. We want to identify the attributes of acceptance that are relatively internal to an individual’s ultimate decision to use a new product or innovation, or to reject the innovation. One result of examining the broad context of the acceptance of innovation is that it illuminates the difficulties of achieving a detailed understanding of user acceptance. There are many factors that are clearly important, many other factors of indeterminate importance, and there are many conditions that appears to influence whether and how a given factor applies in a specific situation. Beyond the identification of potentially discrete categories and markets, it is also clear that different factors may affect different aspects of the acceptance of innovation and new technologies.
The technology acceptance model is one of the most influential extensions of the theory of reasoned action (Ajzen, Fishbein 1980), and was developed by Davis and Bagozzi (Bagozzi et al. 1992; Davis et al. 1989). The technology acceptance model replaces many of the theory of reasoned action attitude measures with two technology acceptance measures. The two acceptance measures are: Ease of use, and usefulness. Both theories assume that when someone forms an intention to act, that they will be free to act without limitation. But there are many constraints such as limited ability, time constraints, environmental or organisational limits, or unconscious habits which will limit freedom to act (Bagozzi et al. 1992). For manufacturers, retailers, and marketers of mobile communication devices, it is essential to get insight in the attitude of consumer segments towards communication innovations. The technology acceptance model states that innovations of mobile communication devices has to be useful, and easy to use. 
The theory of Ryan and Gross (1943) classify people in different categories. These categories formulate characteristics of each segment. The practical relevance of these segments, and especially the characteristics of these segments within the topic of mobile communication, consists of the ability to develop different marketing approaches for each segment. This is valuable for manufacturers, retailers, and marketers in the mobile communication market. There can be distinguished  and classified five different groups or segments in the curve which could be used for technology adoption. The five categories are the innovators, the early adopters, the early majority, the late majority, and the laggards (Ryan, Gross 1943). Another theory, that is strongly related to this theory is the theory of Moore (Moore 1991). Moore also divides the curve into five different groups, the area of each segment corresponds roughly to the percentage of people who fit its profile. The five groups are: The technology the enthusiasts, the visionaries, the pragmatists, the conservatives, and the sceptics. The adoption categories of both theories are shown in figure 6. These five groups can be compared with the segments defined by Ryan & Gross and is especially relabelled for High-Tech industries such as the mobile communication market. Therefore we only focus on the theory of Moore. The problem of Moore’s Crossing the Chasm is that the visionaries are in fact no good references for the pragmatists. They provide tales of heroics , not stories of smooth, predictable adoption. Pragmatists want references from other pragmatists and want a safe buy from the market leader, but there isn't one yet. Crossing the Chasm is about getting the first toehold in the pragmatist market. We want to discuss these five categories because they are important for the mobile communication market. 
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Figure 6: Adoption categories of Ryan & Gross (1943) and Moore (1983).
Technology enthusiasts. These individuals have the desire to explore, technology is very important. Any new High-Tech technology product is good, and they help the seller substantially to get the product into the marketplace. The technology enthusiasts play the important role of gatekeepers, with the introduction of a new product or innovation. They provide access to the next segment of buyers.
Visionaries. These individuals tend to work via custom projects and have the desire to explore the new capability. They are basically funding developments of the product so that it matches their needs. Development must perform a careful balancing act here. The visionary will not care if the product is completely useless. In fact, because visionaries are in a hurry, they absolutely do not want to waste time on work that's unnecessary. But a company, using marketing, must identify what can later be productized and developed. It is also easy to lose control of the product's core infrastructure. If a company does, it may never be able to achieve the robustness and generality that the pragmatists will later require, not without a complete rewrite, which you probably won't be able to afford in the chasm between the early market and the mainstream market. Both groups are not bothered by the fact that the product doesn't work and are willing to make it work.

Pragmatists. These individuals want a whole product that works and are not enthusiast about technologies because they are more evolutionaries than revolutionaries. They adopt innovations only after a proven track record of useful productivity improvement. A product in isolation will probably not solve a pragmatist's problem. It must be supplemented by services and auxiliary products, typically provided by other companies. If there is customization needed, they want to find third parties who can do it for them. In short, they do not just want a product, they want a 100% solution to their problems. If they get the 80% that delighted the visionary, they feel cheated and tell the pragmatist in the next category about it. If they are convinced they prefer to buy from a market leader. For a manufacturer of mobile communication devices, this means increased architectural attention to interfaces with the outside world. 
Conservatives. These individuals are price sensitive, sceptical, and very demanding. They buy products because they really have no choice. They want products that are cheap and do their job as unobtrusively as possible. They are not reassured by the existence of books about the product, because it implies the product is not simple enough to use. They are pessimistic about their ability to gain any value from technology investments. This is a untapped opportunity for High-Tech products. The key to win their business is to simplify and commoditize products to the point where they just work.

Sceptics. These individuals are not going to buy, and are the ever present critics. They have the tendency to talk other people out of buying. Manufacturers, retailers, and marketers should not have the goal to sell to these sceptics, but they should rather sell around them attracting other individuals.  

The technology adoption process is supposed to go from left to right. The technology enthusiasts fiddle with a technology to discover if it is real. If it is, they tell the visionaries. The visionaries then will pass the good word on to the pragmatists. When a company is the market leader among the pragmatists, it is possible to make money like mapped in a business plan. 
The use of electronic equipment, such as mobile communication devices, is not easy for everybody. Despite of promises of manufacturers, a lot of elderly people (56+) struggle with the installation and use of  technological devices. Especially when it concerns complex devices such as mobile communication devices, or a personal computer. (ANBO, PCOB, Unie KBO 2005). In many cases elderly get confused using the manual, besides that the installation of new devices is a source of complaints. Many devices are not user friendly and have a too small display and too many and too small buttons. The research shows that elderly primary focus on simplicity and functionality, especially when it concerns mobile phones, the design of a device is of less importance. The complexity of new technology results in a decrease of the acceptance of new technology among elderly. The relationship of elderly and the acceptance of innovations is a relationship that is mentioned before in the model of Mackie and Wylie (1988). Different studies have claimed that males are favourably disposed towards communication technologies, whereas women are rather sceptical and tend to stay on the sidelines. Computers have often emerged as the realm of men, while access by women was rather limited. Other studies support the view that: The gender differences in the use of communication technologies are largely the result of content, structure and social environment (Mundorf, Westin, Dholakia 1992). Greater familiarity with technologies, which facilitate interpersonal communication, indicates that in using technology, women are geared more towards the enhancement of interpersonal communication. Men seem to be more interested in technology for its own sake, focusing on the latest trends and enhancements. As a result, men demonstrate less awareness of the possible downfalls of technology, and its dehumanizing capabilities. 
We have discussed consumer buying behaviour, the buyer decision process, and the acceptance of innovations. Before we give detailed information about purchase decisions, this study continues with examining  the general effects of product design, applications, and product quality, on consumer purchase decisions. To answer the three research questions, we want to discuss the literature about these three factors. First we start with the relationship between design, and consumer purchase decisions in the mobile communication market. 

2.4 The effect of Design on consumer purchase decisions

Companies in the mobile communication market that introduce new technologies are the most likely to flourish. Therefore they spend a large amount of money on making better products. Studies have shown that new innovations fail at a unexpected rate. Many people blame these misses on insufficient products. The reality is not as simple as that. These products that consumers reject often do offer improvements over existing products. This failure of products is a consequence of the fact that new products force consumers to change their behavior. Many products fail because people irrationally overvalue the benefits of the products they own, over the products they do not own. And at the same time manufacturers overvalue their own innovations and products, which leads to a serious conflict. Studies have shown that there is a mismatch between what innovators think consumers want, and what consumers want themselves (Sellers, Buyers 2004). 

Many customers also take a more active role in their purchase decisions, and prefer detailed data of  mobile communication devices. In general, we expect that designs are more preferred and will increase sales if their characteristics match customers’ cognitive styles. A cognitive style is a persons’ preferred way of gathering, processing, and evaluating information (Hayes, Allinson 1998) and can be identified as individual differences in how we perceive, think, solve problems, learn, and relate to others (Witkin et al. 1977). A persons’ cognitive style is fixed early on in life and is thought to be deeply pervasive. It is a relatively fixed aspect of learning performance (Riding, Rayner 1998). These are elements that manufacturers, retailers, and marketers should take into account.
Consumers of mobile communication devices often use both objective and subjective criteria to evaluate a product. For example, mobile communication device users may evaluate a mobile device on the basis of not only its objective attributes, such as price and type of display, but also its subjective characteristics, such as ease of use, image, social influences, or usefulness of a mobile communication device. Traditionally, most consumer preference elicitation models, such as conjoint models, view a product as a bundle of objective attributes. The implicit assumption is that consumer preference is solely a function of these attributes. The advantage of considering only the objective attributes is that the values of these attributes are the same for everyone. As a result, firms can collect consumers’ responses to a set of hypothetical product concepts quantified by these attributes. However, focusing only on these objective attributes can be insufficient. For example, in addition to price and features, the determinant factors of a mobile communication device purchase, may include qualitative characteristics such as whether the mobile communication device is perceived as comfortable to use. These qualitative perceptions are also known as subjective characteristics (Luo, Kannan, Ratchford 2008). In many purchase situations, both groups of factors contribute to the overall  attractiveness of a product. From a theoretical perspective, a particular obstacle is that consumers’ perceptions of the subjective characteristics often depend on a complex set of factors that can be different for different people. For example, people may have different views as to what is emotionally appealing, comfortable, or easy to use. Designers and marketing researchers have long recognized that consumers’ perceptions of subjective characteristics exert an important influence on their product evaluations (Srinivasan, Lovejoy, Beach 1997; Yamamoto, Lambert 1994). In the mobile communication market, many consumers prefer to touch and feel a product before purchasing it (Lawton 2006). In general, the levels of these subjective characteristics are inferred by consumers, and their values on the measurement scales can vary substantially across consumers. This study will only focus on objective attributes, such as price and features.

Manufacturers considering to improve  its product attributes, would be interested in the dollar value the market attaches to any potential product modification (Ofek, Srinivasan 2002). Looking at competition from other brands, the potential for market expansion, and heterogeneity in customer preference structures, they derive a measure of market value such that the comparison of the measure against the incremental unit cost of the attribute improvement is key in deciding whether or not the attribute improvement is profitable. In the mobile communication market, companies often desire to modify their product attributes. Evolving consumer preferences, advances in technological capabilities, changes in manufacturing costs, and competition from other brands, drive firms to consider improving product characteristics. While some companies attempt to develop radically innovative products, new product activity often involves the modification of an existing product. Typically, value adding modifications entail offering more of a desirable attribute or less of an undesirable one. 

