[image: image250.png]- ERASMUS UN

RDAM



2

GOOD PROVIDER, GOOD PHONE, GOOD PRICE?

What to offer to retain and attract customers

---

A quantitative research concerning the possibilities of co-branding, to offer a contract that meets the consumer needs

[image: image251.png]- ERASMUS UN

RDAM




[image: image252.bmp]
Erasmus University Rotterdam

Erasmus School of Economics

Master Marketing

Laurette Susanne de Heus

Student number: 298110

Supervisor:

Dr. A.C.D. Donkers

Rotterdam, November 2010

FOREWORD

I’m very pleased to say that the document in your hands is my thesis, written to graduate the Marketing program of the Master Economics & Business of the Erasmus School of Economics. 

About ten months after the first thesis meeting and presentation of my first ideas and about four months after collecting my data, I’m very happy to finally hand over my story. During this period I have learned a lot with respect to statistical research, the Dutch mobile phone business and persuading people to participate in my research. Overall, it has been an interesting period, at which I look back with a big smile. 

First of all I would like to thank my supervisor, Bas Donkers, who triggered me to think about solutions, options and angles to focus on. The fact that he hardly ever provided me with a clear answer or solution let me truly consider my options and does give me the feeling that the thesis in front of you is all my work. Of course I would like to thank him as well for all feedback moments, which improved both the execution of my research and the content of this thesis.

Second, I would like to thank Maurice. During the last months he was always very enthusiastic when listening to my ideas, my progress, my results and he has been very supportive when I needed time to work on my thesis. 

Finally, my parents deserve a big hug and many thanks. They supported me at every aspect during my years as a student. They made it possible for me to be a student for the past 8 years and not only graduate in Public Administration, but in Economics & Business as well. MANY, MANY THANKS!!
By handing over this thesis, my years as a student have ended, but it feels amazing to start using everything I’ve learned in the ‘world of mature people’. 

I wish you lots of reading pleasure!
Laurette de Heus

Rotterdam, November 2010

MANAGEMENT SUMMARY
The background

Mobile phone industries worldwide face major problems due to customers switching from one provider to another, known as customer churn. In the Dutch market too, providers have to deal with customers leaving. This is even more problematic, because the market is highly mature (the penetration rate is over a 100 percent), which makes it almost impossible to find currently not served consumers. Next to that, competition is fierce. The market is a real battlefield when attracting new customers while, at the same time, providers must try to retain current customers. In order to manage the problem of churning effectively, providers must use churn management strategies, or, as other authors call it, segment management. By knowing what consumers prefer, or based on which incentives they choose to stay at or leave their current provider, it is possible to offer those incentives to consumers which will result in 1. retention of current customers and 2. attraction of future customers. 

Since loyal customers are no longer a sufficient means to stay competitive, as is concluded based on a literature study, it is important to focus on let’s call it ‘short-term’ interventions, like offering the optimal contract to consumers, as well. 

This research studies the preferences of consumers, where a contract is divided in three components: the cell phone that is accompanied with a contract, the price at which the contract is offered and the provider that offers a contract, varied by its image. These components are called the ‘three P’s’. A questionnaire is used to measure the preferences of consumers, by asking them the likability of accepting an offer build out of the three P’s. Based on the gathered data it is possible to state which segment of consumers prefers which incentives. As a result providers are able to target consumers with matching messages and offers, affecting both customer retention and customer attraction.

The main idea of this study is that by creating co-branding agreements providers are able to ‘influence’ each individual components in order to meet the preferences of consumers. Although co-branding holds some disadvantages, like the risk of partnering-up with a company that doesn’t fit each other’s business, and although companies must make a clear analysis and decision with respect to the company to cooperate with, it holds major advantages as well. 

Cooperation between mobile phone providers and cell phone producers, makes it possible to affect both the offered cell phone, the price and the (image of the) provider. By partnering-up, providers can make sure that they are able to offer specific cell phones first, like T-Mobile did with the iPhone.  Next to that, both companies can agree on a discount, which means that providers don’t have to pay the full price and, more important, don’t have to pass on all costs to the consumer. As a result price setting can be done at a low level. Third, when companies work together, spill-over effects (can) occur. This means that consumers can relate associations of company A to company B, or associations can be borrowed from the other company. Partnering-up with trendy cell phone providers, can result in an improved image of the provider.

What is important to know is the fact whether consumers are really triggered by these incentives or not and whether consumers are truly different from one another. This knowledge is key in this research and is studied in detail.

The results

Two possibilities to segment the consumer base are studied in this research. The first option, segmentation based on someone’s sensitivity to social contagion, didn’t show sufficient evidence to use it as segmentation criteria. Hardly any of the individual analysis showed support to state that the level of sensitivity is affecting preferences of consumers. An explanation to the absence of this relationship lies in the amount of information consumers have with respect to the cell phone business. Previous research uncovered that the more knowledge consumers have, the less relevant people in someone’s surrounding are. Since consumers are well informed about the availability of cell phones and the offering providers, they are not supporting on for instance friends in their network.

The second base for segmentation is segmentation based on age of consumers. The analyses do support such a segmentation criteria, given the significant different preferences of consumers within the different identified age segments.

The following relationships are supported by the analyses:

· To all consumers a less fancy cell phone has a significant negative effect on likability of accepting an offer;
· to all consumers a higher price setting of the contract negatively affects the chance of acceptance of an offered contract;
· and only younger middle aged and old consumers are significantly affected by the offering provider, but the difference between these two segments is not significant.
When the differences between the segments are studied it is seen that both higher price settings and less fancy cell phones have stronger impacts the younger a consumer is. 

There are some contradicting results seen as well. The most remarkable one is that to old consumers it is seen that the more he is sensitive to social contagion, the more importance is put on the fanciness of the cell phone. Apparently, these consumers are afraid of being called ‘old’ and therefore interesting in buying fancy gear and gadgets.

A second contradicting result is that, although all consumers feel that the more fancy a cell phone, the higher the chance of accepting an offer, it is seen that when a consumers is older an additional negative effect occurs, when a Smartphone or advanced cell phone is offered with a contract. 

Conclusion

This research showed that consumers are affected by two of the three P’s, namely the offered cell phone and the price at which it is offered. Next to this, it is seen that two segments, the younger middle aged consumers and the old consumers, are keeping the offering provider in mind when considering a new mobile phone contract. 

It is seen that co-branding agreements can help providers to 1. offer fancy cell phones (when partnering-up with the right cell phone producer), 2. get discounts on the handhelds resulting in no need to pass on the costs to consumers and 3. improve their image, by borrowing associations from the cell phone producer and spill-over effects. It is seen that especially the first and second advantage can be used to meet the preferences of consumers. 
When consumer preferences are met, customer retention will increase and new consumers can be attracted. As a result, the overall conclusion of this research is that co-branding agreements between cell phone producers and mobile phone providers will help providers to meet these preferences and therefore, when communicated correctly with each specified segment, can be a solution to high churn rates.   
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CHAPTER 1 – INTRODUCTION
The topic of this research is the focus of this introductory chapter. The first part describes the reason and the objective of the research, followed by the central research question and its relevance. The second part of this chapter describes the methodology of the research and the way the study was conducted.

1.1
REASON TO THE RESEARCH
Churning refers to customer movement from one company to another company (Hung, Yen & Wang, 2006). When churn rates become too high, performance of firms can be affected. Therefore it is important to secure those customers with highest values (Hung et al, 2006). Industries where major problems are faced due to high churn rates include banking, insurance and (mobile) phone service industries (Neslin, Gupta, Kamakura, Lu & Mason, 2006). This research focuses on churning in the mobile phone industry in the Netherlands, where providers are dealing with high churn rates as well. For instance, the Western European average churn rate in 2008 was equal to 24 percent
 and other studies even show rates up to 46 percent (Neslin et al., 2006). To most of the Dutch mobile phone providers it is true that churn rates are above the European average churn of 24 percent (SEO, 2006).

Maturing markets can be divided in three stages (Kotler & Keller, 2006). The first stage relates to decreasing sales, and (more relevant in this study) the problem of absence of new distribution channels to fill. This results in difficulties for companies to attract new customers, those who are currently not served by the company or one of its competitors.
The Dutch mobile phone industry is a very mature market. At this moment the penetration rate is even over a 100 percent.
 Besides this, competition is fierce, making it extremely important to stay competitive. Therefore it is even more problematic that churn rates are high, because the loss of customers can’t be compensated by attracting new customers or customers currently served by competing firms. In addition to that it should be mentioned that loss of customers is accompanied with high costs. First, because expenses were made to attract the customer and second, because the provider loses income. An American study pointed out that these costs are at least $1,000.
 

Companies in the mobile phone industry (as of this point called ‘providers’), like T-Mobile, KPN and Vodafone, can react in multiple ways to prevent customers from leaving (Manero, 2008). As already mentioned, attracting new customers won’t be very effective given the environment in which providers operate. Therefore retaining customers becomes of high importance.   

The reason of customers leaving their provider results in four types of customer churn. Firms aren’t able to react to each type, so not all customers can be convinced to stay at their current provider. Another important aspect to mention is the fact that the most effective reason to prevent churning depends on the type of customer churn. Therefore it is important to not only know which customers are most likely to churn, but also to know why these customers leave the company or why customers make specific decisions. Know who churns with what reason (or what they prefer), can result in highly effective activities to keep customers with the company, by offering those incentives that the customer values most. The importance of both aspects was also mentioned by Hung et al. who stated that “Successful churn management must [also] include effective retention actions” (Hung et al., 2006: 522). In addition to that, it is important to build flexible incentive programs, easily adaptable to each specific potential churner. 
Some authors state that churn management is in fact segment management (Hughes, 2006): Customers can be segmented. By having insight in the needs and wants of the segment and by knowing why customers leave and choose for specific options, it is possible to manage the segment, by offering them the things they are in need of.
 
In highly competitive and mature markets, like the Dutch mobile phone industry, it is extremely important to retain customers. This research focuses on the ‘retention part’ of churn management: the preferences of consumers are studied and the usefulness of co-branding agreements to offer these preferences to them. New possibilities to manage customer churn are studied, in order to stay competitive (or in order to stay ahead of the competition) and to prevent customers from leaving. 
1.2
OBJECTIVE OF THE RESEARCH
This research discovers (new) ways to offer customers those incentives that will convince them to stay at their current provider or to switch to a ‘better’ provider or offer. As discussed later on in this thesis, the main focus is using co-branding agreements between providers and mobile phone producers, to enable providers to not only improve their image, but also to make it possible ánd affordable to offer materialistic incentives to those customers that value these service most, preferably at low cost. 

One of the problems that providers faced in the past relate to the fact that in the beginning consumers were attracted by offering highly subsidized handsets (Turnbull, Leek & Ying, 2000). After this turned out to be too expensive the costs were passed on to the customer via higher rental costs or higher costs of using the service. The UK study of Turnbull et al. (2000) showed that this resulted in high churn rates, leading to a continuous problem for the provider.

Central in this research is the concept of co-branding. Co-branding strategies can provide customers with a “unique composite offering that adds value” (Prince & Davies, 2002: 51). Besides the added value, which can have various expressions, to the customer, it can also generate greater sales, because of an improved position on the market and the related competitive advantage (Kotler et al., 2006). These advantages are true to both brands, and therefore costs should be split. In this research this could mean that a producer of cell phones signs an agreement with a provider, where the provider gets a discount on the handsets, offering him the possibility to offer consumers free handhelds, instead of passing on the costs of the device. Especially those consumers with high needs towards owning the latest cell phone can be retained via these agreements. 