Firms also design products that appeal to consumers and are likely to produce (Michalek, Feinberg, Papalambros 2005). The resulting marketing and engineering design goals are driven by consumer preferences and engineering capabilities. This are two issues that conveniently are addressed in isolation from one another. This convenient isolation, however, typically will not result in optimal product decisions when the two problems are interrelated. Results indicate that the most profitable achievable product can fall short of predictions based on marketing alone but well ahead of what engineering may produce based on original marketing target specifications. From the perspective of the manufacturer, marketing and engineering design ideally work together to achieve a common goal. They want to create the product with greatest value for the company. Marketing methods must learn to take note not only of costly designs, but also of entirely infeasible ones. Determining which product characteristic combinations are infeasible can be exceptionally difficult, even when producing only a single product. Even if infeasible combinations are eliminated in conjoint questions, optimal designs still may be infeasible. This allows marketing and engineering designs to formulate their own sub models, using methods most familiar to each. If a joint decisions is optimality reached, this will guarantee better profitability than the suboptimal solutions achieved by solving the engineering design and marketing design problems sequentially.
Therefore, we expect design to have a positive and significant effect on consumer purchase decisions. 
2.5 The effect of applications on consumer purchase decisions
In this section we examine the relationship between applications, and consumer purchase decisions. Many systems are composed of complementary and interdependent products. Prior literature on indirect network effects has argued that in system markets, sales of the primary product such as a mobile communication device, which is often referred to as hardware, largely depend on the availability of complementary products such as applications, which is often referred to as software. Mathematical and empirical analyses have almost exclusively operationalized software availability as software quantity. Applications that has a disproportionately large effect on sales and are of exceptionally high quality are called superstars. One in every five buyers of a superstar application also purchases the hardware required to use the software. Software type does not consistently alter this effect. The findings we need to account for superstar returns and their decaying effect over time, beyond a mere software quantity effect. Manufacturers of mobile communication devices should maintain a steady flow of superstar introductions. The positive effect of a superstar lasts only five months and, if need be, make side payments to software firms because superstars dramatically increase hardware sales. Mobile communication manufacturers’ exclusivity over superstars does not provide an extra boost to their own sales, but it takes away an opportunity for competing manufacturers to increase their sales (Binken, Stremersch 2009).
The applications possess unique and superior attributes or skills that command a disproportionately large payoff. Furthermore do these superstar applications make it hard for the competitors to copy the quality of these software. However it is hard to assess if a product will be a superstar before it will enter the market. There is a monotonic increasing returns relationship between software quality and software unit sales. The scarcity of high quality products result in increasing returns to quality. Because these superstars are so desirable, they can easily trigger the adoption of the system by consumers. If superstars display increasing returns from software unit sales, then we may expect superstars in system markets, to display increasing returns from software quality to hardware unit sales. In many system markets software only has a limited life expectancy, which limits the sales potential (Binken, Stremersch 2009).

The introduction of superstar applications has a significant and positive effect on the sales of the mobile communication devices, especially for the first 5 months. Furthermore,  a superstar increases unit sales of the hardware by 14%. Superstars which are exclusively for one brand, increase hardware unit sales with 16%, while non-exclusive superstars increase hardware unit sales with only 9%. Original superstar applications increase hardware sales with 12% while superstar application sequels increase hardware sales with 16%. Superstar software sale peak during introduction and then slowly decreases. This is probably because of relative slower diffusion of information among non-adopters, compared to adopters. Companies within the mobile communication market have to convince consumers that their application is not a fluke. As superstars display increasing returns to software quality it is advisable for manufacturers, retailers, and marketers not to rush and produce a me-too product. They should increase the quality and make a superstar application. Both hardware and software manufacturers should carefully examine the role super stars play in their industry, as superstars applications affect both software and hardware sales. 
Therefore, we expect applications to have a positive and significant effect on consumer purchase decisions. 

2.6 The effect of product quality on consumer purchase decisions

In this section we examine the relationship between product quality, and consumer purchase decisions. If a consumer is considering to purchase a new mobile communication device that is being advertised a great deal by a relatively new company, should this consumer interpret the high volume of advertising as informative about the quality of the mobile communication device? And if a new manufacturer of mobile communication devices is offering a low introductory price, should this low price be interpreted as evidence of low quality? Different parties to a transaction often have different amounts of information regarding the transaction. This information asymmetry has implications for the terms of the transaction and the relationship between the parties. Because of its central role in consumer purchase decisions, there could be uncertainty about the quality of the product provided by manufacturers of mobile communication devices. Quality signals can be transmitted in many forms, including brand name, price, or warranty. These factors represent fundamental choices that manufacturers, retailers, and marketers make (Kirmani, Rao 2000). Quality sensitive consumers could be unsure about the quality of a mobile communication device. Advertising expenditures, investments in brand names, and different price settings could lower the uncertainty when consumers wants to purchase new products.  This way of signaling is most useful for products whose quality is unknown before purchase, such as experience products like a mobile communication device. 

As technology in the mobile communication market advances, it becomes more feasible to load products with a large number of features such as  a large memory capacity. Each of these features individually might be perceived as useful (Thompson, Hamilton, Rust 2005). This strategy has become especially popular as new developments in the mobile communication market have enabled products to include more functions. At the same time it require less time to be manufactured and it will cost less (Freund, König, Roth 1997). However, too many features can make a product overwhelming for consumers, and difficult to use. Consumers give more weight to capability and less weight to usability before use than after use. They tend to choose overly complex products that do not maximize their satisfaction when they use them. Anecdotal evidence suggests that consumers do not use all the features of the products they buy (Ammirati 2003), and even more significantly, empirical evidence indicates that consumers may experience negative emotional reactions, such as anxiety or stress in response to product complexity (Mick, Fournier 1998). Why do consumers seems to make choices that do not maximize their long-term satisfaction? One potential reason is that consumers do not make a connection between increasing the number of product features and the difficulty of using a mobile communication device. A second reason is that consumers understand that products with more features will be more difficult to use, but because features are bundled together, they are forced to buy features they do not want in order to obtain features they do want. Finally, consumers may understand that products with more features will be more difficult to use, but they may give ease of use too little weight in their purchase decisions. Studies have showed that increasing the number of product features has a positive effect on perceived capability but a negative effect on perceived usability. Thus, whether adding desirable, important features to a product will increase or decrease utility depends on the relative weights of capability and usability in consumers’ utility functions. Consumers assign more weight to product capabilities in their evaluations before use than after use and less weight to product usability in their satisfaction ratings before use than after use. Thus, what appears to be attractive in prospect does not necessarily appear to be good in practice. When using a product, consumers may become frustrated or dissatisfied with the number of features they desired and chose before using the product. In short, mobile communication device capability may become too much of a good thing. Before using a product, consumers seem to be more focused on desirability issues, such as the product’s capabilities, and less focused on feasibility concerns, such as usability, than they are after using a product. Because different considerations are salient in expected and experienced utility, using a product can change the structure of consumers’ preferences. Such changes in preferences are significant because they suggest that consumers may not choose products that maximize their long-term satisfaction (Mick, Fournier 1998).
Choosing the number of features that maximizes initial choice results in the inclusion of too many product features. This will potentially decreasing customer lifetime value of a mobile communication device. As the emphasis on future sales increases, the optimal number of features decreases. This suggest that manufacturers of devices should consider having a larger number of more specialized products, each with a limited number of features. This instead of loading all possible features into one product. For manufacturers, retailers, and marketers, this is very important to acknowledge. 
Therefore, we expect product quality to have a positive and significant effect on consumer purchase decisions. 

3. Data and Methodology                                                                                                                                   .                                 
3.1 Data collection

In this section of our study we want to determine the effects of our three focus factors in a more comprehensive way. The most important application of this study is for predictive purposes in estimating the most important factors affecting consumer purchase decisions. The empirical setting of this study is the mobile communication device industry. This market is a very dynamic market, as shown in section 2.1 of this study. Many factors may positively or negatively influence consumers purchase decisions of mobile communication devices. The main goal of this research is to identify a hierarchy of importance of the critical factors influencing the purchase decisions of mobile communication devices. This study focuses on product design, application, and product quality. There are several reasons why we have choose this context. First, the mobile communication industry is a industry in which scientific knowledge plays a focal role. Second, there is too little information available about this subject. Third, we think managers need some guidance in examining the effect of critical factors which are influencing consumers purchase decisions. For this study, using a conjoint analysis is a sufficient method to determine the important factors affecting consumer purchase decisions in the mobile communication market. A number of (hypothetical) combinations of service elements can be formulated that will be presented to a sample of customers in the Netherlands. The methodology adopted for this research comprises two stages of analysis. The first stage is concerned with the design of the study. In this stage we selected the attributes and levels relevant to the customers decision process of purchasing a mobile communication device. The variables are derived from a preliminary pilot study on a sample of people representing the Dutch population. The second stage of this analysis focus specifically on a quantitative research conducted in the Netherlands on a population of 100 users of mobile communication devices. To collect data for this study, we conducted a questionnaire. You will find an example of the questionnaire version1 in APPENDIX A, and an example of the questionnaire version 2 in APPENDIX B. The Netherlands is a well concerned choice as it is one of the European countries with a high penetration of mobile communication devices. Respondents were asked to rate the attractiveness of a number of possible combinations of mobile communication devices to describe behaviors of purchasing such a mobile communication device. The variables influencing the purchases of mobile communication devices will be tested in this part. This will lead to an accurate estimate of customer tradeoffs between the elements.    
3.2 Attributes and Levels
To understand how a conjoint analysis works, we need to describe the products or services consistently in terms of attributes and levels in order to see what is being traded off. Any product or service can be modeled as an entity with a set of attributes. An attribute is a general feature of a product or service, say design, quality, or applications. Each attribute is then made up of specific levels. So for the attribute design, levels are a camera, a full touch screen display, and so on. By asking for enough choices, and with a good design to minimize the number of choices you need to ask, we can work out numerically how valuable each of the levels is relative to the others. This value is known as the utility of the level. We can compare across attributes to see which attributes may have the greatest impact in making a choice. Therefore, we can determine the most important attribute and measure importance by taking the relative impact of one attribute compared to the others.
In the first stage of the analysis, we conducted a preliminary pilot study on a homogeneous random sample of mobile communication device users in the Netherlands. This to better understand which factors are influencing purchase decisions of mobile communication devices. Twenty mobile communication device users were interviewed, and were asked to state the most critical factors that influence their purchase decisions in the mobile communication market. The perceived main factors, according to the random sample, influencing purchase decisions were:

- Design of a product.







- Image of the retail store.  

- Killer applications (innovations and new technologies).


- Social influences.

- Price of mobile communication device.




- Marketing stimuli.

- Brand image of the mobile communication device.



- Existing product features.

- Ease of use/usefulness. 






-Quality of the product.

We cannot study all the attributes, and we decided to focus on the three most appealing factors. Therefore, this study focuses on the following three research questions: 
1. What is the effect of product design on consumer purchase decisions?

2. What is the effect of applications on consumer purchase decisions? 

3. What is the effect of product quality on consumer purchase decisions? 

For each of the attributes we defined appropriate levels. The research primarily examined the following mobile communication device elements: internet, multimedia, business, social media, and wannahaves. These are the most important elements of a mobile communication device. Ensuring that respondents concentrate on the three research questions, they do not have to concentrate on other factors. They were asked to imagine that those other factors were less important, and to exclude them. This to ensure that only the factors that we wanted to examine were studied. For this conjoint analysis we mainly focused on the attributes and levels which are shown in figure 7. From this set of features we want to determine the most important factors affecting consumer purchase decisions in the mobile communication market. 