One aspect of this research is to find out whether the problem of churning could be solved (at least to some extent) by again offering materialistic incentives to customers or not. It is studied whether consumers do or don’t prefer a specific type of cell phone, a low price or a provider with a good image. These insights can be used to determine what incentives can be used to retain and attract consumers and it is studied whether this can be established via co-branding. 
Summarizing, the objective of this research is to uncover the possibilities of co-branding agreements between providers and mobile phone producers, by investigating the preferences of consumers with respect to mobile phone contracts. The three components that are studied are the impact of the offering provider, the impact of the offered cell phone and the impact of the price. In the continuation of this research these characteristics are named the three P’s. The results provide managers in the mobile phone industry with insights concerning what package to offer to which consumer. The final goal, to providers, is a more aligned offer with the needs and wants of their customers. 

This results in the following central research question.
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The central research question holds multiple components. At first churning and possible solutions to retain customers. Second, co-branding and its possibilities to satisfy the needs of customers. And third, what the results of the previous components mean to the practical site of providers. Sub questions related to each part of the central questions are formed. 
Sub theme 1: Churning

· What is churning and why is it a problematic issue to Dutch mobile phone providers?

· Are providers able to act in order to prevent customers from churning?

Sub theme 2: Co-branding

· What is co-branding and which (dis)advantages are accompanied with co-branding agreements?

· How can providers use co-branding agreements in order to prevent customer churn?

Sub theme 3: Retention incentives

· Which of the three P’s are preferred by which customers?

· In what way can co-branding help to meet the preferences of the customer?

· What should providers do to retain customers and attract new ones?
The answers to these sub questions will result in the possibility to answer the central research question, which is done in the ninth chapter of this thesis.
1.3
RELEVANCE OF THE RESEARCH

This research is both at theoretical and practical level relevant. In this paragraph both ways are explained.

1.3.1
Practical relevance

As stated earlier, in maturing markets, with fierce competition, acquiring new customers is not a sufficient solution to solve negative effects of high churn rates. Therefore mobile phone providers, heavily affected by customer churn, should act in the most effective manner to retain their current customers. 

This research draws conclusions towards consumers’ incentives to choose for a specific mobile phone contract. Since each consumer is different, they’ll be affected by different incentives. When it turns out that different groups of consumers face different preferences, providers must decide whether on targeting consumers differently or not. More specifically, should mobile phone providers create different strategies (or different contract types), based on the different preferences, for different consumers segments. 

Since co-branding ads value for the consumer, this might result in those (preferred) incentives, resulting in lower churn rates. Much research has been done towards factors influencing the likability of customers to stay at or leave their current provider. This research enriches previous studies, because it doesn’t focus on retention reasons in general or characteristics that will lead to customer churn, but on preferences towards the contracts that are offered, in order to let customers decide on retaining at their current or choosing for another provider. When materialistic incentives, like fancy cell phones, are important to a large part of the consumer base, this research will link this with options of co-branding to provide those incentives that affect customers’ choice.

The results of this research will give managers at mobile phone providers insight in how consumers will respond to different incentive structures and in what way this can be used in practice. Central is the question whether consumers can be segmented using the three P’s. The (managerial) relevance of the results lays in the fact that managers can use the results to evaluate their current CRM activities. The results might ask mobile phone providers to redesign their CRM structure (or at least add some extra features) in order to be more effective in retaining customers, by offering them what they really want, for instance by using a different consumer segmentation. Simultaneously, knowing what consumers want (where competitors don’t know this), will open windows to attract new customers. Related to that, mobile phone providers will keep a strong position in this extremely competitive market and even be capable to stay ahead of the competition by serving consumers excellent, (partly) customized offers.

1.3.2
Theoretical relevance

Literature is mainly focused at ór co-branding ór customer retention. In case of co-branding many researchers discuss the different types of co-branding, what it means in terms of value to the cooperating partners and what the most important advantages, disadvantages and risks are when companies get involved with one another. 

Literature concerning customer retention discusses themes like loyalty programs and programs in order to (pro)actively influence customers to stay at their current supplier, how companies can have an impact on repeat-purchases and external factors that affect consumers when deciding on leaving or extending the relationship with their current supplier.

This research combines these two concepts. It is studied whether co-branding strategies can help mobile phone providers to retain customers or not. When it turns out that this is the case, co-branding agreements will be a solution for those providers to keep up with the competition and stay competitive, even in an environment which is highly mature and shows fierce competition. Therefore, the contribution of this research at a theoretical level is that existing literature is combined, presenting new solutions in the field of customer retention/ loyalty literature. 

1.4
OBJECT OF RESEARCH

Central in this research are Dutch mobile phone providers and the way they can make use of co-branding agreements to retain customers in a competitive environment, by offering them a contract that meets their preferences. As a result the object of research is ‘consumers with a Dutch mobile phone number’. Since the penetration rate of mobile phones in the Netherlands is over a 100%, the research population will be (close to) equal to the Dutch population.
The idea of the research is to provide information about the way contracts should be compiled. Even though churning is a problem with both prepaid and postpaid contracts, this research is mostly useful in the field of postpaid contracts, since in prepaid contracts it is not (completely) realistic to offer the fanciest cell phone at a low price. 

The target group of this research will not exclude prepaid consumers. This decision is made because providers should not only focus at current postpaid consumers, but at future postpaid consumers as well. Therefore the preferences of prepaid consumers won’t be too problematic to include. When it turns out that a too large part of the sample belongs to this group, the postpaid target group will be targeted specifically to increase the number of postpaid consumers in the sample. Given the fact that personal networks will be used to gather respondents, the expectation is that this will not be necessary, since most persons in the researcher’s network are in the possession of postpaid contract.
1.5
METHODLOGICAL JUSTIFICATION
This research holds three phases. The first phase refers to a literature study in which the concepts of churning, customer retention and co-branding are studied and how these concepts can be combined. In this part the context in which the research is executed is studied as well. 
The second phase consists of two steps. The first step refers to a small survey to determine which provider in the Dutch market is perceived to be best and which provider is perceived to be worst, according to consumers. The way this is used in the continuation of the research is explained later on in this thesis. Based on these results a survey is formed to measure the impact of the three P’s (provider, phone and price) on the chance of accepting an offer by consumers. The online tool ‘www.thesistools.com’ is used to gather data. Respondents are reached (and requested to participate) via personal networks and social communities, like Twitter, Facebook and Hyves.
The third phase consists of the analyses of the collected data. During this phase it is studied to what extent consumers are affected by the individual components (the three P’s) of a contract. Based on the results of the analyses conclusions are drawn towards what providers could do to retain customers and in what way this can be achieved by creating co-branding agreements. In this section of the research a second focus will lay on the possibility to form consumer segments, in order to more effectively serve current and future customers.
1.6
GUIDE
This first chapter introduced the idea behind the research and its relevance. It is also discussed briefly who the object of research is and which steps are taken in the research process. In the continuation of this thesis the following chapters and topics are presented:

Chapter 2, titled ‘How to stay competitive’, is focused on the theoretical background of this research. The two central concepts, churning and co-branding, are discussed and the possibility to combine them. 
The third chapter discusses a third relevant concept, namely social influences or sensitivity to social contagion. This part of the research discusses how consumers might be influenced in their behavior by their surroundings. It is expected that consumers who are highly sensitive to social contagion, show different preferences than those who are to a lower extent sensitive to the opinion of others.  
In Chapter 4, ‘The Dutch mobile phone industry’, the context in which this research takes place is discussed. The general characteristics of the Dutch mobile phone industry are mentioned and the ideas and results of the pre-survey are presented. 

The fifth chapter mentions the expectations of the research. In addition to this the conceptual framework is shown graphically.

Chapter 6 is focused on the research set up. It is discussed how the research was formed and executed. Next to this the expectation before the research started are mentioned and briefly explained.  
In the seventh chapter the analyses of the collected data are presented. 

In addition to Chapter 7, Chapter 8 discusses the (overall) results of the analyses. It is showed whether the analyses show evidence to a consumer segmentation and the formed expectations are discussed.

Chapter 9, the closing chapter of this thesis, answers the central research question ‘Can co-branding between mobile phone providers and cell phone producers offer a solution to high churn rates that providers are dealing with, and what does this imply for their practices?’. The answer is provided by referring to the collected evidence presented in this thesis. 
At the end of this chapter some limitations to this research are discussed and (partly in line with the limitations) options to future research are presented. 
CHAPTER 2 – HOW TO STAY COMPETITIVE
The second chapter of this thesis focuses on the two central concepts of the research. The relationship between these concepts is explained and the possibilities are investigated to use this combination to stay competitive in the highly mature and competitive context in which Dutch mobile phone providers are operating.

2.1
CHURNING
The central issue in this thesis is the problem providers face due to customer movement to competing firms, known as customer churn. This paragraph describes the issue and possible options to react to it.

2.1.1
Customer churn

Customer churn, or in short churning, refers to customer movement from a provider to competing firms (Hung et al., 2006). This is a major problem in mobile phone industries worldwide. High churn rates (can) have major impact on the performance of providers. Think for instance of the losses in sales and a decreased competitive position. Therefore it is extremely important to prevent customers from leaving, especially those that are most valuable to the company. At the same time it is important too, if possible, attract new customers.

There are many things companies can do to prevent churning, based on the impact (or level) of churning. The more critique the impact, the more providers must move from reactive campaigns, to proactive campaigns to loyalty programs in order to build a relationship with the customer and bind them to the company (Manero, 2008). Unfortunately, not all customers can be persuaded via the right incentive to stay at their current provider. Therefore it is important to not only know which customers have high likability to churn, but also the reason(s) underlying their behavior. 

Not all customers can be influenced by whatever sort of incentive they prefer, to continue the contract with their current provider. A first distinction to this extent can be made between voluntary and non-voluntary churn (Hadden, Tiwari, Roy & Ruta, 2005). Non-voluntary churn refers to those customers that are disconnected by the provider itself, for instance due to continuous lack in payments. There are also customers that belong to the group of voluntary churners, giving companies the possibility to proactively react on their behavior, in order to retain them.

Voluntary churn can be divided in incidental churn and deliberate churn (Hadden et al., 2005; Manero, 2008). Incidental churn relates to changed circumstances, for instance in someone’s financial situation or a relocation (to an area where the network isn’t covered by the current provider). In case of deliberate churn, the customer decides to move to a competing firm, for instance because of a better financial offer or the possibility to get the latest cell phone. Of all voluntary churners, deliberate churners are forming the biggest part. The fact that they have well-considered reasons, means that providers can undertake actions to make sure that those reasons become irrelevant. This shows that, in combination with the fact that these customers are the biggest group, it is extremely effective to manage those customers. This ‘managing’ of customers to prevent them from leaving is known as churn management. 

2.1.2
Loyalty

When trying to retain customers, it is important to focus on loyalty, as will be discussed in paragraph 2.1.3. Customer loyalty refers to “the strength of a relationship between an individual’s relative attitude and repeat patronage”, according to Dick and Basu (1994: 99). In this sense two types of loyalty can be identified: ‘loyalty attitude’, referring to satisfaction, commitment and trust and ‘loyalty behavior’, referring to duration of the relationship and cross- or up-selling (Bolton, Lemon & Verhoef, 2004). 

Loyalty programs, referring to “structured marketing efforts which reward, and therefore encourage, loyal behavior” (Sharp & Sharp, 1997), should be build in a way that they are able to act flexible and operate as dynamic incentive schemes in order to create multiple-period decision making instead of single-period decision making (Lewis, 2004). These programs are especially effective when benefits are based on someone’s previous purchases, according to Lewis, since customers get rewarded when they retain at their current provider. Compared to ‘normal’ marketing campaigns, loyalty campaigns are affecting the average frequency of purchasing (Sharp et al., 1997), because it mostly affects current customers. 

Loyalty programs mostly affect the loyalty behavior, as described by Bolton et al. (2004), because consumers are triggered to repeat buying because of the additional benefits. Another possibility is to offer discounts when a customer decides on extending the contract period or to sign as a new customer. This will affect both current and potential customers. 

Unfortunately, loyalty programs are not a sufficient solution to stay competitive in the environment in which providers operate. This relates to the already mentioned fact that new customers won’t be attracted by loyalty programs, but by short term promotions, like discounts. When competitors keep attracting customers through promotions, the customer base will decline, because customers switch easily (Sharp et al., 1997). As a result customer retention will decrease. Therefore, only focusing at loyalty programs in a mature and strongly competitive market is not enough. 

In practice it was recently experienced by the researcher that customers with long-term relationships don’t receive increasing benefits, compared to customers with short-term relationships, resulting in signing a ‘not too expensive’ contract, accompanied with the latest Blackberry at another provider, after a relationship that lasted eight years. Offering better benefits would have let to retention of the consumer.
The next paragraph discusses the possibilities of churn management in mature markets, like the Dutch mobile phone market. 

2.1.3
Churn management in mature markets

There are multiple ways firms can respond to leaving customers. The first is to “ignore the loss” (Manero, 2008: 174) and “try harder to acquire new customers” (Manero, 2008: 174). The second solution is “to steal customers from their competitors” (Manero, 2008: 174) and the third option to do for firms is to “begin to build customer churn management capabilities” (Manero, 2008: 174). In mature markets, like the mobile phone industry, the first option isn’t feasible, simply because there are no new (not yet served) consumers available. In the Netherlands the penetration rate is even over a 100 percent. In these circumstances firms must realize that focusing on stealing customers from competition is effective, but not effective enough to balance all customers that have left. Therefore they must not only focus on attracting (to the company) new customers, but on the retention of existing customers as well to prevent them from leaving.

The impact of churning affects the possibilities providers have to tackle churners (Manero, 2008). When there is little impact reactive campaigns can be a sufficient solution: Offer a better contract, when someone comes to the store or calls the service number to end his contract. When the level of impact rises, reactive campaigns won’t do and increases the importance of proactive campaigns. Providers must not wait until customers inform them that they’ll leave, but offer them before the end of their contract period interesting offers (which can be for instance financially or materially interesting) in order to persuade them to prolong the relationship instead of moving to a competitor. An even more intense strategy is to build loyalty programs and ‘use’ the loyalty of customers as the incentive to stay.

The relationship between these three ways to manage churning and the three options to react on churning customers can be seen as follows. In mature markets providers must focus on both stealing customers from the competition and build long-term relationships with existing customers. By offering better contracts than the competition does, customers can decide to stay at their current provider. At the same time this can result in stealing customers from competing provider, because they’re better off when they leave. Building loyalty programs can’t lead to stealing customers, but will affect the current customers. When customers are served repeatedly with optimal offers their satisfaction level and loyalty will increase. As a result retention rates will grow.  

The problem of churning should be tackled by providers as effective as possible. As described in this paragraph it is not only important to know who is most likely to leave the company, but also why they will leave, because this gives input to provide them with offers consumers won’t  refuse. Knowing what customers value most and be totally honest about the presence of these incentives and possibility to actually offer those incentives, can help providers build an ‘incentive and loyalty program’, that will result in high retention rates and low levels of customer churn.  
As briefly mentioned in the introductory chapter of this thesis, churn management is, by some authors, known as segment management (Hughes, 2006). Segment refers to a group of consumers that is known for similar preferences, behavior or demographics. In practice it can be the case that similar demographics lead to similar preferences or behavior. When managers know the segments, both its characteristics and its preferences, and the reasons why they leave (for instance broad, like deliberate churn or not, or specific, like too expensive service) it is possible to meet their preferences. No longer will a mismatch result in customer churn. 

Unfortunately, churn management can become very expensive and isn’t always as effective as the company would wish for. Think of the amount of customers that won’t react the way it was expected, the offered incentives are expensive but still not aligned with all potential churners and the fact that not every customer is as valuable as the other. Therefore providers must consciously build churn management programs, to make it not only effective but affordable as well.
2.2 
CO-BRANIDING

Co-branding is the second central concept in this thesis. This paragraph describes what co-branding is, what the advantages and disadvantages to firms can be and how firms must decide on co-branding agreements.

2.2.1
What is co-branding?

Co-branding refers to collaboration agreements between two (or more) brands, where collaboration can be seen as a traditional contractual exchange or a non-traditional contractual exchange (Prince et al., 2002). In case of traditional contractual exchange, firms agreed to help each other to build their brands or marketing campaigns. Non-traditional contractual exchange goes even further, because the firms work together in developing new products or technologies or sourcing efficiencies. In both cases will the collaboration lead to the possibility to offer customers a “unique composite offering that adds value” (Prince et al., 2002: 51). 
It is also possible to define co-branding with a broader view, as is the case in this research: Co-branding is seen as a way to be able to offer the optimal product to consumers and improve image of the companies, therefore creating value for both the cooperating companies and the consumer. In this sense of the word ‘co-branding’, it’s not the case that together a new product is developed, but two brands develop a new solution, both relying on the strength. The combined usage of the products leads to a value adding offer to the consumer. In fact this lies close to traditional contractual exchange, as Prince at al. (2002) discussed. 
An example of a co-branded strategy (making use of this broader definition) is the Senseo coffee maker: Phillips delivers the coffee maker, Douwe Egberts delivers the coffee pads, together they developed an entire new way to make great tasting coffee. Another example the Beertender: Heineken delivers small barrels of beer, Krups delivers a small beer tap, and together they provide customers with the possibility to drink beer from a tap at home. Especially in the beginning this offered the involved companies with huge competitive advantages. Unfortunately, at this moment many competing firms entered the market, with for instance cheaper coffee pads to use in the Senseo coffee maker, or the by Philips developed Perfect Draft, another beer tap to use at home. 

There is much antinomy towards what co-branding exactly is. Many marketers describe co-branding as collaboration between two brands to build their brand and gain some advantages. Other marketers make distinctions, for instance between co-branding and strategic alliances (Blackett & Boad, 1999; Prince et al., 2002). Next to this, it is also possible to look at the type of collaboration: the distinction in this case is whether they really work together or use products of one brand to build their own brand, also known as ingredient branding (Keller, 2008). A good example is the integration of Intel Processors in IBM computers. Another distinction that can be made is joint advertising (Blackett et al., 199) where no actual product or service is delivered, like small dolls of Disney figures and MacDonalds’ Happy Meal. In this case company A permits company B to use the brand characteristics/ copy rights to strengthen their position. 

Much of this discussion focuses around the duration of the collaboration (Blackett et al., 1999; Prince et al., 2002) and the creation of value to the participants (Blackett et al., 1999). Both authors state that co-branding agreements last shorter than strategic alliances. In addition to this, Blackett et al. (1999) state that strategic alliances create shared value to the participant but less than is the case in co-branding. This relates to the fact whether brands work together or really try to develop something new. The way co-branding is seen is this study, will be explained in paragraph 2.2.5.
2.2.2
Why co-branding?

Firstly, co-branding has multiple major advantages, in many cases related to the impact on a brand’s competitive advantage. The first is that it creates opportunities to gain a competitive advantage, because it enables firms to offer unique propositions to customers (Prince et al., 2002). As a result sales will increase. On the other hand, related to increased sales, it can justify setting premium prices (Blackett et al., 1999): for instance, ingredients in the newly developed product can result in higher quality or higher quality perceptions, and therefore justify higher prices. 

A second advantage relates to the access to new markets and new technologies, like Blackett et al. (1999) state. Partnering-up with a firm that already serves a specific market or already owns new technologies, the second party can make use of this knowledge to better meet the needs of customers. 

A third advantage relates to the fact that co-branding can lead to customer reassurance and (partly related) improvement of the image that customers have of the brand (Blackett et al., 1999). The fact that a brand cooperates with another well-established brand, known for its high quality and (for instance) trendy image, will improve the way customers perceive the first brand. It can be used as a signal of quality, but the trendy image can also be leveraged to the first brand. Image spillover is not a strange thing to appear (Venkatesh & Mahajan, 1997). This is also known as leveraging secondary brand associations (Keller, 2008), where the brand ‘borrows’ positive associations from the other brand. Think for instance of electronic devices from brands with little popularity: they put for instance a Pentium processor in their PCs, resulting in consumers relying that the product is of high quality.

Finally, co-branding can provide operational benefits to firms (Prince et al., 2002), for instance because of sharing sites/ plants, resulting in lower (rental) costs.

Concluding, it can be stated that co-branding can generate a competitive advantage via multiple ways, like increased sales and improved brand image, but it can also lead to operational benefits. More general: co-branding is built on synergies, leading to a greater effect, than the sum of the effects produced by both participants individually.
 
Companies should not be blinded by these advantages and make careful decisions when starting agreements with other firms, given the possible disadvantages and threats. They should make a well-considered choice concerning the partners to cooperate with and the conditions. 
2.2.3
The reverse side of co-branding
There are advantages related to partnering-up in co-branding agreements, but disadvantages can appear as well. Firms must keep these disadvantages in mind and the extent to which they can occur, when deciding on signing agreements or not.
A reason why co-branding agreements can fail, relates to the appearance of conflict between the brands and their individual role (Prince et al., 2002). A first source is conflict over domain of control, which refers to for instance the use of the website hosted by the other brand. A second source occurs when a loss of respect appears, for instance after publicizing confidential information about the other brand. A third source is called inference. Inference concerns taking responsibilities by one partner, without agreement of the other partner. Sources of conflict can become that critical that partners in the agreement can decide to split up, since trust is one of the most important aspects in these types of collaboration (Prince et al., 2002). 

A negative result of splitting up lies in the fact that, especially when complicated technological skills are involved, necessary skills are lost (Prince et al., 2002). This means that 1. the firm can lose its competitive advantage or 2. a competing firm starts a co-branding agreement with the company resulting in a competitive disadvantage to the prior partner.

Disadvantages, or possible threats to the success of the agreement, can also relate to the companies that partner-up. It is for instance possible that the customers do not match like was expected or that the position of one of the partners in the market is too established, affecting the impact of the agreement of the other firm (Blackett et al., 1999). Other disadvantages relate to the output of the collaboration, like not meeting the targets or financially related problems (Blackett et a., 1999).  

Given the advantages and disadvantages that might occur when companies partner-up, firms must consider whether they will be better off or not in a co-branding agreement. Therefore it is important to know why they should cooperate with another firm. After they’ve made the decision another important decision has to be made, namely with which companies they should partner-up. These latter ‘questions’ is the central theme in the next paragraph.

2.2.4
With which firms to partner-up? 

After the decision has internally been made to agree on co-branding, it is important to pick the right company to cooperate with. Blackett et al. (1999) state that in order to pick the best partner, it is important to know exactly what your company is like. Knowing the characteristics of your company, will make it easier to pick the best match. 

A first aspect that affects the fit with another company is the brand fit and product fit. Product fit refers to the congruency between the product categories in which the two brands are operating (Simonin & Ruth, 1998). Think of the mentioned collaboration between Douwe Egberts and Philips: Douwe Egberts is operating in product categories related to food, Philips in consumer electronics, but more closely both are active in the coffee consuming industry, resulting in a fit between the two. With brand fit the level of consistency between associations of brands perceived by consumers (Keller, 1993). In his book, Keller (2008) mentions some additional sources for fit, namely an emotional and a functional fit. In this research especially product fit is relevant, since it will be studied whether providers and producers in the mobile phone industry (so active in highly related product categories) can cooperate in order to gain competitive advantage. 