	ATTRIBUTES:
	LEVELS:

	 
	 

	PRODUCT DESIGN
	 

	Attribute 1: Flagship
	Yes, No

	Attribute 2: Megapixel Camera
	3 MP, 8 MP

	Attribute 3: Display
	Standard Display, Full Touch Screen

	 
	 

	APPLICATIONS
	 

	Attribute 1: HSDPA Internet
	Yes, No

	Attribute 2: Layar/Shazam/Pinpoint
	Yes, No

	Attribute 3: Ping Messaging
	Yes, No

	 
	 

	PRODUCT QUALITY
	 

	Attribute 1: Memory Capacity
	8 GB, 16 GB

	Attribute 2: Operating System
	Android, Windows Mobile, 

	 
	OS X iPhone

	 
	 

	PRICE
	 

	Attribute: Price
	100, 300, 600

	 
	 

	BRANDS
	 

	Attribute: Brand Name
	Nokia, iPhone, BlackBerry

	 
	 


Figure 7: Attributes and Levels of the conjoint analysis.


Independent variables. We measured Price of a mobile communication device as a category with three options. First, a mobile communication device could have a price of 100 euro. This is the constant price within this survey and the most cheap option. Second, a device could also be 300 euro. And the last option is a mobile communication device of 600 euro which is the most expensive option possible within this survey. We measured the design of a mobile communication device with the attributes Flagship, Camera and Display. A Flagship is a brand’s most important or prestigious cell phone in its assortment. A mobile communication device could have a 3 or 8 Megapixel Camera. The  mobile communication devices can have a standard or a full touch screen Display. We measured the quality of a mobile communication device with the attributes Memory capacity, and Operating system.  A mobile communication device could have a 8 Gigabyte or 16 GB Memory. The Operating Systems in this survey are the three most successful ones which are: android, OS X iPhone, or Windows mobile. Android is the constant operating system in this research. We measured the applications of a mobile communication device with the attributes HSDPA Internet, Layar/Shazam/Pinpoint, and Ping messaging. In this survey a mobile communication device could have HSDPA Internet, also called high speed internet, or no internet. Layar/Shazam/Pinpoint are the most popular applications at this moment. With Layar you can scan your environment with your camera and it will provide you with valuable information. Shazam will give you the name of the artist and the song when it hears a song for a couple of seconds. And with Pinpoint you can pin your location on a map and send this information to all your friends. A mobile communication device could have these three features as a packet, or not. Ping messaging works with push notifications so that messages can be delivered anywhere in the world, instantly.  The experience is simple and familiar (resembles SMS!) but does not incur additional carrier charges, like text messaging would. A mobile communication device could have ping messaging or not. In this study we have used the three most popular Brand Names in the mobile communication market, Nokia, iPhone, and BlackBerry. We have divided the respondents in three different Age Categories, 15-35, 35-55, and 55-75 years. 
Dependent variable. We measured Score as the dependent variable in this survey.  100 Respondents were asked to give a score from 1-9 for each profile. The score 1, the lowest score possible, stands for the probability that the respondent might buy this mobile communication device. The score 1 means that the probability is very low. The score 9, the highest score possible, means that the probability that the respondent might buy this mobile communication device is very high. In APPENDIX C you will find a table with all the independent variables and the dependent variable

Interaction effects. An interaction effect is the effect of two or more variables in combination. An "interaction variable" is a variable constructed from an original set of variables to try to represent either all of the interaction present or some part of it. In exploratory statistical analyses it is common to use products of original variables as the basis of testing whether interaction is present with the possibility of substituting other more realistic interaction variables at a later stage. When there are more than two explanatory variables, several interaction variables are constructed, with pairwise-products representing pairwise-interactions and higher order products representing higher order interactions. With this interaction effect you try to calculate how much variance is explained by the interaction of the two variables and it describes a situation in which the simultaneous influence of two variables on a third is not additive. The presence of interactions can have important implications for the interpretation of statistical models. If two variables of interest interact, the relationship between each of the interacting variables and a third dependent variable depends on the value of the other interacting variable. For this survey we have measured a lot of interaction effects. First, we measured the interaction effects of age with each attribute. From the 21 interaction effects there are 6 interaction effects that are significant. So we can conclude that interaction effects combining age with the different attributes are a significant contribution to this survey. Second, we measured the interaction effects of  education with each attribute. From the 32 interaction effects there are only 3 interaction effects significant. So we can conclude that interaction effects combining education with the different attributes do not contribute significantly to this survey. Knowing this, we exclude the interaction effects of education. Third, we measured the interaction effects of gender with each attribute. From the 11 interaction effects there are no interaction effects that are significant. So just like the interaction effects of education, also gender do not contribute significantly to this survey. So we also exclude the interaction effects of gender. And last, we measured the interaction effects of brand with each attribute. From the 17 interaction effects there are 5 interaction effects that are significant. So we can conclude that interaction effects combining brand with the different attributes are a significant contribution to this survey. So we exclude the interaction effects of education and gender and this lead to 16 interaction effects that are significant. In APPENDIX D you will find a table with all the variables and interaction effects and in APPENDIX E you will find a table with the interaction effects without the interaction effects of education and gender, because they were not significant.
3.3 Conjoint Analysis

The conjoint analysis is one of the most effective models in extracting consumer behavior into an empirical or quantitative measurement. It evaluates products and services in a way no other method can. Traditional ratings surveys and analysis do not have the ability to place the importance or value on the different attributes, a particular product or service is composed of. A conjoint analysis guides the end user into extrapolating his or her preference to a quantitative measurement. One of the most important strengths of a conjoint analysis is the ability to develop market simulation models that can predict consumer behavior to product changes. With a conjoint analysis, changes in markets or products can be incorporated into the simulation, to predict how consumers would react to changes. In the 1960s and 70s, academics were looking to understand how people made decisions. If you just ask people, they tend to say what is in top-of-mind, or what they think the interviewers want to hear. Therefore, what people said did not necessarily reflect how they actually behave. However, the academics noticed that almost all choices involve compromises and trade-offs as the ideal is rarely attainable. In their studies, the academics found that by looking at how people made selections between a limited number of products involving different trade-offs, they were able to accurately predict which choices would be made between previously untested products. To realize this research objective, conjoint analysis was seen as the appropriate statistical tool. Conjoint analysis is a technique that allows a set of overall responses to factorially designed stimuli to be decomposed, so that the utility of each stimulus attribute can be inferred from the respondent’s overall evaluations of the stimuli (Green, Helsen, Shandler 1988). 
The conjoint analysis task is called the self-explicated task. Basically, consumers are asked directly to state how important each feature is to them. Self-explicated tasks work well when consumers are asked to evaluate customer needs. When consumers are asked to evaluate features, such as Price, Design, Quality, or Application, the questions must be asked carefully. These questions are usually asked in three steps. First, the consumer is asked to compare partial profiles that vary on only a few features. From this the computer aided questionnaire identifies which feature is most important. Next, the consumer is asked to evaluate one set of features at a time providing a judgment of what is gained by improving from the low level of a feature to a higher level. Finally, the consumer is asked to evaluate the relative importance of each feature by providing relative preferences for high vs. low levels of the features. If the consumer were to rate all profiles the task would be a burdensome task for even the most patient consumer. Each time we add a feature you double the number of profiles in this full factorial design. For this research we would need 25x34= 2592 profiles. Since even a small number of factors and a few levels for each factor will lead to an unmanageable number of potential product profiles, we generate a representative subset known as an orthogonal array, also referred to as an orthogonal design. To reduce the consumers’ task, we can select profiles more efficiently. One of the most common experimental designs is known as an orthogonal fractional factorial design, “orthogonal design” for short. Orthogonal Design generates a data file containing an orthogonal main-effects design that permits the statistical testing of several factors without testing every combination of factor levels. 
Orthogonal designs are used for ratings and rankings tasks. In this survey we asked people to rate a set of mobile communication devices, each with a unique set of features. In an orthogonal design, the levels of the features are chosen such that, for each pair of features, say a and b, the high level a appears equally often in profiles that have a high level b as in profiles that have a low level of b, and vice versa. Such experimental designs are extremely efficient for estimating partworths for features. These designs do not come without a cost, they confound interactions. For example, with such designs we can only estimate main effects of each feature. This is equivalent to an assumption that the partworth of having high levels of both a and b equals the part-worth of a high level of a plus the partworth of a high level of b. If there were an interaction, the value of having high levels on both a and b might by synergistically more valuable than the value of having a high level of a and the value of having a high level of b. So for this study we have also looked at the interaction effects between attributes and levels.  
If the stimuli are realistic, the sample of consumers is representative, the consumer tasks are designed carefully, and the appropriate statistical methods are used to estimate partworths, a conjoint analysis accurately represents how consumers will behave when faced with new products. The willingness to pay for the features is sufficiently accurate to make decisions on which features to include in a product. The orthogonal fractional factorial design has lead to 31 profiles with a different set of attributes and levels. 
3.4 Linear Regression
Although none of us can know the future, predicting it is so important that we want to learn about predictable events in our environment. To analyze the data we want to predict one variable from another. In this research we want to predict consumers purchase decisions of mobile communication devices from a set of features such as design, quality and applications. The essence of a regression analysis is that we fit a model to our data and then use it to predict values of the dependent variable, in this study the score that a consumer can give a mobile communication device with a different set of features, from one or more independent variables, in this study the different attributes and demographic variables. Regression analysis is a way of predicting an outcome variable from several predictor variables. This tool is useful because it allows us to go a step beyond the data that we collected. The outcome we are trying to predict for a particular person can be predicted by whatever model we fit to the data plus some kind of error. In a linear regression the model we fit is linear, which means that we summarize a data set with a straight line. A straight line can be defined by two things: the slope of the line and the intercept of the line. 
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Y is the outcome that we want to predict and X is the participant’s score on the predictor variable. B0 is the intercept of the line and B1 is the gradient of the straight line fitted to the data and these parameters are known as the regression coefficients. The residual term or the error term represents the difference between the score predicted by the line for participant i and the score that participant i actually obtained. Now we have discussed our data en methodology, this study continues with the actual results in the next section of this research. First we look at the amount of variance in the outcome explained by our model. Second, we look at the details of the model parameters and the significance of these values.
4. Results                                                                                                                                                             .
4.1 Goodness of fit of the model

With any statistical model we have to assess the fit. If we found the line of best fit it is important that we assess the goodness of fit of the model. This because even though the line might be the best one available, it is possible that this line does not fit to the data quite well. A useful measure arising from the sums of squares is the proportion of improvement due to the model. This is calculated by dividing the sum of squares for the model by the total sum of squares. The resulting value is called r2 and to express this value as a percentage you should multiply it by 100. R2 represents the amount of variance in the outcome explained by the model relative to how much variation there was to explain in the first place. Therefore it represents the percentage of the variation in the outcome that can be explained by the model. The value of R2 is .347. This tell us that the attributes in this survey can account for 34.7% of the variation in the respondent’s score for a mobile communication device and their purchase behavior. In other words, if we are trying to explain why people prefer some mobile communication devices more than others, we can look at the variation of the score of different devices. There might be many factors that can explain this variation, but our model can explain approximately 35% of the variation in purchase behavior. This means that 65% of the variation cannot be explained by the model and there might be other variables that have also influence. In this survey the R2 probably will not approach the maximum score of 100%. Respondents were asked to rate the different mobile communication devices with their different set of features. It is likely to believe that the respondents are not consequent with giving each device a score. But respondents could also differ in personality and character. These are all variables that might explain the relative low R2. 
The analysis of variance is most often used when comparing statistical models that have been fit to a data set, in order to identify the model that best fits the population from which the data was sampled. For our data, the F-ratio is 14.707, which is significant at P < .001. This result shows us that there is less than a 0.1% chance that an F-ratio this large would happen if the null hypothesis were true. And therefore, we can conclude that our regression model results in significant better prediction of purchase decision behavior of mobile communication devices than if we used the mean value. So we can conclude that the regression model overall predicts consumer purchase behavior of mobile communication devices significantly well. 
4.2 Model parameters

The coefficient table below shows us details of the model parameters and the significance of these values. The interaction effects, combining age and brand with the different attributes (*), are also added to this table. The dependent variable is the score that the individuals were asked to give the to the different mobile communication devices each with a unique setting of features. The independent variables are listed in figure 8. 
	 