A second aspect that companies should integrate in their decision-making is the match with the customers. When customers are not the same, the message that brands work together or the together created output, will not reach customers from the cooperating firms effectively. This refers to a situation in which, like the previous paragraph mentioned, a weak match can result in a failure of the agreement, for instance because the agreement will not result in the mentioned higher sum of value than the two individuals would reach, because only a part of the customers will be reached.
To conclude, companies must not only decide whether they’ll be better off in case of a co-branding strategy by discussing the potential appearance of advantages and disadvantages; they must also make a well-considered decision about the partners with which to cooperate. 

2.2.5
Definition of co-branding

This paragraph discussed the concept ‘co-branding’. It is shown that much obscurity is present with respect to the definition of this theme. For instance the distinction between strategic alliance and co-branding and the interpretation of the idea of adding value: it’s all very vague. 

In order to execute this research correctly and draw the right conclusions, it is important to set a definition that is used in this research and matches both theoretical frameworks and the content and objective of the research.

Based on the theoretical background discussed in this chapter and the reason, objective and goal of the research, in this research the following definition is used:  

“Co-branding refers to the collaboration between two brands to strengthen each one’s position in the market, in order to gain any type of competitive advantage. In this sense of the concept, there is no need to actually create a new product or extension of existing products, but can co-branding be limited to for instance offering each other’s services and borrowing secondary associations.” 
2.3
THE LINK BETWEEN CO-BRANDING AND CUSTOMER CHURN
This thesis studies the possibilities to make use of co-branding agreements in order to retain customers. This paragraph provides an explanation about how these two concepts can be matched and how this can help providers to keep churn rates low.

As explained in this chapter, co-branding can be used on the one hand to improve the image of a brand. By cooperating with a strong brand, associations (in the minds of consumers) can be transferred, improving the image of the other brand. On the other hand is it also possible to create (direct) value to the consumer, because the company gets access to (until then) inaccessible resources. In the case of mobile phone providers one can think of the possibility to offer the latest cell phone first, like T-Mobile did in the Netherlands with the iPhone. Question remains how providers can use these agreements in order to retain customers and keep churn rates within boundaries.

Later in this thesis the three P’s are explained. Where most marketing research focuses at the four P’s place, price, product and promotion, this study is designed around the three P’s phone, price and provider: the three aspects that characterize an offer provided to consumers by mobile phone providers. In the first chapter of this thesis it was discussed that offering the latest cell phone was a ‘normal’ thing for most providers but became too expensive. As a result many customers left, because they started looking for the best deal at the end of their contract period. It could be that the phone offered with a contract is of extreme importance. But it can also be that the phone is less important, and that the price affects the choice of consumers. Therefore it is important to offer a combination of the preferred phone with an acceptable price. 
Cooperating with a specific producer of cell phones (in which this latter party gains some advantage too) can give the providers the opportunity to offer a good deal and offer cell phones for free or at low costs. This shows that by cooperating with producers of cell phones, providers can get the possibility to offer the optimal combination of price and phone to the consumer, resulting in retention of current customers or even attracting customers from competing providers.

On the other hand can co-branding result in the transfer of secondary associations from company A to company B. In case of a bad image of the provider, resulting in a bad competitive position, this can improve their image, by borrowing associations from the producing firm. As a result their image will improve and customer will at least consider doing business with that particular provider. When it turns out that a bad image negatively affects the chance of consumers accepting an offer, cooperation with cell phone producers with excellent images, can result in an improved image.
This shows that by agreeing on partnering-up with cell phone producing companies, providers can affect all three P’s in order to offer the best combination to their current and future customers. This research is aiming at finding out whether these theoretical possibilities are actually useable, given the preferences of consumers.
CHAPTER 3 – SOCIAL CONTAGION

The idea behind cooperation between cell phone producers and providers is that by working together providers can offer the best package of the three P’s to satisfy and retain both current and future customers. It is studied which consumers prefer which incentives when they choose a new mobile phone contract. 
In practice people are not completely ‘independent’ with respect to their behavior. At least to some extent people are influenced by others in their surroundings. These social influences, or social contagion, are the central theme in this third chapter.
3.1 
THE ATSCI-MODEL

ATSCI, the abbreviation of Attention to Social Comparison Information, is a method to measure whether a person pays attention to his behavior, because he’s concerned about others’ reactions to this (Bearden & Rose, 1990). Two aspects are important in this situation, namely social anxiety and public self-consciousness. 

Social anxiety, which was already studied in de early eighties by Lennox and Wolfe (Bearden et al., 1990), refers to two concepts. The first is neuroticism, referring to people being emotionally instable. The second concept is fear of negative evaluation. Both concepts result in a situation in which people are extremely focused on what others think and say about them, in order to feel good about themselves. Social anxiety will result in people scoring high on the ATSCI measure, since they are trying to avoid getting negative gazing.

Public self-consciousness, which was defined by Fenigstein, Scheier and Buss in the mid seventies, refers to “the consistent tendency of persons to direct their attention toward themselves as social object” (Bearden et al., 1990: 462). The concept of public self-consciousness is highly related to the ATSCI-concept, because both state that people with high scores on those are always aware of the people surrounding them.

In order to behave in a proper way, people take a look at others’ behavior and feel that if others behave this way, this should be a proper manner to them too, in order to receive positive evaluations. People who feel they are independent, so who are to a limited extent sensitive to social contagion, believe they must make unique decisions, without being connected to a social context (Chiou, 1998). People, who are sensitive to social contagion, feel they are part of a group (Chiou, 1998). They use others’ behavior for social comparison, in order to reflect appraisals and to decide how to behave. 

In 1984 a 13-item scales was created by Lennox and Wolfe to measure the impact of social situations on people’s behavior. A part of this scale (those statements that relate to specific behavior) is used in this research as well. 

3.2
IS EVERBODY SENSITIVE TO SOCIAL CONTAGION?

Research by Manchanda, Xie & Youn (2008) showed that marketing activities are to a large extent responsible to the behavior of consumers when they adopt (new) products, but this research also showed that after the product is known by consumers, social contagion becomes of high importance. Luckily, this effect is not true to all persons investigated (Manchanda et al., 2008): some people are more sensitive to social contagion than others. As a result the in Chapter 2 discussed idea that providers must build promotional activities, due to promotional activities of competitors, stays important. 

The level of social interaction affects the extent to which someone is sensitive to social contagion, according to an extended literature study of Manchanda et al. (2008). Since other studies question this idea, it should be handled with care. 
Although their study is focused on the pharmaceutical industry, it is expected that this varies with the context in which a company is operating, as does the sensitivity within an industry varies. This is supported by research executed by Bandiera and Rasul (2006), who executed similar research in a completely different industry. In their research they uncovered that the amount of information that consumers have, affects their sensitivity to social contagion (Bandiera et al., 2008). 
This was also uncovered by Chiou (1998). Chiou makes distinction between objective knowledge and subjective knowledge. Companies are able to affect the objective knowledge, by providing consumers with reliable and complete information with respect to for instance the product and the company. It is more difficult to influence the subjective knowledge, since this refers to “an individual’s degree of confidence in his/ her knowledge” (Chiou, 1998: 299). This puts more importance at informing consumers, to raise the level of objective information. 
Given the fact that consumers are not only affected by social influences, but by the information they have as well, it is important that companies, who have to deal with social influences when trying to attract consumers, must inform consumers about every desirable aspect of the product, the company and the terms of agreement. It is also possible to offer demonstrations or trial periods (Chiou, 1998). Via these activities, it is possible to affect a consumer’s subjective knowledge: trying the product will increase his belief in his own knowledge. Through providing information, providers can temper the effect of social contagion to the behavior of consumers.
With respect to social contagion, companies can try to reach consumers via for instance online social communities (Chiou, 1998). Through these groups companies can, in an informal context, influence the opinions of group members, for instance by providing information. It is even possible to behave as a consumer, instead of being the company. This will prevent that group members perceive the participant as promotion/ advertising, instead of being a member of the same group.
3.3
WHY SOCIAL CONTAGION IS A RELEVANT CONCEPT

In this research, as explained in previous chapters, it is studied whether people are choosing their next contract of a mobile phone provider because of the provider, the phone included or the price. Since providers are facing huge problems because of customers leaving, it is important to them to know what consumers are looking for and how they can realize this. By creating effective marketing activities consumers can be targeted and attracted (Manchanda et al., 2008).

Next to the effects of marketing activities, consumers are influenced by interpersonal relationships (Manchanda et al., 2008; Weisbuch & Stauffer, 2003). This makes the inclusion of the ATSCI measure in this research relevant, in order to conclude whether these consumers are influenced by the offer of the provider or by other people’s opinion. Or, in other words: whether they truly follow their own preferences when evaluating an offer or led by the opinions of others when they judge an offer. When it turns out that (a part of) the consumer base is influenced by people around them, for instance in their choice for a Smartphone or by the fact that they do not want to be evaluated negatively because of the provider of their choice, external factors are driving forces to consumer behavior. This results in difficulties when forming offers that are received positively by consumers. The provider is much more dependent on overall consumer thinking. In this case, providers must segment the consumer base not making use of for instance demographic characteristics, but by making use of group preferences.

A second ‘complication’ relates to the fact that the amount of information in the minds of consumers decreases their sensitivity to social contagion. When it turns out that consumers in the Dutch mobile phone industry are sensitive to social contagion, the importance rises of informing consumers about for instance the product. 

Summarizing, the relevance of including social contagion in this research relates to 1. the fact that consumers might be influenced by others, resulting in the fact that providers can’t approach them with offers that match their (previous) preferences, because group dynamics could have changed this and 2. it becomes more important to inform consumers, in order to temper the impact of social influences.  

CHAPTER 4 – THE DUTCH MOBILE PHONE INDUSTRY

This fourth chapter concerns the context in which this research is executed. An overview is given of the providers present in the Dutch market. Based on both a small-scaled survey, executed prior to the main survey to form an opinion about by the customer higher and lower valued providers, and the market position of each provider, it is discussed how the Dutch mobile phone market is organized. A second theme, central in this chapter, is the level of urgency of the problem of churning by showing figures concerning the Dutch market. 

4.1 
THE DUTCH MOBILE PHONE MARKET

This paragraph describes the Dutch market for mobile phones. Some important trends are discussed as well as the supply side. This second part mentions the most important players and the way they are perceived by the consumer.

4.1.1
Trends in the Dutch market

The Dutch market for mobile phones, although it is already highly mature, is still a growing market. In the second quarter of the year 2009 the number of contracts has grown with 1.3 million (OPTA, 2009).
 Although this number isn’t as large as it was one year before, it is still true that the market increases. At that moment the penetration rate of mobile phones was equal to 128 percent (OPTA, 2009). By now this is probably even higher. This shows that, assuming that every consumer in the Dutch market is in the possession of a mobile phone, 28 percent holds a second contract. This can be explained by for instance the fact that many people have a cell phone that is only available to make business calls. As a result, those consumers have multiple mobile phones.
A second trend, as concluded by the OPTA, relates to the type of contract that is preferred by Dutch consumers. By the end of the second quarter of 2009, of all mobile phone contracts 50.6 percent concerned prepaid contracts (OPTA, 2009). This distribution changes every year, in the direction of increasing numbers of postpaid contracts. It can be expected that at this moment the distribution prepaid/ postpaid turned to a larger percentage of postpaid contracts. Since the OPTA-research showed that the monthly expenditures are on average higher for postpaid consumers, this trend is a positive development to providers. 