	Coefficients
	 
	 

	 
	B
	Std. Error
	Significance

	(Constant)
	6.746
	0.468
	0.000

	Gender
	0.059
	0.135
	0.664

	Age 35-55
	0.722
	0.526
	0.170

	Age 55-75
	1.806
	0.524
	0.001

	Education VBO/MBO/MAVO
	0.547
	0.251
	0.029

	Education HAVO/VWO
	0.871
	0.292
	0.003

	Education HBO/WO
	0.016
	0.246
	0.950

	Price 300
	-1.225
	0.308
	0.000

	Price 600
	-2.920
	0.259
	0.000

	Flagship
	0.370
	0.297
	0.214

	Camera
	1.440
	0.328
	0.000

	Display
	0.691
	0.433
	0.110

	Memory
	-0.060
	0.698
	0.932

	Operating system Windows
	-1.969
	0.547
	0.000

	Operating system OS X
	1.133
	0.306
	0.000

	HSDPA Internet
	-1.293
	0.389
	0.001

	Layar/Shazam/Pinpoint
	-2.495
	0.543
	0.000

	Ping Messaging 
	-0.895
	0.326
	0.006

	iPhone Brand
	1.415
	0.165
	0.000

	BlackBerry Brand
	1.255
	0.171
	0.000

	Age35*Flagship
	0.393
	0.324
	0.225

	Age55*Flagship
	-0.662
	0.331
	0.046

	Age35*Camera
	-0.302
	0.332
	0.364

	Age55*Camera
	0.435
	0.340
	0.201

	Age35*Display
	0.273
	0.320
	0.393

	Age55*Display
	-1.263
	0.326
	0.000

	Age35*Memory
	-0.329
	0.333
	0.323

	Age55*Memory
	0.037
	0.340
	0.915

	Age35*Windows Mobile
	0.277
	0.371
	0.455

	Age55*Windows Mobile
	1.087
	0.333
	0.001

	Age35*OS X 
	0.362
	0.365
	0.156

	Age55*OS X
	-0.464
	0.359
	0.196

	Age35*Internet
	0.024
	0.325
	0.941

	Age55*Internet
	0.909
	0.332
	0.006

	Age35*LSP
	-0.480
	0.326
	0.142

	Age55*LSP
	-1.125
	0.333
	0.001

	Age35*Ping Messaging
	-0.411
	0.331
	0.215

	Age55*Ping Messaging
	-1.252
	0.338
	0.000

	Age35*iPhone
	-1.019
	0.379
	0.007

	Age55*iPhone
	-0.762
	0.388
	0.050

	Age35*BlackBerry
	-0.342
	0.393
	0.384

	Age55*BlackBerry
	-0.786
	0.402
	0.051

	iPhone*Flagship
	-0.337
	0.388
	0.385

	BlackBerry*Flagship
	-0.298
	0.341
	0.312

	iPhone*Camera
	-2.812
	0.623
	0.000

	BlackBerry*Camera
	-1.264
	0.405
	0.002

	iPhone*Display
	-0.116
	0.463
	0.801

	BlackBerry*Display
	-0.217
	0.486
	0.741

	iPhone*Memory
	-2.56
	0.855
	0.764

	BlackBerry*Memory
	1.140
	1.008
	0.258

	iPhone*Windows Mobile
	1.147
	0.802
	0.162

	BlackBerry*WindowsMobile
	1.487
	0.603
	0.014

	iPhone*OS X
	-1.407
	0.800
	0.079

	BlackBerry*OS X
	-3.129
	0.713
	0.000

	iPhone*Internet
	1.076
	0.462
	0.020

	BlackBerry*Internet
	1.119
	0.497
	0.024

	iPhone*LSP
	3.626
	0.860
	0.000

	BlackBerry*LSP
	0.336
	0.638
	0.599

	iPhone*Ping Messaging
	0.180
	0.624
	0.773

	BlackBerry*Ping Messaging
	1.893
	0.409
	0.000


Figure 8: Table with coefficients and significance. 
4.2.1 The effect of design on consumer  purchase decisions.
The first research question of this study is to examine the effect of product design on consumer purchase decisions. From the total set of features, we have used  three levels to determine the effect of product design on consumer buying behaviour. In this section we discuss these three model parameters which are Flagship, Camera, and Display. We also discuss the interaction effects.  

Flagship. Flagship has a positive effect on consumer purchase decisions but it is not significant at the 0.05 level (B=0.370, p=0.214). This positive effect means that if a mobile communication device would be a flagship, the chance that people would buy this device increases. But the fact that a mobile communication device is a brand’s most important or prestigious device in its assortment does not have a significant effect on consumer purchase decisions. So the chance that someone would buy a specific mobile communication device will not increase if that device is a flagship. And this is especially the case for people in the category 55-75 years. If you look at the interaction between age of 55-75 and Flagship, you can see that this has a strong negative effect which is significant at the 0.05 level (B= -0.662 at p=0.046). This could be explained by the fact that older people might like mobile communication devices which are easy in use and know because of its simplicity. The flagships are the most prestigious models and therefore designed with the newest technologies and applications. So for a Nokia it could be important for people in the category 55-75 years, that the Nokia device is a flagship. For both the iPhone and the BlackBerry it is less important to be a flagship.    
Camera. If a mobile communication device has a camera it appears to be an important factor associated with consumer’s purchase decisions. Camera has a very strong positive effect of which is highly significant at the 0.05 level (B=1.440, p=0.000). This means that people prefer a 8 Megapixel camera above a 3 Megapixel camera, which makes sense. If you look at the interaction effect of iPhone and Camera you see a very negative effect which is highly significant at the 0.05 level (B= -2.812, p=0.000). Also the interaction effect of BlackBerry and camera has a very strong negative effect which is significant at the 0.05 level (B= -1.264, p=0.002). So we can conclude that it is more important for a Nokia device to have a 8 Megapixel camera than a iPhone or a BlackBerry, to increase the chance that people would purchase a specific device. Also this is in line with what we expected, because an iPhone or a BlackBerry do not have the most advance cameras like a Nokia. So we can conclude that people do not buy an iPhone or a BlackBerry because of the camera. And for a Nokia device a 8 Megapixel camera could be a key driver to purchase the device. But you have to keep in mind that people already know that an iPhone or a BlackBerry do not have the most advanced camera’s when they were rating the different mobile communication devices. This could affect the way in which they were rating the devices.  
Display. Display is not the most important factor which is determining consumer purchase decisions. Display has a positive effect which is not significant at the 0.05 level (B=0.691, p=0.110). So the fact that a mobile communication device has a standard display or a full touch screen display does not have a significant effect on consumer purchase decisions. When we look at the interaction effects of display with age categories and brand names, we can conclude that only display and people with the age of 55-75 have a effect which is significant. This interaction effect has a strong negative effect which is highly significant at the 0.05 level (B= -1.263, p=0.000). So we can conclude that older people prefer a standard display above a full touch screen display, which make sense. It could be that older people are more familiar with a standard display and the simplicity of a standard display. They seems to prefer buttons on their mobile communication devices above a full touch screen. Younger people seems to prefer a full touch screen but its effect is not significant.  
We can conclude that the effect of product design is not the most important factor which is determining consumer purchase decisions in the mobile communication market. As we have showed in our conceptual background,  the products that consumers dismiss often do offer improvements over existing products. Many products fail because people irrationally overvalue the benefits of the goods they own over those they do not possess. Manufacturers, meanwhile, overvalue their own innovations and products which leads to a serious clash. Our results are in line with our conceptual background. Manufacturers overvalue their innovations while consumers do not see design as a key driver affecting purchase decisions. It is important to determine where mobile communication devices fall in the matrix with four categories: easy sells, sure failures, long hauls, and smash hits. Once they know where their products fit into this grid, they can manage the resistance to change. Product Designs and  their characteristics, and more detailed data, should also match customers’ cognitive styles. According to our literature study, this will lead to a more preferred situation and will increase sales. In many purchase situations, both objective and subjective factors contribute to the overall attractiveness of a product. However, our study only focus on the objective factors. Our results suggests that some attributes of design could be important for brands. For example, an 8 Megapixel Camera could be a very important design factor, to increase the likelihood that someone would buy a Nokia Device. If a mobile communication device would be a Flagship, this not increase the chance that consumers would buy the device. A simple design is especially important for older people. They prefer a standard display which is easy to use. But again, we can conclude that Product Design is not the most important factor influencing consumer purchase decisions in the mobile communication market. 
4.2.2 The effect of applications on consumer  purchase decisions.

The second research question of this study is to examine the effect of applications on consumer purchase decisions. From the total set of features, we have used three levels to determine the effect of applications on consumer buying behaviour. In this section we discuss these three model parameters which are HSDPA Internet, Layar/Shazam/Pinpoint, and Ping Messaging. We also discuss the interaction effects.  

HSDPA Internet. We expected internet to have a positive effect on consumer purchase decisions. However, internet has a strong negative effect on purchase decisions which is significant at the 0.05 level (B= -1.293, p=0.010). This means that the chance that people buy a mobile communication device decreases when a this device has internet. This is totally not what we expected and so we looked at the interaction effects of internet with age and brand. The interaction effect People of 55-75 years and internet has a strong positive effect which is significant at the 0.05 level (B=0.909, p= 0.006). So the chance that these older people would buy a mobile communication device increases when the device has internet, which is remarkable when you compare this output with the younger people which is not significant. But also here, older people might give higher rating scores in general than younger people. But when we look at the interaction effect of internet and brand, there are strong positive effects. First, iPhone and internet has a very strong positive effect which is significant at the 0.05 level (B=1.076, p=0.020). So for the iPhone it is highly important that it has internet possibilities. This make sense because the iPhone is known for its wide range of applications. And all these application are useless when a mobile communication device do not have internet. This is also the case if you look at the interaction effect of internet and BlackBerry. This interaction effect has a very strong positive effect which is significant at the 0.05 level (B=1.119, p=0.024). So internet is also very important for the BlackBerry. This make sense because Ping Messaging is one of the applications that make the BlackBerry successful. And Ping Messaging is also useless when a mobile communication device do not have internet. You have to keep in mind that people might think that every mobile communication device do have internet nowadays. This could explain why internet shows a negative effect at the first place. So we can conclude that although internet has a weak effect at the first sight, it is a very important factor which is determining consumer purchase decisions.        
Layar/Shazam/Pinpoint. The three most popular applications Layar, Shazam, and Pinpoint have a very strong negative effect which is highly significant at the 0.05 level (B= -2.495, p=0.000).  This is remarkable as we expected this effect to be positive on purchase decisions. So people seems to prefer no applications. The presence of these applications strongly decreases the chance that people might buy a mobile communication device. Also the interaction effects of these three applications with age shows negative effects. Only the effect of these applications with age 55-75 is significant at the 0.05 level and shows a strong negative effect, just as we expected (B= -1.125, p=0.01). So we can conclude that for older people, the presence of applications does not increase the chance that these people would buy the mobile communication device. This make sense because in general younger people are more like the early adaptors or even the innovators than older people. So younger people could prefer new technologies like these three most popular applications more than people of 55-75 years. An explanation could be that older people are not familiar with downloading applications. Or maybe they are afraid that they stuck on to something. However, if we look at the interaction effect of these applications and brand they do show a positive effect. The interaction effect of these applications with an iPhone is extremely important and shows a strong positive effect which is highly significant at the 0.05 level (B=3.626, p=0.00). So a combination of an iPhone and these three most popular applications increases the chance that people might buy this mobile communication device. This make sense as the iPhone is known for its wide range of applications and the ease of use of these applications. Therefore, these applications are very important for the iPhone brand.   
Ping Messaging. Also Ping Messaging shows a strong negative effect which is highly significant at the 0.05 level (B= -0.895, p=0.006). Also this is remarkable because the presence of Ping Messaging strongly decreases the chance that people might buy a mobile communication device. This is especially the case for older people. The interaction effect of Ping Messaging with age 55-75 shows a strong negative effect which is highly significant at the 0.05 level (B= -1.125, p=0.01). So for these older people Ping Messaging is not a key driver which increase the chance that they might buy a mobile communication effect. However, the interaction effects of Ping messaging and brand shows a positive effect. The interaction effect of Ping Messaging and BlackBerry is a strong positive effect which is highly significant at the 0.05 level (B=1.893, p=0.000). So we can conclude that Ping Messaging is extremely important for a BlackBerry. The presence of Ping messaging on a BlackBerry increases the chance that people might buy this mobile communication device. This make sense as Ping Messaging is one of the key drivers which is determining the success of the BlackBerry. So the chance that people buy a BlackBerry because of the presence of Ping Messaging is high.  
We can conclude that Applications have a strong and significant effect on consumer purchase decisions. At first sight, some attributes seems to be less important. But when we look at the interaction effects of these attributes, they seems to be very important. This is in line with prior literature on indirect network effects. As we have discussed in our literature study, sales of the primary products such as a mobile communication devices, largely depend on the availability of complementary products such as applications in the mobile communication market. The applications that possess unique and superior attributes or skills, will command a disproportionately large payoff. Applications are important because they make it hard for the competitors in the mobile communication market to copy the quality of these applications. Because these applications are so desirable, they can easily trigger the adoption of the system by consumers. Our results suggests that the attributes of Applications are important for brands to influence purchase decisions. Internet is a very important factor influencing consumer purchase decisions. Internet is the foundation for application to become successful. If mobile communication devices do not have good internet abilities, also applications are likely to fail. Especially for devices which are known for its application, such as the iPhone and the BlackBerry. At first sight, applications seems to be less important factors in determining purchase decisions. As discussed in our conceptual background, this could be a consequence because new products and innovations force consumers to change their behavior, and that has a psychological cost. They are not familiar with using the new applications yet. This is in line with the literature on the acceptance of innovations. The effect of Applications on consumer purchase decisions is very important in the mobile communication market. 

4.2.3 The effect of the quality of a product on consumer purchase decisions.

The third research question of this study is to examine the effect of product quality on consumer purchase decisions. From the total set of features, we have used two levels to determine the effect of product quality on consumer buying behaviour. In this section we discuss these two model parameters which are Memory Capacity, and Operating System. We also discuss the interaction effects.  
Memory capacity. Also the Memory capacity of a mobile communication device is not the most important factor which is determining consumer purchase decisions. Memory has a weak negative effect which is not significant at the 0.05 level (B= -0.060, p=0.932). So memory is not a factor which could increase the chance for people to buy a specific mobile communication device. Also the interaction effects of memory with age or brand are not significant. A high level of memory capacity seems to be highly important for a BlackBerry, but this effect is also not significant. So we can conclude that people do not see Memory capacity as the most important factor which is determining consumer purchase decisions. This could be because, in general, people are not using their memory capacity completely but just a small part of it. So for many people a smaller memory capacity would be enough.   
Operating System. A mobile communication device’s operating system is a very important factor which is determining consumer purchase decisions. Windows Mobile has a very strong negative effect which is highly significant at the 0.05 level (B= -1.969, p=0.000). So the Windows Mobile operating system is not popular in this study. The OS X iPhone has a very strong positive effect which is highly significant at the 0.05 level (B=1.133, p=0.000). So on average people prefer a OS X iPhone operating system above a Windows Mobile or an Android operating system. The OS X iPhone operating system is very popular in this study. When we look at the interaction effects with age, you see that older people of 55-75 years and Windows Mobile has a very strong positive effect which is significant at the 0.05 level (B=1.087, p=0.010). These people prefer a Windows Mobile operating system above the other operating systems. Again, these older people could be more familiar with Windows than with Android or OS X iPhone. A Windows Mobile operating system do have a lot of similarities as the operating systems of a Personal Computer or a Laptop at home. This could be a important reason why people of 55-75 years prefer a Windows Mobile operating system. On the other hand younger people prefer a OS X iPhone operating system more than the two other operating systems. When we look at the interaction effects of operating system with brands, you see that for BlackBerry there are two effects that are significant. First, BlackBerry and Windows Mobile has a very strong positive effect which is significant at the 0.05 level (B=1.487, p=0.014). So the chance that people would buy a BlackBerry increases when the operating system of that BlackBerry is Windows Mobile. Second, BlackBerry and OS X iPhone has a very strong negative effect which is significant at the 0.05 level (B= -3.129, p=0.000). So if a BlackBerry’s operating system is a OS X iPhone, the chance that people would buy this device would decrease. This could be explained by the fact that people already know that OS X iPhone is not the operating system of a BlackBerry device when they were asked to rate the different mobile communication devices. This could affect the way in which they were rating the devices. So we can conclude that operating system is a very important factor which is determining consumer purchase decisions. This is important to know when you develop a new mobile communication device. 

We can conclude that product quality is not the most important factor influencing consumer purchase decisions. Different parties to a transaction often have different amounts of information regarding the transaction. This information asymmetry has implications for the terms of the transaction and the relationship between the parties. Because of its central role in consumer purchase decisions, there could be uncertainty about the quality of the product provided by manufacturers of mobile communication devices. As technology in the mobile communication market advances, it becomes more feasible to load products with a large number of features such as  a large memory capacity. However, too many features can make a product overwhelming for consumers, and difficult to use. Consumers give more weight to capability and less weight to usability before use than after use. They tend to choose overly complex products that do not maximize their satisfaction when they use them. Anecdotal evidence suggests that consumers do not use all the features of the products they buy, and even more significantly, empirical evidence indicates that consumers may experience negative emotional reactions, such as anxiety or stress in response to product complexity.
4.2.4 The effect of other variables on consumer purchase decisions.

We have also studies some other factors which could affect consumer purchase decisions. From the total set of attributes, we have examined five factors to determine the effect of other variables on consumer purchase decisions. In this section we discuss these model parameters which are Price, Brand Name, Age, Education, and Gender. We also discuss the interaction effects.  
Price. As expected, the price of a mobile communication device appears to be an important factor associated with consumer’s purchase decisions. In comparison with a price of 100 euro, we find that a price of 300 euro has a very strong negative effect which is highly significant at the 0.05 level (B=-1.225, p=0.00). A price of 600 euro has also a very strong negative effect which is highly significant at the 0.05 level (B=-2.920, p=0.00). So a higher price has a strong negative effect on consumer purchase decisions. This effect mirrors that which we noticed when reviewing the early history of the effect of price on consumer purchase decisions. So we can conclude that when the price of a mobile communication device is increasing, the probability that a consumer would purchase a device will decrease significantly. 
Brand Name. The Brand name of a mobile communication device is a very important factor which is determining consumer purchase decisions. The iPhone has a very strong positive effect which is highly significant at the 0.05 level (B=1.415, p=0.000). But also the BlackBerry has a very strong positive effect which is highly significant at the 0.05 level (B=1.255, p=0.000). So a popular brand name highly increases the chance that people would buy a specific mobile communication device. The interaction effects of brand name and age shows negative effects. For age 35-55 years and iPhone you see a very strong negative effect which is significant at the 0.05 level (B= -1,019, p=0.007). Also for age 55-75 years and iPhone you see a strong negative effect which is significant at the 0.05 level (B= -0.762, p=0.050). So we can conclude that people older than 35 years prefer a Nokia more than a iPhone or a BlackBerry. The interaction effects of BlackBery and age are also negative but these are not significant at the 0.05 level. Younger people seems to prefer an iPhone or a BlackBerry. This make sense as these two mobile communication devices are the most popular devices at this moment. But according to this survey we can say that the iPhone is the most popular device. Therefore, the fact that a mobile communication device is an iPhone increases the chance that people would buy this device. So brand name is a very important factor which is determining consumer purchase decisions in the mobile communication market.
Age. Age could be an important factor which is determining consumer purchase decisions. People with a age of 55-75 do have a very strong positive effect which is significant at the 0.05 level (B=1.806, p=0.01). So in comparison with people with a age of 15-35 or 35-55, the category with people with a age of 55-75 has a strong positive effect on consumer purchase decisions. So if people are older, the likelihood that they actually would buy a specific mobile communication device increases. But you have to keep in mind that older people are likely to give higher scores than younger people. Younger people could be more critical about the mobile communication devices which they had to rate. In general younger people have more knowledge about the latest trends, technologies and applications. So they could be more sceptical and only give high scores to the mobile communication devices that they really like.     
Education. If we look at Education, there are two categories that have a significant effect. First, VBO/MBO/ MAVO has a positive effect which is significant at the 0.05 level (B=0.547, p=0.029). Second, HAVO/VWO has  a strong positive effect which is significant at the 0.05 level (B=0.871, p=0.03). People with a low level of education tends to have a slower willingness to purchase a new mobile communication device than people with a high level of education. The difference between a low level of education and a average level of education is large in comparison with the difference between a average level of education and a high level of education. So in other words, the difference in effect on consumer purchase decisions is smaller when we are looking at HAVO/HBO and HBO/University, than if we look at primary school and VBO/MBO/MAVO. But if we look at the scores of this survey, we can conclude that people with a high level of education seems to purchase a mobile communication device more often than people with a low level of education. This could be a consequence of the fact that people with a higher level of education have more income. They could have more money available to spend on mobile communication devices.    
Gender. Gender, appears to be a factor that does not affect the way in which a person purchase a mobile communication device significantly. Gender has a weak effect and is not significant at the 0.05 level (B=0.059, p=0.664). If we look at the ratings, women seems to give higher scores. But the difference in score between women and men is small. As mentioned before, also the interaction effects of gender with each attribute are not significant. So we can conclude that gender is not a key driver in determining consumer purchase behavior in the mobile communication market. 
5. Conclusion                                                                                                                                                       .
5.1 Summary of most important findings