A third trend shows an increasing number of consumers starting to us the internet via their cell phone. Forecasts showed that the number of users of internet on their cell phone will increase every year with 30 to 40 percent (OMI 2 , 2008). By the year of 2008 12 percent of the Dutch consumer used the internet application on their cell phone at least once a month. The forecasts that predict increasing usage of internet applications on cell phones, can relate to the increasing sales of advanced cell phones, which facilitate using the internet and make using the internet via cell phones more easily. 

4.1.2
Suppliers of mobile phone services

A second important aspect of the Dutch market relates to the providers that are active on it. In the Netherlands the mobile phone market knows many providers. The main providers are KPN, Vodafone and T-Mobile, next to some ‘smaller’ providers, namely Hi (which is in fact a sub business of KPN), Telfort, Orange, Ben (which is part of T-Mobile) and Debitel
. In addition to those well known providers, there is a wide range of providers, like the Albert Heyn, Kruidvat and Ortel. These Mobile Virtual Network Operators (MVNOs), who doesn’t own their own network, are not included in this research and therefore won’t be discussed.

Based on a research directly towards the providers themselves and the Consumentenbond, a research has been executed by Marnic Communicatie.
 The different providers are evaluated on the criteria ‘network coverage’, ‘quality’, ‘price’ and ‘service’. This research resulted in the following Top-6:

1. KPN/ Hi

2. Vodafone

3. Orange

4. Debitel

5. Telfort

6. T-Mobile/ Ben

What is interesting to mention is the fact that all providers, including top ranked KPN, showed disappointing results. Of the five stars that could be earned a maximum of three stars was adjudged to KPN. All other providers earned two or less stars. Paragraph 4.1.4 discusses the two providers that will continue this research, more detailed. 

It should be mentioned that these results relate to late 2008. Although the figures might be slightly different by now, the overall feeling is that it is still quite similar. An example is the bad network coverage of the iPhone offered by T-Mobile, resulting in a bad positioning by T-Mobile by 2010 as well. Given the market share of KPN and Vodafone at this moment, it is expected that these two providers still rank high on this list.

The biggest players in the Dutch market are KPN, Vodafone and T-Mobile. This relates to the fact that these three players hold their own network. In 2009 these three providers held a market share close to 100% (OPTA, 2009). Combined with the fact that the MVNOs held a market share of 14.7%, according to market research from Telecompaper (2009), it can be concluded that last year these three players in the Dutch Mobile phone market held a market share  close to 85% (when the actual service to consumers by these three providers is meant, not service through other providers using their network).

What is quite remarkable is the fact that of the 100% T-Mobile takes close to 28%. In 2009 they even gained market share, in the disadvantage of KPN (OPTA, 2009). At first this doesn’t sound strange at all, but the fact that T-Mobile is evaluated worst – they earned one out of five stars – is quit contrasting with their success in terms of market share. This might relate to the fact that consumers who wanted an iPhone had to choose for T-Mobile. The bad network coverage of T-Mobile and the fact that many consumers chose them, can relate to their bad evaluation and perceptions of consumers (as discussed in paragraph 4.1.3).
It is relevant to include the perceptions of consumers in this story. It could be the case that although the objective evaluations show the opposite, consumers feel different about the providers. The next part of this paragraph will discuss perceptions of consumers making use of the results of the pre-survey of this research. 
4.1.3
Perceptions of Dutch consumers

In order to decide which providers must be included in this research, a small-scaled survey is executed to draw conclusion about the perceptions of consumers. Respondents are asked to mention which of the listed providers they judged most positive and which provider they judged most negative. 

The survey

This survey is conducted from June 15, 2010 to June 30, 2010. In this period a response is generated of 140 respondents. The questions that are asked are as follows:

1. Which of the providers listed below do you feel is the best?

2. Which of the providers listed below do you feel is the worst?
Respondents could choose from KPN, Vodafone, T-Mobile, Hi, Telfort, Orange, Ben and Debitel. The decision to include these providers is based on the fact that multiple persons are asked to list all providers they knew. Some of them mentioned small service-providers, like Ortel, but the providers included in the survey are mentioned almost every time. To prevent bias because unknown providers are included that hardly anyone knows (and therefore probably perceive to be bad), only the known providers are asked.

The results

There are multiple ways to analyze which provider is perceived best and which provider is perceived worst. The first option is to look at the amount of times each provider is mentioned. A second way is to look for the most mentioned combination of worst providers with the one that is mentioned most often to be the best. A third option is to take those providers in which the distance between the two questions is the biggest. 

Figure 4.1 
Perceptions of consumers towards the best and worst evaluated provider
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Based on the results in figure 4.1 the following conclusion can be drawn:

· Consumers perceived KPN most often to be the best. At the same time it can be stated that KPN is mentioned least often to be the worst. According to both the first and third method of analyzing the best provider, KPN is the winner. 
· T-Mobile is mentioned most often as being the worst provider, in the perceptions of the consumer, followed by Debitel. This would result in the statement that T-Mobile should be included as being the worst providers, according to consumers. A problem regarding validity of the main research lies in the fact that there is also a large part of the consumers that feels T-Mobile is the best provider, showed by its third place on ranking of best providers.

Relying on the third way of analyzing this data, it should be concluded that Debitel is perceived to be worst. Not only is it true that a large part of the consumers feels this way, it also solves the validity problem that might appear.
 
The main conclusion drawn in this part of the research is therefore that Debitel is perceived worst by consumers.

Unfortunately, looking at the second way to analyze the data, it should be mentioned that when only focusing on those consumers that perceive KPN to be the best, T-Mobile is mentioned by almost half of the respondents (43.2%) as being the worst provider in the Dutch market. But like explained, because of validity, Debitel is included, given the overall tendency instead of T-Mobile.

Finally, it is interesting to compare the results of the pre-survey and the evaluations done by Marnic Communicatie. It turns out that the perceptions of KPN and Vodafone are equal to the evaluations of this agency. Except from T-Mobile, which is obviously a ‘special case’, the evaluations of both the researcher and the consumers are quite similar. Consumers don’t perceive them as very well and the stars adjusted to these providers showed a maximum of two out of five. What is quite strange is that in the pre-survey Debitel came out way worst than in the research of Marnic Communicatie. 

Some special attention should be given to T-Mobile. On the one hand it is seen that T-Mobile holds a large market share. On the other hand, its evaluation is very weak. This can relate to the fact that the pre-survey uncovered many consumers that perceive T-Mobile as the best (relating to the large market share), but at the same time a large part of the same consumer base perceives T-Mobile to be worst (equal to the evaluations).  This shows that T-Mobile should be aware of its contrasting image and should start working on both an improved image and a better (or more constant) level of service and quality in order to improve their position at the market.

4.1.4
KPN and Debitel

Now that it is decided that KPN and Debitel are included in the main research, it is important to know how these specific providers can be evaluated. This overview is based on the research done by Marnic Communicatie, using information from the providers itself and the Consumentenbond.
 

KPN is known for its (very) good network coverage, which is way ahead of even the number two provider in the evaluation. The quality provided, which focuses at for instance the menu of customer service and the website is at an acceptable level as well. Unfortunately the service that they deliver is not that good. The customer service centers face long waiting lines and the actual service delivered, for instance in case of complaints, is bad. Another negative aspect relates to the fact that the costs of using KPN are high. It’s remarkable that even though service is bad and usage is expensive, many customers perceive KPN as the best provider in the Dutch market and its market share is the biggest of all providers that are active in it. Apparently, consumers don’t put too much importance to service and costs and feel network coverage and overall image as being more important. This research will uncover whether this is felt by the consumers too, when it is studied what components they feel are important.
Debitel shows average network coverage, which is not that bad. The same statement can be made concerning the quality of the provider. Especially when taking the price/ quality equivalent in mind, it reaches sufficient levels. Although it is still possible to sign a lower prices contract (for instance at Telfort), compared to other providers, the costs of using the services of Debitel are low. The service delivered by Debitel is very bad. Even though the costs of using Debitel’s services are set low, this very low service level can’t be condoned. 
It’s funny to uncover that the best and worst provider according to consumers’ perceptions score both very bad on service deliverance. Apparently, other characteristics of the provider are driving their opinions. Based on these results this relates to overall image, quality and network coverage, since these are the aspects that vary in the same direction as the perceptions. At the same time, costs of using the service are not of importance, since this shows opposite directions. 

This research is studying the impact of the image and price aspect and the cell phone that is offered (so the more materialistic aspect of an offer) by providers on the (expected) behavior of consumers, in order to offer them a contract that matches their preferences. Research will prove whether the ideas discussed above, based on the ranking and characteristics is in line with preferences of consumers or not. 
4.2 
CHURN IN THE DUTCH MOBILE PHONE MARKET
4.2.1
Churn rates in the Dutch market
Since 2005 it can be stated that every potential consumer in the Netherlands was served by one of the providers, given the 16 million accounts (SEO, 2006). By now even more consumers are in the possession of (multiple) cell phones. It can be stated that the Dutch market is very mature. When providers loose customers to competing firms, it becomes very hard to compensate this loss, simply because no ‘free’ consumers are available anymore. As a result companies do not only start programs to retain customers, the competition between the different providers, in order to attract customers from competing companies, became fierce as well. A problem faced when providers try to steal customers from competing providers is as follows (SEO, 2006):

· They have to deal with non-financial costs, like duration of contracts and cancellation period;
· and they have to deal with financial costs, like administrative costs when a number has to be ‘transferred’ to the new provider.
Like in many other countries, the problem of losing customers, also known as churning, is a huge problem in the Dutch mobile phone business as well: Even though costs are involved of leaving their provider, this is reality to many consumers every year. The following table shows the percentages of churn in de period 1999 – 2006 for the three main providers in the Netherlands.

Table 4.1 
Churn rates of providers in the Dutch market, 1999 - 2006
	
	1999
	2000
	2001
	2002
	2003
	2004
	2006

	KPN
	22%
	16%
	19%
	27%
	22%
	14%
	32%

	Vodafone
	27%
	24%
	18%
	33%
	
	
	

	T-Mobile
	
	
	36%
	34%
	31%
	29%
	37%


Source: SEO, 2006

The churn rates at Dutch mobile phone providers are extremely high, even above the already problematic European average rate. Unfortunately, churn rates are part of the confidential information of providers. As a result more recent figures are not freely available, but given the trend and recent signs pointing at the problems of switching consumers, it is expected that by 2010 there not much has been improved. This expectation is confirmed by an employee working at one of the Dutch providers.  

4.2.2
What’s next?
The fact that all Dutch providers are performing at a (below) average level and the fact that consumers are switching regularly, puts importance on knowing what to do in order to retain customers and attract new ones. 
The pre-survey showed that the perceptions of Dutch consumers show some major opposites. For instance the major difference in perceived performance of KPN and Vodafone on the one hand and Debitel on the other hand. It is also shown that consumers show varied opinions with respect to T-Mobile. This provider is ranked third when only taking the ‘best provider’ measure into account. At the same time they are mentioned most often as being the ‘worst provider’. Apparently, consumers use different criteria to evaluate providers. With respect to T-Mobile this results in the fact that consumers show different opinions, probably because some aspects are excellent and others are really low rated.    

This shows that providers must be aware of their image. One reason to this is the fact that it might influence consumers’ choice to choose providers or not. Given the problems of churning, as described in this chapter, it is important to stay competitive. This makes it important that providers know what to do and what they can do, to improve their competitive position. 

The continuation of this thesis studies the possibilities providers have to prevent churning and stay competitive by making use of co-branding agreements with cell phone producers. Central are not only the price and the phone that is offered (made possible because of the agreements), but the image (that can be improved by partnering-up with the best producer) of the provider as well. 
CHAPTER 5 – THE RESEARCH
Now that the background of the research is discussed, the theoretical concepts are explained and the context in which this research takes place is shown, the next step is to discuss the expectations before the research started. 
5.1
EXPECTATIONS 
This research includes two main aspects. The first relates to the offers of mobile phone providers to consumers. As discussed this is build out of three components: the cell phone, the price and the offering provider. The second aspect of this research relates to someone’s sensitivity to social contagion. With respect to both aspects expectations exist, which are tested in the continuation of the research.

5.1.1
The contract
With respect to the contract and the relationship of the three components to the chance of consumers accepting an offer, the following expectations raised.

· Offers of KPN (provider with a good image) show higher chances of acceptance than offers of Debitel (provider with a less positive/ bad image)

· The more fancy the cell phone that is accompanied with a new contract the more likely it is that a consumer will accept the offer

· To older consumers it is expected that the impact of the type of cell phone is less strong than it is to younger consumers

· The chance of accepting an offer decreases when the monthly price of a contract is higher

· The impact of a higher price is stronger to younger consumers than to older consumers

Two expectations are asking for a short explanation. The first is ‘
To older consumers, it is expected that the impact of the type of cell phone is less strong than it is to younger consumers’, which relates to the complexity of more fancy cell phones. The more fancy the cell phone, the more complicated its usage. Older consumers, who were not raised with complicated technical devices, are less capable of using the product and less interested in these products, resulting in the lower level of importance. At the same time, older consumers are less interested in gadgets, resulting in the fact that they ‘don’t’ mind as much as younger persons what cell phone they have.
The second expectation that must be explained is ‘The impact of a higher price is stronger to younger consumers than to older consumers’. Since younger consumers are less fortunate, they have not as much money to spend, as older consumers. As a result the impact of price is stronger to younger consumers.

5.1.2
Sensitivity to social contagion
With respect to the sensitivity of consumers to social contagion the expectations are as follows.

· The more a consumer is sensitive to social contagion, the more important the cell phone that is accompanied with a contract

· To older consumers with high sensitivity to social contagion the cell phone is more important than to older consumers with lower levels of sensitivity to social contagion

· The more a consumer is sensitive to social contagion, the more important the image of the provider
The idea is, that consumers who feel that it’s important how others judge them, adapt their choices to the behavior of people in the surroundings. In practice this means that they will choose the cell phone that is used most, which are at this moment the more fancy ones. It can also mean that they feel they need to choose products that are known for a good image, resulting in the expectation that they will prefer KPN over Debitel.

One of the expectations asks for some additional explanation, namely ‘To older consumers with high sensitivity to social contagion the cell phone is more important than to older consumers with lower levels of sensitivity to social contagion’. Many older persons ‘hate it’ when people say they’re old. It is expected that it’s mostly true to people with high levels of sensitivity to social contagion. As a result they behave in a manner that is more suitable to younger consumers. In practice this means that they prefer a cell phone that is mostly used by younger consumers. As a result the impact of a fancy cell phone is stronger to older consumers with high levels of sensitivity to social contagion than to older consumers with lower levels of sensitivity to social contagion.

These expectations are discussed in Chapter 9. This chapter will, based on the analyses of Chapter 7 and Chapter 8, discuss whether the expectations are supported by this research of not.

5.2
CONCEPTUAL FRAMEWORK
The variables of this research, as well as the expectations discussed in this chapter, are shown graphically below. 
Figure 5.1
Conceptual framework
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Please note that the effect of age on the importance of the cell phone is placed between brackets. This means that not a negative relationship is expected, but a less strong impact of the variable to older consumers. 
CHAPTER 6 – RESEARCH SET UP

After both theoretical and contextual backgrounds are discussed, this sixth chapter is focused on the research set-up and methodology, in order to ‘introduce’ the next chapters, in which the analyses are discussed. 

Both the small-scaled pre-survey and the main research are discussed, as well as some analyses that are executed before the actual analyzing got started.  

6.1
PHASES OF THE RESEARCH
This research consists of multiple phases. Together they result in the possibility to answer the central research question, as mentioned in Chapter 1. Below, each phase is discussed briefly.


The first phase refers to an extended literature study. In this literature study both the theoretical concepts – churning, co-branding, social contagion – and the contextual background are studied. Based on the gained insight in these concepts, the base to the research is written. The results of the literature study are used to write Chapter 2, Chapter 3 and Chapter 4 and to form the expectations mentioned in Chapter 5. Throughout these chapters the answer to sub themes 1 and 2 are given. In Chapter 9, where the central research question is answered, each sub theme is summarized briefly.

Based on the insight gained in the first phase, the research is formed. The first part of phase 2 refers to the small-scaled pre-survey. This pre-survey is executed in order to decide which provider in the Dutch market is perceived to be best and perceived to be worst. Via an online questionnaire data is collected and evaluated. The next step in the set up of the research consists of the main questionnaire. Based on the insight gained in phase 1 and the results from the pre-survey a questionnaire is formed. 

The third phase of this research is the analyses of the in the second phase collected data. The results are presented in Chapter 7 and Chapter 8. Based on the results of the analyses the central research question is answered. This final chapter, Chapter 9, which also includes limitations to this research and recommendations to follow-up studies, gives the answer to the expectations and the central research question.
6.2
PRE-SURVEY
As discussed in Chapter 4, this research is focused on two providers: the one that is perceived as best by consumers and the one that is perceived to be worst by consumers. In the main research, these opposite providers are used to measure the impact of image on the decision-making behavior of consumers. 

The data is collected in the period June 15, 2010 to June 30, 2010. The online tool ‘www.thesistools.com’ is used to create this survey. The link to the questionnaire is, during these two weeks, distributed via the researcher’s personal network and posted on the researcher’s profile page at both Hyves and Facebook. In total 140 respondents answered the questions.

In the previous chapter three possibilities are discussed to decide which providers would be included in the main research. These options are evaluated and resulted in the decision to include KPN as a provider known for its good image and Debitel as a provider known for a bad (or at least worse) image. Please (re)read Chapter 4, in case of any turbidity. 

6.3 
THE MAIN RESEARCH
6.3.1
The questionnaire
To collect information with respect to the behavior of consumers when considering the offer of a mobile phone provider, a questionnaire consisting of multiple elements is formed. The first part questioned 24 possible offers a consumer can accept. In these possible contracts the three P’s varied and all possible combinations are presented. Respondents are asked how likely it is that they would accept the offer. The provided answers are placed on a 7-point Likert scale, ranging from ‘I would never accept this offer’ to ‘I would always accept this offer’. The P of ‘provider’ is decided based on the pre-survey, the P of ‘phone’ relates to the types of cell phones that are available and the P of ‘price’ is chosen based on price setting of providers in the Netherlands who are known for their expensive or cheap contracts.
The second part of the questionnaire consists of seven statements, included to decide to what extent the respondent is sensitive to social contagion. Respondents are asked to answer to what extent each statement is true to their behavior in social settings on a 5-point Likert scale, ranging from ‘Totally disagree’ to ‘Totally agree’. The seven statements are a selection of the ATSCI measure, first used by Lennox and Wolfe in 1984. This scale, consisting of 13 items is minimized to those items that relate to behavior of consumers. Items that are comparable to one another are excluded, where the most fitted item is kept. 
One of the items is phrased negatively. This item is included to check for positive acquaintances, the tendency that respondents say ‘Totally agree’ or ‘Totally disagree’ to all items. When this turns out to be the case, those respondents can be excluded. 
The items had to be translated from English to Dutch. This is done in a valid manner, by letting two different persons with background in ‘English literature and language’ translate the items, each of them in one direction. The fact that the final translation (from Dutch to English) was highly similar to the original items, led to the conclusion that the translation to Dutch is valid. 

This second part includes questions with respect to the current and expected behavior of people in the social context of the respondent, like the most chosen type of phone as well. This information can be used to get more insight in the target group.  

The final part asks personal characteristics of the respondents, like age, gender and work status. This information can be used to make distinctions between consumers. 

The full questionnaire can be found in Appendix A.

6.3.2
Data collection
The data is collected via the digital tool ‘www.thesistools.com’, a free online tool to program and distribute surveys and collect data (in Excel). After testing of the questionnaire by an independent person, some small changes are made, the final questionnaire is constructed and the link to the survey distributed.

Distribution of the link to the survey, accompanied with a brief introduction to the research and request to participate, is done via multiple means.

First, the link is sent by email to 34 respondents of the first survey that stated to be interested to participate in the main survey. In addition to this, the link is emailed to the personal network of the researcher. In this email people are requested to participate and given the freedom to distribute the link within their personal network.

Next to the researcher’s personal network, social media are used. The first step is to publish the link on the personal profile page of the researcher on both Facebook and Hyves. In addition to that the link is published on Twitter with a ‘#durftevragen’ addition. Adding this note, results in posting the link on a general twitter page, available to everybody with a Twitter profile.

Social media are also used via groups. In multiple groups a message is posted to reach group members and request them to participate in the research. Groups that are used are:

· ‘Wat zonder mobieltje?’

· ‘Rotterdammers!’

· ‘Graaf Huyn College’

· ‘Begint jouw naam ook met een A of B of C of … of Z?’

· ‘Slalommen tussen streepjes op de weg is cool!’

· ‘Hippe tekenfilms van vroegâh!’

Mostly general groups are used. This is done to prevent too much bias to higher educated, younger consumers, living in the Randstad, due to the researcher’s personal network. Next to this, these groups are chosen because they have many group members, so they are excellent channels to reach many potential respondents at the same time.

The link was online available in the period from July 21, 2010 to August 6, 2010. During this period reminders are sent multiple times, both per email and in social media. 

6.3.3
The sample
Via the online request 185 persons responded to the questionnaire, of which 72 percent completed the questionnaire. These respondents are coded in SPSS and analyzed to decide to what extent their results were realistic and (to at least some extent) representative to the total population. This resulted in exclusion of 12 respondents. An example of excluded respondents is those that stated to never accept an offer, regardless the offer that is presented. These results are evaluated as outliers (or positive acquaintances)  and excluded from the actual analyses. No respondents are excluded due to positive acquaintances at the ATSCI items.

The net response of the questionnaire equals 65.4%. The total number of respondents included in the analyses is equal to 121.
Some characteristics of the sample are presented below.

Table 6.1
Characteristics of the sample - 1
	
	Sample
	Dutch population* 
	Sel.

	Gender
	
	
	

	Male
	53%
	49%
	108

	Female
	47%
	51%
	92

	
	
	
	

	Age
	
	
	

	24 yrs and younger 
	21.7%
	20.2%
	107

	25 - 34 yrs
	49.2%
	19.9%
	247

	35 - 44 yrs
	16.5%
	24.6%
	67

	45 yrs and older (max. 60 yrs)
	12.5%
	35.3%
	35

	Average age
	31.5
	40.1
	


*Source: CBS, 2010

The bias in age relates to the fact that the main source of respondents the researcher’s personal network is, but although the available data set is not completely representative, the conclusion with respect to this data set is that it is sufficiently representative to draw general conclusions about. This is based on the fact that within each sub group in the sample, sufficient respondents are available to draw conclusions on. Because of this bias, unfortunately, the results must be read with some caution. 

With respect to the work statuses of the sample the following distribution is true. 

Table 6.2
Characteristics of the sample - 2
	
	Sample

	Work status
	

	Scholar/ student
	27.3%

	Employed
	69.4%

	Unemployed
	1.7%

	Retired
	0.8%

	Other
	0.8%


It is seen that most of the respondents in the sample are studying or working. This too relates to the researcher’s personal network that is used to gather data. Most close contacts are ór still in (their final phase of) university ór (recently/ up to 5 years) working. 