The effect of Product Design. The likelihood that someone would buy a specific mobile communication device increases when this device have a 8 Megapixel Camera. People prefer a mobile communication device with a high resolution camera. It is more important for a Nokia device to have a 8 Megapixel camera than a iPhone or a BlackBerry to increase the chance that someone would buy a specific mobile communication device. People do not buy a iPhone or a BlackBerry because of a high resolution  camera. On the other hand people could buy a Nokia device because of the presence of a 8 Megapixel camera. So for a Nokia a high resolution Camera could be a key driver. Older people prefer a standard display above a full touch screen display. In general it could be that older people are more familiar with a standard display and the simplicity and ease of use of a standard display. They seems to prefer the common buttons on their mobile communication devices. Younger people however, seems to prefer a full touch screen. The chance that someone would buy a specific mobile communication device will not increase if that device is a flagship. And this is especially the case for older people in the category 55-75 years. In general, flagships are the most prestigious models and therefore designed with the newest technologies and applications. Older people could dislike these mobile communication devices because they seek for simple devices which are user friendly. For a Nokia it could be important for people in the category 55-75 years to be a flagship. For both the iPhone and the BlackBerry it is less important to be a flagship. 
The effect of Applications. HSDPA Internet possibilities are highly important for both the iPhone as well as for the BlackBerry. The iPhone became successful because of the wide range of applications available. These application are useless when a mobile communication device do not have internet. The BlackBerry became successful because of its Ping Messaging. And also this application is useless when a mobile communication device do not have internet. We can conclude that although internet has a weak effect at the first sight, it is a very important factor for brands in determining consumer purchase decisions.        The three most popular applications Layar, Shazam, and Pinpoint decreases the chance that someone would buy a specific mobile communication device. This is remarkable as we expected this effect to be positive on purchase decisions. Especially for older people the presence of applications does not increase the chance that they would buy a mobile communication device. However, for a iPhone these three most popular applications increases the chance that people might buy a mobile communication device. As mentioned before this make sense, because the iPhone is known for its wide range of applications and the ease of use of these applications. For older people the presence of Ping Messaging also decreases the chance that people might buy a mobile communication device. But Ping Messaging is extremely important for a BlackBerry device. The presence of Ping messaging on a BlackBerry increases the chance that people might buy this mobile communication device. This make sense as Ping Messaging is one of the key drivers which is determining the success of the BlackBerry.  

The effect of Product Quality. A mobile communication device’s operating system is a very important factor which is determining consumer purchase decisions. The OS X iPhone operating system is very popular and  people prefer this operating system more than a Windows Mobile or an Android operating system. The Windows Mobile operating system is very unpopular when we look at this survey. But older people of 55-75 years prefer a Windows Mobile operating system more than the other operating systems and younger people prefer a OS X iPhone operating system more than the two other operating systems. The chance that someone would buy a BlackBerry increases when its operating system is Windows Mobile. On the other hand the chance decreases when its operating system is OS X iPhone. We can conclude that the operating system is a very important factor which is determining consumer purchase decisions. People do not see Memory capacity as an important factor in determining consumer purchase decisions.

Brand name. The Brand name of a mobile communication device is a very important factor which is determine consumer purchase decisions. Older people older prefer a Nokia more than a iPhone or a BlackBerry. Younger people seems to prefer a iPhone or a BlackBerry. When we look to this survey we can say that the iPhone is by far the most popular device at this moment. Therefore, the likelihood that someone would buy a specific mobile communication device increases when it is a iPhone. 

Price. As expected, the price of a mobile communication device appears to be an important factor associated with consumer’s purchase decisions. A higher price of a mobile communication device has a strong negative effect on consumer purchase decisions. We can conclude that when the price of a mobile communication device is increasing, the probability that a consumer would buy a device will decrease. 

Demographic variables. Age seems to be one of the important factors in determining consumer purchase decisions. Especially when people are older, the likelihood that they would buy a specific mobile communication device increases. On the other hand, younger people seems to be more critical when it comes to purchase a new mobile communication device. They probably have more knowledge about all the products that are available at the market and also about new technologies such as the latest’s application available. When someone have a low level of education it seems that the likelihood that they would buy a specific mobile communication device is lower than when someone have a high level of education. They probably have more money to spend on mobile communication devices because the chance to get a good job increases when having a high level of education. We can conclude that gender is not a key driver in determining consumer purchase behavior in the mobile communication market.

 In short, each of the brands need a different marketing approach. It is not easy to predict a relevant subset of possible predictors for consumer purchase decisions in this market. Each of the brands have other features to increase the likelihood that consumers purchase a mobile communication device. A brand name and an operating system are factors that positively influence purchase decisions. Internet is also a very important factor. Innovations of next generations of mobile communication devices will give the mobile communication market the ability to become a world wide wireless web in the future.   
5.2 Implications

Our results provide empirical support for the role of design, applications and quality of the product on consumer purchase decisions. These results have important implications for designing and marketing new mobile communication devices. One of the most important implications of the study is our finding of the effects of the attributes on consumer purchase decisions. In particular the effect of design, quality, applications and brand name. Firms may need to be cautious about determining key drivers which could affect consumer purchase decisions. Firms may need to manage their expectations of consumers when introducing a new mobile communication device to avoid unnecessary pressure and to better serve consumer needs. A second important implication is the ability to identify the most important factors which are affecting purchase decisions for each of the brands in this survey. It seems to be that each of the brands have their own most important factors which are affecting purchase decisions. Therefore, it is difficult to generalize important factors for all mobile communication devices. So for manufacturers it is very important to know which of these factors are important for that specific brand. While we expected some difference in key drivers for each brand, we were surprised by the size of the differences. Although there may be many reasons underlying our results, the most credible is that a significant segment of consumers makes decisions to buy a mobile communication device relatively independent of the applications. However, when they are making decisions to buy a specific brand, applications seems to be highly important. So a wrong estimate of the most important factors for a specific brand will lead to dramatic decrease in sales and customer satisfaction. So mobile communication device manufacturers should not underestimate the importance of applications. But  they should definitely also not overestimate the importance of applications. Design and quality of a product is also important. Manufacturers should have faith and produce high-quality technology in combination with some exciting applications. We think that these results provide a substantial improvement over the current literature. Our questionnaire with mobile communication device users indicate that they have a scientific approach for purchasing a new mobile communication device. Therefore, using the most important factors for each of the brands in this survey could generate consumer satisfaction,  products that meets customer needs, and of course a increase in sales. Predicting a new mobile communication device with the right set of features can be very useful to manufacturers, retailers and marketers. A third important implication is that manufacturers, retailers and marketers can use this survey to influence consumer purchase decisions. On the basis of our findings, we can provide them with guidelines as to how to estimate the most important factors affecting purchase decisions for a certain target group.       

5.3 Limitations and further research

To the best of our knowledge, our survey is the first to study the role of design, application and quality of the product in consumer purchase decisions. Thus, we are confident that we offer an important contribution to the literature. At the same time our study has some limitations, which may be a subject that further research could address. First, some other variables may also affect consumer purchase decisions. Because of our data limitations, we could not include other important explanatory variables. In this survey we have only used objective attributes but consumers often use both objective and subjective criteria to evaluate a product. Such variables include ease of use, image, social influences, or usefulness of a mobile communication device.  A combination of the objective attributes and the subjective characteristics may better explains consumer preferences than using just the objective attributes. By collecting additional information about consumers’ perceptions of the subjective characteristics, it may provides the product designer with a even better understanding and a more accurate prediction of consumers’ product preferences and purchase decisions than the traditional conjoint models. Second, In our questionnaire one of the features was HSDPA internet. We could better choose for (1) device with HSDPA internet and (2) device without internet. When a device did not have internet possibilities we just made a device without writing no internet in our model. But in general people think that all mobile communication devices do have internet possibilities. So when you specifically write without internet possibilities you may better estimate the effect of internet. And this could also explain why we were unable to explain the negative effect of internet at first sight. Third, future research could use more attributes and brand names for a more complete set of combinations that may affect purchase decisions. In this survey we have only used the most popular attributes. Future research could also use the more unpopular attributes and brand names to investigate what effect these factors have on purchase decisions. Fourth, we did not include data from other countries. We focused on the mobile communication market at the Netherlands, which is a leading county when we talk about technology.  In many cases, the mobile communication devices and each of the unique set of features may have an effect on Dutch customers. It would be interesting to compare and relate the factors which have an effect on the Dutch mobile communication device customers with that in other countries. Our sample may limit the generalizability of our results. Maybe there are cultural differences which are interesting to mention. If this is the case, managers of new mobile communication devices may not be aware of these results. And so they could introduce new devices to a wrong target group assuming that a product will not meet customer needs, while another target group could be willing to accept the new mobile communication device. Fifth, looking at interaction effects only age and brand were significant. Other interaction effects with education or gender seems to be less important and not significant. Further research could look at other interesting interaction effects with for example, profession, income, or nationality. Unfortunately there were some findings that were not significant. We believe that if the sample was larger, there could be more findings that become significant and have meaningful effects on consumer purchase decisions.   

Despite these limitations, we hope that academics and researchers will find value in these findings. We believe that our effort will stimulate and motivate further research to overcome these limitations. We hope that these ideas spark more interest in this phenomenon so it will have more academic attention.      
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6. Appendices                                                                                                                                                      .
APPENDIX A: Example of the questionnaire (version 1)
Dear participant,  

I am an MSc Student in Marketing at the Erasmus University Rotterdam. With regards to my Master Thesis I am conducting a research on customer purchase decisions on the mobile communication market. Your opinion is of great importance for my research! I would appreciate if you could take some time to answer the following survey. This questionnaire will be used to evaluate and compare consumer purchase decisions in the Netherlands. The questionnaire will take approximately 5 minutes of your time and your answers are completely anonymous. Please read all questions carefully and do not forget to fill in all options, otherwise your input will be lost. 
Imagine that you have to buy a new mobile communication device and you do not have to think of an subscription (contract) but only which mobile cell phone you want to have. Below, you will find different mobile cell phones that you will have to rate. The main question in this survey is: “What is the chance that I would buy this mobile communication device?”. Is the chance that you would buy each of the mobile communication very likely (100%) or very unlikely (0%). 

Definitions of the features
	* Flagship
	A Flagship is a brands' most important or prestigious
	 

	 
	mobile communication device in its assortment.
	 

	* Memory Capacity
	Memory Capacity of 8 Gigabyte or 16 Gigabyte
	 

	* Operating System:
	A mobile communication devices' Operating System:
	 

	Android
	Operating System based on Linux and is a
	
	 

	 
	opensource software (possibility to customize).
	 

	OS X iPhone
	Operating System existing of 4 layers 
	 
	 

	 
	and is designed for the iPhone
	 
	 
	 

	Windows Mobile
	Operating System designed for
	 
	 
	 

	 
	Windows mobile communication devices
	 
	 

	* HSDPA Internet
	HSDPA, short for High-Speed Downlink Packet Access

	 
	is a new protocol for mobile telephone data transmission.

	* LSP: 
	The three most popular applications at this moment
	 

	Layar
	Layar shows what is around you by displaying real time

	 
	information on top of the real world as seen through the camera

	Shazam
	A music identification service, by holding the phone to the
	 
	 
	 
	 
	 

	 
	music for several seconds it finds out which song is playing 

	Pinpoint
	Put your location on a map and show your friends where you
	 
	 
	 
	 
	 

	 
	are. You can send these info by e-mail or sms.
	 