6.4 
MEASURING SENSITIVITY TO SOCIAL CONTAGION
As discussed, seven items are included in the questionnaire to measure the sensitivity of participants to social contagion. To each respondent one overall score is preferred. In order to create this score, factor analysis is executed.

6.4.1
Factor analysis - validity

The Kaiser-Mayer-Olkin value (KMO value), the score that states whether the data set is useful to execute a factor analysis or not, is equal to 0.696. According to Field (2005), who claims a minimal KMO value of 0.400, this data set is good for executing factor analysis.

In total seven factors are identified. When Eigenvalues of at least 1.00 are requested, two factors remain. A second condition states that the factor loadings must at least be equal to 0.400. As presented in the table below, this leads to exclusion of three of the seven items.  

Table 6.3
Rotated (Varimax) factor loadings 
	
	Factor loadings

	Item
	Factor 1
	Factor 2

	I try to pay attention to the reactions of others to my behavior in order to avoid being out of place
	0.752
	

	It's important to me to fit into the group I'm with
	0.567
	

	I usually keep up with clothing style changes by watching what others wear
	0.496
	

	I tend to pay attention to what others are wearing
	
	

	At parties I usually try to behave in a manner that makes me fit in
	
	

	I find that I have to match my vocabulary to the vocabulary of people around me
	
	0.608

	When in a social situation, I tend to follow the crowd, instead of behaving in a manner that suits my particular mood at the time
	
	


The seven items are highly comparable. Even the item that is appointed to factor 2 is much alike the items appointed to the first factor. As a result it is decided that the factors won’t be used in the continuation of the research and is it decided to use all items and create a scale by summing the scores and divide the total score by seven. 

6.4.2
Reliability of the scale

Now that is it decided to create a new variable that holds the overall score of consumers of their sensitivity to social contagion, it is important to measure the reliability of this scale. This is tested making use of the Cronbach’s Alpha.

The Cronbach’s Alpha of this scale is equal to 0.544. This means that the scale is reliable at 54.4%. In order to be sure the scale is sufficiently reliable, the value of the Cronbach’s Alpha must at least be 0.600. When the item ‘When in a social situation, I tend to follow the crowd, instead of behaving in a manner that suits my particular mood at the time’ is excluded from the scale, the value increases to 0.614. 

In the new variable that is created by summing the scores of the items, this item is excluded. As a result the sum is divided by six. The value of this variable is the overall measure of respondents’ sensitivity to social contagion. 

6.4.3
Sensitivity to social contagion
Finally, it is interesting to mention the extent to which the target group, based on the scale explained above, is sensitive to social contagion. The following distribution is true.

Table 6.4
Characteristics of the sample - 3
	
	Sample

	Sensitivity to social contagion

	Below average sensitivity
	31.9%

	Average sensitivity
	30.3%

	Above average sensitivity
	37.8%

	Average score
	2.981

	Min. score
	1.17

	Max. score
	4.17


It is shown that none of the respondents is not sensitive at all to social contagion. This is in line with the idea presented by Weisbuch et al. (2003). To prevent difficulties when interpreting analyses relating to this topic, the mean centered score is taken. As a result the results of the research are true for the average consumer: consumers with an average sensitivity to social contagion, all ages, work statuses and gender.

To close this section, it is by the end interesting to look at the differences in sensitivity between the three segments. The table below shows some characteristics.

Table 6.5
Segments of sensitivity to social contagion
	
	Mean
	St. Dev. 
	Min. score
	Max. score

	Below average sensitivity
	2.3377
	0.38350
	1.17
	2.67

	Average sensitivity
	2.9863
	0.13833
	2.83
	3.17

	Above average sensitivity
	3.6038
	0.23137
	3.33
	4.17


With respect to the segments it is seen, that consumers who score below average are still tend towards the middle segment. With an average score of 2.34 and a standard deviation of close to 0.4 and the boarder of the segments at 2.7 it can be stated that a large part of the consumers with below average scores, are located close to the average level of sensitivity to social contagion.

Towards the segment of consumers with scores above average a similar conclusion can be drawn. The average score of these consumers is equal to 3.60 with a standard deviation of 0.2. Again, given the segment boarder at 3.3 it can be said that a large part of the consumers is located close to the middle segment. 
CHAPTER 7 – ANALYSES

This chapter focuses on the analyses of the collected data. The first paragraph discusses the base model. In the continuation of the chapter the effects of age and sensitivity to social contagion of consumers are investigated more closely. The next chapter discusses possibilities to segment the market using these consumer characteristics, based on the results of the analyses presented in this chapter. 
At all time the significance level is set at 5%. 

7.1
BASE OF THE ANALYSES

7.1.1
Base model

The base model (N = 121) of this study includes all possible components of a contract (price, phone and provider), the age and gender of the consumer and the additional effect of age of consumers on the impact of the contract components. The table below shows the results of the base regression model. 

Table 7.1
Regression analysis of the base model 

	Independent variables
	R
	R2
	Bèta (β)
	Sig.

	
	0.443
	0.441
	
	

	Constant
	
	
	2.505
	0.000

	
	
	
	
	

	KPN
	
	
	Ref.
	

	Debitel
	
	
	-0.036
	0.800

	
	
	
	
	

	Low priced
	
	
	0.982
	0.000

	Medium priced
	
	
	Ref.
	

	High priced
	
	
	-0.686
	0.000

	
	
	
	
	

	Smartphone
	
	
	2.963
	0.000

	Advanced phone
	
	
	2.232
	0.000

	Plain phone from a 'big' brand
	
	
	Ref.
	

	Plain phone from a 'small' brand
	
	
	-0.615
	0.002

	
	
	
	
	

	Gender
	
	
	0.031
	0.509

	Age
	
	
	0.020
	0.000

	
	
	
	
	

	Interaction-effect of age on KPN
	
	
	0.006
	0.152

	Interaction-effect of age on Debitel
	
	
	Ref.
	

	
	
	
	
	

	Interaction-effect of age on low priced
	
	
	-0.018
	0.000

	Interaction-effect of age on medium priced
	
	
	-0.007
	0.194

	Interaction-effect of age on high priced
	
	
	Ref.
	

	
	
	
	
	

	Interaction-effect of age on Smartphone
	
	
	-0.040
	0.000

	Interaction-effect of age on advanced phone
	
	
	-0.032
	0.000

	Interaction-effect of age on plain phone from a 'big' brand
	
	
	-0.011
	0.074

	Interaction-effect of age on plain phone from a 'small' brand
	
	
	Ref.
	

	 
	 
	 
	 
	 

	Dependent variable = How likely are you to accept this offer?
	
	
	
	

	P-value of the ANOVA F-test = 0.000
	 
	 
	 
	 


44.1 percent of the variance in this model is explained by the in the model included variables. Next to this, the model as a whole is highly significant. This means that, although other factors are affecting the likability of consumers accepting an offer, this model is a good estimation.

Some of the relationships investigated are not supported by the analysis.

· The analysis doesn’t support an effect of gender on likability of accepting an offer. There is no need for providers to make a distinction between male and female consumers.

· There is no evidence found to state that the offering provider is of impact when consumers are choosing a new contract. A contract offered by KPN is not more or less likely to be accepted, than a similar contract offered by Debitel.

Other components and consumer characteristics and their relationship with the chance of accepting an offer are supported by this analysis.

· It can be concluded that the in general price is affecting the likability of consumers accepting an offer. The higher the price of the contract, the lower the chance that someone will accept the offer. Cheaper offers likewise are more likely to be accepted. 

· The type of cell phone offered with a new contract is of significant impact on the chance of accepting an offer. The analysis shows that the more fancy the cell phone (advanced cell phones and Smartphones) the more likable it is that consumers will accept the offer. 

· A significant positive relationship was uncovered between age of consumers and the chance of accepting an offer. This means that the older someone is, the more likable it is that he’ll accept an offer. This can be explained by for instance the fact that older consumers have more money to spend or because they are less selective, when they consider buying a new cell phone. 

It is interesting to get more insight in the impact of age on the relative importance of the different components. It is seen that older consumers behave differently and show higher likability of accepting an offer. The question is in what way this affects their behavior. Or in other words: which components are more or less important to older consumers. In order to investigate this, interaction-effects are included in the regression analysis. 

It can be concluded that older consumers do not show different preferences with respect to the provider that offers the contract. Concerning the price of the contract, the following can be said:

No evidence is found that age affects the impact of medium and high price setting, but evidence is found that the older a consumer is,  the less impact a low price setting has. The chance of accepting an offer by older consumers decreases with a lower price. There are two possible interpretations to this contrasting relationship. Namely, 1. older consumers are not affected by a high price in a negative direction because they have more money to spend and therefore consider the more expensive offer to a higher extent and 2. because they put a quality sign on higher priced products. 

The chance of accepting an offer decreases with age when a fancy cell phone is offered, like the analysis shows. A possible explanation is the fact that more fancy cell phones are more complex, or even too complex to older consumers. 

The results from the interactions of age with the contract components show that it is important to know who the consumers are and what they prefer. Otherwise providers will offer the wrong package to the wrong consumers. Paragraph 7.2 and 7.3 are focused around this idea. 

7.1.2
Extended base model

As discussed in Chapter 3, behavior of consumers can be influenced by others’ behavior and the importance that is paid to the meaning of people in someone’s surrounding. This paragraph discusses the impact of someone’s sensitivity to, as it is called in this study, social contagion on the likability of accepting an offer. 

To study this, the base model is extended with interaction-effects of someone’s score on the ATSCI measure and the individual components of the contract. The table below shows the results of the regression analysis of the extended model. Again, 121 respondents are included in this analysis.
Table 7.2
Regression analysis of the extended model

	Independent variables
	R
	R2
	Bèta (β)
	Sig.

	
	0.445
	0.441
	
	

	Constant
	
	
	5.272
	0.000

	
	
	
	
	

	KPN
	
	
	Ref.
	

	Debitel
	
	
	-0.020
	0.890

	
	
	
	
	

	Low priced
	
	
	Ref.
	

	Medium priced
	
	
	-0.934
	0.000

	High priced
	
	
	-1.589
	0.000

	
	
	
	
	

	Smartphone
	
	
	0.779
	0.000

	Advanced phone
	
	
	Ref.
	

	Plain phone from a 'big' brand
	
	
	-2.264
	0.000

	Plain phone from a 'small' brand
	
	
	-2.836
	0.000

	
	
	
	
	

	Gender
	
	
	0.030
	0.533

	Age
	
	
	0.026
	0.000

	
	
	
	
	

	Interaction-effect of age on KPN
	
	
	Ref.
	

	Interaction-effect of age on Debitel
	
	
	-0.006
	0.125

	
	
	
	
	

	Interaction-effect of age on low priced
	
	
	-0.017
	0.001

	Interaction-effect of age on medium priced
	
	
	-0.006
	0.253

	Interaction-effect of age on high priced
	
	
	Ref.
	

	
	
	
	
	

	Interaction-effect of age on Smartphone
	
	
	-0.041
	0.000

	Interaction-effect of age on advanced phone
	
	
	-0.032
	0.000

	Interaction-effect of age on plain phone from a 'big' brand
	
	
	-0.010
	0.103

	Interaction-effect of age on plain phone from a 'small' brand
	
	
	Ref.
	

	
	
	
	
	

	Sensitivity to social contagion
	
	
	0.191
	0.114

	
	
	
	
	

	Interaction-effect of social contagion on KPN
	
	
	Ref.
	