	* Ping messaging
	Ping Messaging is a way of Hi-speed Messaging which make 
	 
	 
	 
	 
	 

	 
	it possible to send text, photo's, video's etc.
	 
	 


Questionnaire starts from here!

 What is the chance that you would buy these mobile communication devices?
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What is the chance that you would buy these mobile communication devices?
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What is the chance that you would buy these mobile communication devices?
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What is the chance that you would buy these mobile communication devices?
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What is the chance that you would buy these mobile communication devices?

[image: image11.png]i ~ Apple Phone

- 300 Euro
- Topmodel telefoon
-3 MP Camera - Topmodel telefoon

- Standaard display -3 MP Camera

_16 GB geheugen - Standaard display

- Wadows mobile -8 GB gehiengen
besturingssysteem - Windows mobile
- HSDPA Internet besturingssysteem
- Layar/Shazam/
- Layar/Shazam/ Lol
Pinpoint applicatie inpoint applicatie
- Ping Messaging - Ping messaging

0% 000000000 1005% 0% 000000000 100%




What is the chance that you would buy these mobile communication devices?

[image: image12.png]- Blackberry
- Blackberry - 600 Euro

-300 Euro -3 MP Camera
-8 MP Camera - Full touch screen

- Standaard diplay -8 GB geheugen
_8 GB gehengen - Android

- 0S X iPhone besturingssysteem

besturingssysteem - HSDPA Internet
- HSDPA Internet - Layar/Shazam/

- Ping messaging Pinpoint applicatie
- Ping messaging

0% 000000000 100% 0% 000000000 100%




What is the chance that you would buy these mobile communication devices?

[image: image13.png]- Nokia
- 600 Euro - Apple iPhone
- Topmodel telefoon - 300 Euro
| -3 3P Camera - Topmodel telefoon
- Standaard display -8 MP Camera

_8 GB gehengen - Standaard display

- 0S X iPhone -8GB!
besturingssysteem - Android

- HSDPA Internet besturingssysteem
- Layar/Shazam/ - HSDPA Internet
Pinpoint applicatie

0% 000000000 100% 0% 000000000 100%




What is the chance that you would buy these mobile communication devices?
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---------------------------------------------------------------------------------------------------------------------------
General questions

What is your age?

0 15-25 years
0 45-55 years

0 25-35 years
0 55-65 years

0 35-45 years
0 65-75 years

What is your gender?

0 Man

0 Woman

What is your level of education?

0 Lagere school




0 VBO/MBO/MAVO







0 HAVO/VWO


0 HBO/Universiteit




---------------------------------------------------------------------------------------------------------------------------
THE END!

APPENDIX B: Example of the questionnaire (version 2)
Dear participant,  

I am an MSc Student in Marketing at the Erasmus University Rotterdam. With regards to my Master Thesis I am conducting a research on customer purchase decisions on the mobile communication market. Your opinion is of great importance for my research! I would appreciate if you could take some time to answer the following survey. This questionnaire will be used to evaluate and compare consumer purchase decisions in the Netherlands. The questionnaire will take approximately 5 minutes of your time and your answers are completely anonymous. Please read all questions carefully and do not forget to fill in all options, otherwise your input will be lost. 
Imagine that you have to buy a new mobile communication device and you do not have to think of an subscription (contract) but only which mobile cell phone you want to have. Below, you will find different mobile cell phones that you will have to rate. The main question in this survey is: “What is the chance that I would buy this mobile communication device?”. Is the chance that you would buy each of the mobile communication very likely (100%) or very unlikely (0%). 

Definitions of the features
	* Flagship
	A Flagship is a brands' most important or prestigious
	 

	 
	mobile communication device in its assortment.
	 

	* Memory Capacity
	Memory Capacity of 8 Gigabyte or 16 Gigabyte
	 

	* Operating System:
	A mobile communication devices' Operating System:
	 

	Android
	Operating System based on Linux and is a
	
	 

	 
	opensource software (possibility to customize).
	 

	OS X iPhone
	Operating System existing of 4 layers 
	 
	 

	 
	and is designed for the iPhone
	 
	 
	 

	Windows Mobile
	Operating System designed for
	 
	 
	 

	 
	Windows mobile communication devices
	 
	 

	* HSDPA Internet
	HSDPA, short for High-Speed Downlink Packet Access

	 
	is a new protocol for mobile telephone data transmission.

	* LSP: 
	The three most popular applications at this moment
	 

	Layar
	Layar shows what is around you by displaying real time

	 
	information on top of the real world as seen through the camera

	Shazam
	A music identification service, by holding the phone to the
	 
	 
	 
	 
	 

	 
	music for several seconds it finds out which song is playing 

	Pinpoint
	Put your location on a map and show your friends where you
	 
	 
	 
	 
	 

	 
	are. You can send these info by e-mail or sms.
	 

	* Ping messaging
	Ping Messaging is a way of Hi-speed Messaging which make 
	 
	 
	 
	 
	 

	 
	it possible to send text, photo's, video's etc.
	 
	 


Questionnaire starts from here!

What is the chance that you would buy these mobile communication devices?
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What is the chance that you would buy these mobile communication devices?
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What is the chance that you would buy these mobile communication devices?
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What is the chance that you would buy these mobile communication devices?
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What is the chance that you would buy these mobile communication devices?
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What is the chance that you would buy these mobile communication devices?
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What is the chance that you would buy these mobile communication devices?
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What is the chance that you would buy these mobile communication devices?
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- 300 Euro

- Topmodel telefoon
-3 MP Camera

- Full touch screen
-16 GB geheugen

- 0S X iPhone
besturingsysteem
- HSDPA Internet
- Layar/Shazam/
Pinpoint applicatie
- Ping Messaging

0% 000000000 100%




---------------------------------------------------------------------------------------------------------------------------
General questions

What is your age?

0 15-25 years
0 45-55 years

0 25-35 years
0 55-65 years

0 35-45 years
0 65-75 years

What is your gender?

0 Man

0 Woman

What is your level of education?

0 Lagere school




0 VBO/MBO/MAVO







0 HAVO/VWO


0 HBO/Universiteit




---------------------------------------------------------------------------------------------------------------------------
THE END!

APPENDIX C: Basic table with dependent and independent variables

Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.528(a)
	.279
	.269
	2.602


ANOVA(b)

	Model
	 
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	4001.655
	20
	200.083
	29.542
	.000(a)

	 
	Residual
	10355.752
	1529
	6.773
	 
	 

	 
	Total
	14357.407
	1549
	 
	 
	 


Coefficients(a)

	Model
	 
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	 
	 
	B
	Std. Error
	Beta
	B
	Std. Error

	1
	(Constant)
	5.298
	.411
	 
	12.881
	.000

	 
	Gender
	.094
	.140
	.015
	.672
	.502

	 
	Age_3555
	-.273
	.165
	-.040
	-1.654
	.098

	 
	Age_5575
	-.120
	.167
	-.017
	-.719
	.472

	 
	Edu_VBOMBOMAVO
	.549
	.259
	.083
	2.116
	.034

	 
	Edu_HAVOVWO
	.874
	.304
	.096
	2.877
	.004

	 
	Edu_HBOWO
	-.014
	.255
	-.002
	-.056
	.955

	 
	Profile
	-.019
	.010
	-.056
	-1.862
	.063

	 
	Price_300
	-1.577
	.162
	-.248
	-9.728
	.000

	 
	Price_600
	-3.399
	.170
	-.507
	-20.034
	.000

	 
	Flagship
	-.077
	.142
	-.012
	-.541
	.589

	 
	Camera
	.156
	.158
	.024
	.988
	.323

	 
	Display
	.200
	.150
	.032
	1.337
	.181

	 
	Memory
	.204
	.145
	.031
	1.413
	.158

	 
	System_Windows
	.251
	.164
	.040
	1.530
	.126

	 
	System_OSX
	.519
	.168
	.080
	3.095
	.002

	 
	Internet
	-.355
	.163
	-.057
	-2.187
	.029

	 
	Apps_LSP
	-.415
	.142
	-.065
	-2.933
	.003

	 
	Ping
	-.041
	.144
	-.006
	-.287
	.774

	 
	Brand_iPhone
	1.415
	.165
	.226
	8.574
	.000

	 
	Brand_Blackberry
	1.255
	.171
	.193
	7.353
	.000


a  Dependent Variable: Score

APPENDIX D: Table of variables with all interaction effects 

Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.611(a)
	.373
	.331
	2.491


ANOVA(b)

	Model
	 
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	5353.712
	98
	54.630
	8.804
	.000(a)

	 
	Residual
	9003.695
	1451
	6.205
	 
	 

	 
	Total
	14357.407
	1549
	 
	 
	 


Coefficients(a)

	Model
	 
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	 
	 
	B
	Std. Error
	Beta
	B
	Std. Error

	1
	(Constant)
	6.756
	.772
	 
	8.750
	.000

	 
	Gender
	.463
	.467
	.076
	.991
	.322

	 
	Age_3555
	.945
	.542
	.139
	1.744
	.081

	 
	Age_5575
	1.708
	.535
	.246
	3.193
	.001

	 
	Edu_VBOMBOMAVO
	.453
	.793
	.069
	.571
	.568

	 
	Edu_HAVOVWO
	-.144
	.918
	-.016
	-.157
	.875

	 
	Edu_HBOWO
	.103
	.775
	.017
	.133
	.894

	 
	Price_300
	-1.290
	.311
	-.203
	-4.147
	.000

	 
	Price_600
	-2.986
	.261
	-.445
	-11.438
	.000

	 
	Flagship
	-.741
	.654
	-.119
	-1.132
	.258

	 
	Camera
	2.722
	.712
	.418
	3.823
	.000

	 
	Display
	.947
	.849
	.152
	1.116
	.265

	 
	System_Windows
	-1.826
	.927
	-.287
	-1.971
	.049

	 
	System_OSX
	1.458
	.674
	.224
	2.162
	.031

	 
	Internet
	.434
	.685
	.069
	.634
	.526

	 
	Apps_LSP
	-3.352
	.908
	-.527
	-3.690
	.000

	 
	Ping
	-1.121
	.630
	-.172
	-1.777
	.076

	 
	Age35_Flagship
	.455
	.338
	.056
	1.344
	.179

	 
	Age55_Flagship
	-.591
	.345
	-.071
	-1.712
	.087

	 
	Age35_Camera
	-.587
	.349
	-.055
	-1.684
	.092

	 
	Age55_Camera
	.158
	.360
	.014
	.440
	.660

	 
	Age35_Display
	.429
	.333
	.044
	1.288
	.198

	 
	Age55_Display
	-1.201
	.339
	-.119
	-3.540
	.000

	 
	Age35_Memory
	-.319
	.348
	-.030
	-.916
	.360

	 
	Age55_Memory
	.016
	.355
	.001
	.046
	.963

	 
	Age35_Systemwindows
	.132
	.387
	.013
	.341
	.733

	 
	Age55_Systemwindows
	1.130
	.347
	.107
	3.252
	.001

	 
	Age55_SystemOSX
	-.535
	.375
	-.050
	-1.425
	.154

	 
	Age35_Internet
	-.221
	.338
	-.027
	-.652
	.514

	 
	Age55_Internet
	.715
	.345
	.086
	2.071
	.039

	 
	Age35_LSP
	-.340
	.340
	-.043
	-.998
	.319

	 
	Age55_LSP
	-1.031
	.348
	-.127
	-2.967
	.003

	 
	Age35_Ping
	-.282
	.346
	-.036
	-.815
	.415

	 
	Age55_Ping
	-1.178
	.353
	-.147
	-3.342
	.001

	 
	Age35_iPhone
	-1.445
	.394
	-.148
	-3.672
	.000

	 
	Age55_iPhone
	-.792
	.400
	-.078
	-1.978
	.048

	 
	Age35_Blackberry
	-.506
	.409
	-.048
	-1.237
	.216

	 
	Age55_Blackberry
	-.702
	.416
	-.064
	-1.686
	.092

	 
	VBO_Flagship
	.491
	.581
	.063
	.845
	.398

	 
	HAVO_Flagship
	.328
	.684
	.029
	.479
	.632

	 
	HBO_Flagship
	.713
	.572
	.106
	1.245
	.213

	 
	VBO_Camera
	-.950
	.650
	-.093
	-1.461
	.144

	 
	HAVO_Camera
	-.735
	.768
	-.043
	-.956
	.339

	 
	HBO_Camera
	-1.570
	.644
	-.195
	-2.437
	.015

	 
	VBO_Display
	-.061
	.559
	-.007
	-.109
	.913

	 
	HAVO_Display
	.133
	.656
	.010
	.203
	.839

	 
	HBO_Display
	.587
	.551
	.072
	1.066
	.287

	 
	VBO_Memory
	-.217
	.608
	-.021
	-.357
	.721

	 
	HAVO_Memory
	.140
	.715
	.009
	.196
	.845

	 
	HBO_Memory
	.077
	.599
	.009
	.128
	.898

	 
	VBO_SystemWindows
	.026
	.650
	.003
	.040
	.968

	 
	HAVO_SystemWindows
	.190
	.762
	.013
	.249
	.803

	 
	HBO_SystemWindows
	-.370
	.639
	-.045
	-.579
	.563

	 
	VBO_SystemOSX
	-.022
	.680
	-.002
	-.033
	.974

	 
	HAVO_SystemOSX
	-.287
	.790
	-.018
	-.363
	.716

	 
	HBO_SystemOSX
	-.384
	.659
	-.046
	-.582
	.561

	 
	VBO_Internet
	-1.113
	.575
	-.143
	-1.937
	.053

	 
	HAVO_Internet
	-.503
	.676
	-.042
	-.745
	.456

	 
	HBO_Internet
	-1.594
	.567
	-.243
	-2.813
	.005

	 
	VBO_LSP
	.328
	.581
	.043
	.564
	.573

	 
	HAVO_LSP
	.346
	.684
	.031
	.505
	.614

	 
	HBO_LSP
	.935
	.573
	.142
	1.630
	.103

	 
	VBO_Ping
	.092
	.598
	.012
	.154
	.878

	 
	HAVO_Ping
	-.020
	.703
	-.002
	-.028
	.978

	 
	HBO_Ping
	.381
	.588
	.058
	.648
	.517

	 
	VBO_iPhone
	.656
	.642
	.070
	1.021
	.307

	 
	HAVO_iPhone
	1.236
	.753
	.086
	1.642
	.101

	 
	HBO_iPhone
	-.437
	.633
	-.056
	-.691
	.490

	 
	VBO_Blackberry
	.205
	.673
	.020
	.305
	.761

	 
	HAVO_Blackberry
	1.120
	.789
	.074
	1.419
	.156

	 
	HBO_Blackberry
	-.019
	.663
	-.002
	-.028
	.978

	 
	Gender_Flagship
	.269
	.285
	.041
	.944
	.345

	 
	Gender_Camera
	-.180
	.291
	-.023
	-.617
	.537

	 
	Gender_Display
	-.450
	.282
	-.059
	-1.595
	.111

	 
	Gender_Memory
	-.422
	.293
	-.053
	-1.440
	.150

	 
	Gender_SystemWindows
	-.221
	.333
	-.028
	-.662
	.508

	 
	Gender_SystemOSX
	-.165
	.340
	-.021
	-.485
	.628

	 
	Gender_Internet
	-.066
	.286
	-.010
	-.231
	.817

	 
	Gender_LSP
	.145
	.287
	.023
	.505
	.613

	 
	Gender_Ping
	.102
	.292
	.016
	.351
	.726

	 
	Gender_iPhone
	-.432
	.334
	-.058
	-1.293
	.196

	 
	Gender_Blackberry
	-.027
	.347
	-.003
	-.076
	.939

	 
	BB_Flagship
	.395
	.389
	.051
	1.016
	.310

	 
	iPhone_Camera
	-2.352
	.636
	-.228
	-3.695
	.000

	 
	BB_Camera
	-1.088
	.412
	-.120
	-2.640
	.008

	 
	iPhone_Display
	-.499
	.847
	-.060
	-.589
	.556

	 
	BB_Display
	-.503
	.946
	-.055
	-.531
	.595

	 
	iPhone_Memory
	-.058
	.665
	-.006
	-.088
	.930

	 
	BB_Memory
	1.192
	.708
	.116
	1.684
	.092

	 
	iPhone_SystemWindows
	1.190
	1.000
	.131
	1.191
	.234

	 
	BB_SystemWindows
	1.609
	.831
	.177
	1.937
	.053

	 
	iPhone_SystemOSX
	-1.523
	.805
	-.168
	-1.892
	.059

	 
	BB_SystemOSX
	-3.112
	.949
	-.302
	-3.278
	.001

	 
	iPhone_Internet
	.746
	.567
	.103
	1.317
	.188

	 
	BB_Internet
	.691
	.470
	.090
	1.472
	.141

	 
	iPhone_LSP
	3.765
	1.043
	.517
	3.612
	.000

	 
	BB_LSP
	.415
	.891
	.057
	.466
	.641

	 
	iPhone_Ping
	.310
	.628
	.045
	.494
	.621

	 
	BB_Ping
	1.709
	.413
	.235
	4.134
	.000


APPENDIX E: Table of variables with interaction effects which have a significant effect
Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.589(a)
	.347
	.323
	2.504


ANOVA(b)

	Model
	 
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	4981.008
	54
	92.241
	14.707
	.000(a)

	 
	Residual
	9376.399
	1495
	6.272
	 
	 

	 
	Total
	14357.407
	1549
	 
	 
	 


Coefficients(a)

	Model
	 
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	 
	 
	B
	Std. Error
	Beta
	B
	Std. Error

	1
	(Constant)
	6.746
	.468
	 
	14.423
	.000

	 
	Gender
	.059
	.135
	.010
	.435
	.664

	 
	Age_3555
	.722
	.526
	.107
	1.374
	.170

	 
	Age_5575
	1.806
	.524
	.260
	3.445
	.001

	 
	Edu_VBOMBOMAVO
	.547
	.251
	.083
	2.181
	.029

	 
	Edu_HAVOVWO
	.871
	.292
	.096
	2.978
	.003

	 
	Edu_HBOWO
	.016
	.246
	.003
	.063
	.950

	 
	Price_300
	-1.225
	.308
	-.193
	-3.971
	.000

	 
	Price_600
	-2.920
	.259
	-.435
	-11.274
	.000

	 
	Flagship
	.370
	.297
	.059
	1.244
	.214

	 
	Camera
	1.440
	.328
	.221
	4.384
	.000

	 
	Display
	.691
	.433
	.111
	1.598
	.110

	 
	Memory
	-.060
	.698
	-.009
	-.085
	.932

	 
	System_Windows
	-1.969
	.547
	-.310
	-3.598
	.000

	 
	System_OSX
	1.133
	.306
	.174
	3.697
	.000

	 
	Internet
	-1.293
	.389
	-.207
	-3.319
	.001

	 
	Apps_LSP
	-2.495
	.543
	-.392
	-4.596
	.000

	 
	Ping
	-.895
	.326
	-.138
	-2.748
	.006

	 
	Age35_Flagship
	.393
	.324
	.049
	1.213
	.225

	 
	Age55_Flagship
	-.662
	.331
	-.080
	-2.000
	.046

	 
	Age35_Camera
	-.302
	.332
	-.028
	-.907
	.364

	 
	Age55_Camera
	.435
	.340
	.040
	1.280
	.201

	 
	Age35_Display
	.273
	.320
	.028
	.854
	.393

	 
	Age55_Display
	-1.263
	.326
	-.125
	-3.868
	.000

	 
	Age35_Memory
	-.329
	.333
	-.031
	-.989
	.323

	 
	Age55_Memory
	.037
	.340
	.003
	.107
	.915

	 
	Age35_Systemwindows
	.277
	.371
	.027
	.747
	.455

	 
	Age55_Systemwindows
	1.087
	.333
	.103
	3.262
	.001

	 
	Age55_SystemOSX
	-.464
	.359
	-.044
	-1.293
	.196

	 
	Age35_Internet
	.024
	.325
	.003
	.074
	.941

	 
	Age55_Internet
	.909
	.332
	.109
	2.737
	.006

	 
	Age35_LSP
	-.480
	.326
	-.061
	-1.471
	.142

	 
	Age55_LSP
	-1.125
	.333
	-.138
	-3.377
	.001

	 
	Age35_Ping
	-.411
	.331
	-.053
	-1.242
	.215

	 
	Age55_Ping
	-1.252
	.338
	-.157
	-3.700
	.000

	 
	Age35_iPhone
	-1.019
	.379
	-.104
	-2.691
	.007

	 
	Age55_iPhone
	-.762
	.388
	-.075
	-1.965
	.050

	 
	Age35_Blackberry
	-.342
	.393
	-.032
	-.870
	.384

	 
	Age55_Blackberry
	-.786
	.402
	-.072
	-1.955
	.051

	 
	IPhone_Flagship
	-.337
	.388
	-.046
	-.869
	.385

	 
	iPhone_Camera
	-2.812
	.623
	-.273
	-4.516
	.000

	 
	BB_Camera
	-1.264
	.405
	-.139
	-3.125
	.002

	 
	iPhone_Display
	-.116
	.463
	-.014
	-.252
	.801

	 
	iPhone_Memory
	-.256
	.855
	-.028
	-.300
	.764

	 
	BB_Memory
	1.140
	1.008
	.111
	1.131
	.258

	 
	iPhone_SystemWindows
	1.147
	.820
	.126
	1.399
	.162

	 
	BB_SystemWindows
	1.487
	.603
	.164
	2.465
	.014

	 
	iPhone_SystemOSX
	-1.407
	.800
	-.155
	-1.758
	.079

	 
	BB_SystemOSX
	-3.129
	.713
	-.304
	-4.392
	.000

	 
	iPhone_Internet
	1.076
	.462
	.148
	2.329
	.020

	 
	BB_Internet
	1.119
	.497
	.145
	2.254
	.024

	 
	iPhone_LSP
	3.626
	.860
	.498
	4.215
	.000

	 
	BB_LSP
	.336
	.638
	.046
	.526
	.599

	 
	iPhone_Ping
	.180
	.624
	.026
	.288
	.773

	 
	BB_Ping
	1.893
	.409
	.260
	4.630
	.000











1