	Interaction-effect of social contagion on Debitel
	
	
	-0.111
	0.224

	
	
	
	
	

	Interaction-effect of social contagion on low priced
	
	
	Ref.
	

	Interaction-effect of social contagion on medium priced
	
	
	-0.065
	0.561

	Interaction-effect of social contagion on high priced
	
	
	-0.191
	0.088

	
	
	
	
	

	Interaction-effect of social contagion on Smartphone
	
	
	Ref.
	

	Interaction-effect of social contagion on advanced phone
	
	
	0.067
	0.607

	Interaction-effect of social contagion on plain phone from a 'big' brand
	
	
	0.173
	0.182

	Interaction-effect of social contagion on plain phone from a 'small' brand
	
	
	0.126
	0.329

	 
	 
	 
	 
	 

	Dependent variable = How likely are you to accept this offer?
	
	
	
	

	P-value of the ANOVA F-test = 0.000
	 
	 
	 
	 


Of the variance on the dependent variable 44.1% is explained by the in the regression model included variables. With an overall P-value of 0.000, this means that, although other aspects are influencing the behavior of consumers, this model is a good estimation.

Since this model is an extension of the base model, most results are the same. These results are only mentioned briefly.

· The analysis doesn’t support a relationship between the likability of accepting an offer and the gender of consumers.

· With respect to the components of a contract it can be concluded that 1. there is no evidence that the offering provider affects the chance of accepting the offer, 2. price is negatively affecting the chance of accepting, the higher the price of the contract, the smaller the chance of accepting an offer and 3. the more fancy the cell phone offered with the contract, the more likely the consumers is to accept the offer.

· Older consumers are on average more likely to accept an offer. Interaction between age and the components of the contract, are only affecting the impact of a low price setting (lower prices have a negative additional impact to older consumers) and the impact of a fancy cell phone (a fancy cell phone has a negative additional affect on the chance of acceptance when the consumer is older).

With respect to the extension of the model with the impact of someone’s sensitivity to social contagion, it can be concluded, that this has no impact on consumers’ behavior. Both the extent to which consumers are sensitive and its effect on chance of accepting and the interaction of their sensitivity and the relative impact of the components is not supported by the analysis. So far, it can be stated that the behavior of consumers when deciding on a new mobile phone contract, is not related to the extent to which they are affected by behavior and opinions of others. 

In the continuation of this chapter the age and sensitivity to social contagion of consumers and the impact of those characteristics on their preferences is investigated more closely.

7.2
CONSUMERS PER AGE CATEGORY

The analyses in the previous paragraph showed that age affects the behavior of consumers. These analyses also uncovered that age interacts with some of the individual components of contracts. Therefore, age might be an interesting base to segment consumer. Especially as it was already mentioned that consumer segmentation is a possibility to manage churning customers. 

This paragraph studies the preferences of consumers in different age segments. The age categories that are identified are:

· Young consumers, aged 24 years and younger (N = 26)
· Younger middle aged consumers, aged between 25 and 34 years (N = 59)
· Older middle aged consumers, aged between 35 and 44 years (N = 20)
· Old consumers, aged 45 years and older (N = 15)
One respondent didn’t mention his age. As a result this section of the analyses includes in total 120 respondents.
In these analyses, age is no longer a relevant criterion, since only consumers within the same age segment are included. Therefore, all variables that include age are no part of the models in this paragraph.

7.2.1
Segment 1 – Young consumers

The model relating to the first segment, the young consumers, shows an explained variance of 46.4%. Next to that, the model as a whole is highly significant. As a result it can be stated that the model is a close estimation of the dependent variable, the likability of accepting an offer.

Table 7.3
Regression analysis of segment 1: Young consumers

	Independent variables
	R
	R2
	Bèta (β)
	Sig.

	
	0.476
	0.464
	
	

	Constant
	
	
	5.091
	0.000

	
	
	
	
	

	KPN
	
	
	Ref.
	

	Debitel
	
	
	-0.169
	0.109

	
	
	
	
	

	Low priced
	
	
	Ref.
	

	Medium priced
	
	
	-0,714
	0.000

	High priced
	
	
	-1.233
	0.000

	
	
	
	
	

	Smartphone
	
	
	Ref.
	

	Advanced phone
	
	
	-0.650
	0.000

	Plain phone from a 'big' brand
	
	
	-2.317
	0.000

	Plain phone from a 'small' brand
	
	
	-2.594
	0.000

	
	
	
	
	

	Gender
	
	
	0.270
	0.010

	Sensitivity to social contagion
	
	
	0.425
	0.209

	
	
	
	
	

	Interaction-effect of social contagion on KPN
	
	
	Ref.
	

	Interaction-effect of social contagion on Debitel
	
	
	-0.123
	0.631

	
	
	
	
	

	Interaction-effect of social contagion on low priced
	
	
	Ref.
	

	Interaction-effect of social contagion on medium priced
	
	
	-0.039
	0.901

	Interaction-effect of social contagion on high priced
	
	
	-0.539
	0.085

	
	
	
	
	

	Interaction-effect of social contagion on Smartphone
	
	
	-0.266
	0.460

	Interaction-effect of social contagion on advanced phone
	
	
	Ref.
	

	Interaction-effect of social contagion on plain phone from a 'big' brand
	
	
	-0.100
	0.781

	Interaction-effect of social contagion on plain phone from a 'small' brand
	
	
	-0.191
	0.596

	 
	 
	 
	 
	 

	Dependent variable = How likely are you to accept this offer?
	
	
	
	

	P-value of the ANOVA F-test = 0.000
	 
	 
	 
	 


With respect to the youngest target group, consumers of 24 years old or younger, the following conclusions can be drawn.

· The analysis doesn’t show evidence for an impact of the offering provider on the likability of accepting an offer. As was the case with the base model, there is no need to fear a less positive image, since this won’t let consumers reject an offer.

· A high price has a negative impact on the chance of accepting an offer by these consumers. To keep and attract young consumers, price setting should be at a low level.

· Young consumers prefer a fancy cell phone. The regression analysis shows that the less fancy the cell phone that is provided with the contract, the less likely it is that a consumer will accept an offer.

· In general it is more likely that female consumers will accept an offer than will be the case with male consumers. To attract new consumers, focusing on female consumers will be easier.

Before this study started is was expected that young consumers are more sensitive to social influences, resulting in a stronger need to have the fanciest cell phone available, just because they feel they have to. Both the general variable and the included interaction-effects don’t support an effect of someone’s sensitivity to social contagion on the chance of accepting an offer. Apparently, young consumers do not adapt their preferences because they feel they have to, due to people in the social context. An explanation is that the fact that they prefer a fancier cell phone relates to the product itself. Young consumers prefer gadgets because of the gadgets. This is an overall attitude. As a result it are not the opinions of others but a ‘cultural’ characteristic of young consumers. 
Although the number of respondents included in this segment is smaller (N = 26), this is not expected to be reason that social contagion is not a significant impact, since in the base model the relationship isn’t support either. The fact that these consumers are known with the possibilities of cell phones might temper the impact of social contagion.
Overall it can be stated that young consumers are interested in a fancy cell phone. It doesn’t matter too much who is offering the contract, as long as it is not too expensive.

7.2.2
Segment 2 – Younger middle aged consumers

Over 50 percent of the variance on the dependent variable can be explained by the in the model included independent variable. This shows that this model is a good estimation. The model is based on data of 59 respondents.
Table 7.4
Regression analysis of segment 2: Younger middle aged consumers

	Independent variables
	R
	R2
	Bèta (β)
	Sig.

	
	0.521
	0.516
	
	

	Constant
	
	
	5.352
	0.000

	
	
	
	
	

	KPN
	
	
	Ref.
	

	Debitel
	
	
	-0.242
	0.000

	
	
	
	
	

	Low priced
	
	
	Ref.
	

	Medium priced
	
	
	-0.609
	0.000

	High priced
	
	
	-1.045
	0.000

	
	
	
	
	

	Smartphone
	
	
	Ref.
	

	Advanced phone
	
	
	-0.501
	0.000

	Plain phone from a 'big' brand
	
	
	-2.267
	0.000

	Plain phone from a 'small' brand
	
	
	-2.642
	0.000

	
	
	
	
	

	Gender
	
	
	-0.036
	0.570

	Sensitivity to social contagion
	
	
	0.272
	0.076

	
	
	
	
	

	Interaction-effect of social contagion on KPN
	
	
	0.047
	0.686

	Interaction-effect of social contagion on Debitel
	
	
	Ref.
	

	
	
	
	
	

	Interaction-effect of social contagion on low priced
	
	
	Ref.
	

	Interaction-effect of social contagion on medium priced
	
	
	-0.078
	0.583

	Interaction-effect of social contagion on high priced
	
	
	-0.197
	0.165

	
	
	
	
	

	Interaction-effect of social contagion on Smartphone
	
	
	-0.415
	0.012

	Interaction-effect of social contagion on advanced phone
	
	
	-0.401
	0.015

	Interaction-effect of social contagion on plain phone from a 'big' brand
	
	
	0.144
	0.382

	Interaction-effect of social contagion on plain phone from a 'small' brand
	
	
	Ref.
	

	 
	 
	 
	 
	 

	Dependent variable = How likely are you to accept this offer?
	
	
	
	

	P-value of the ANOVA F-test = 0.000
	 
	 
	 
	 


The younger middle aged consumer, shows slightly different preferences than young consumers, but some similarities as well. First the similarities are mentioned.

· The higher the price of the contract, the less likable a consumer is to accept an offer. 

· The fancier the cell phone that is offered with a contract, the more likely it is that a consumer will accept an offer.

Next to these two similarities, some differences are uncovered by the analysis.

· First, there is no evidence found that males and females face different behavior. Both show equal likability to say yes to an offer.
· Second, and quite important to providers, does the analysis show that the offering provider significantly affects the chances of consumers accepting an offer. When Debitel, which is perceived to be worse than KPN, offers the contract the chance that these consumers accept the offer decreases, compared to a similar offer placed by KPN. It turns out that consumers in the younger middle aged segment, put importance on the provider, at least the image of the provider, when they are buying a new contract.

With respect to the effect of sensitivity to social contagion, it can be stated that consumers are not directly affected in their choice by the feeling that they have to behave in a certain manner, but there is evidence that consumers are influenced indirectly. Some of the interaction-effects support indirect effect of sensitivity to social contagion on the relative importance of the components.

It is uncovered that consumers who show higher sensitivity to social contagion experience an additional negative impact on the affect of a fancy cell phone. Before this research started it was expected that consumers who score high on this characteristic are stronger affected by a fancy cell phone, than consumers who are less concerned what other people find. The results of this analysis are in contrast with the expectations. The sensitivity of consumers to social contagion doesn’t result in an additional impact of the price setting and the provider that offers the contract. A possible interpretation of this contrasting result, is the fact that these consumers are well-informed about cell phones. As a result, as discussed in Chapter 3, the impact of social contagion is tempered.
Overall it can be stated that consumers in this age segment are interested in a fancy phone that is offered at a fair price. 

Providers that try to keep and attract these customers must be aware of their image. It is uncovered that the offering provider is affecting the behavior of consumers. They must be sure that they offer the wanted information and, when they face a less positive image, focus on other aspects to temper the impact of their brand. 

7.2.3
Segment 3 – Older middle aged consumers

Table 7.5
Regression analysis of segment 3: Older middle aged consumers

	Independent variables
	R
	R2
	Bèta (β)
	Sig.

	
	0.408
	0.390
	
	

	Constant
	
	
	4.944
	0.000

	
	
	
	
	

	KPN
	
	
	Ref.
	

	Debitel
	
	
	-0.072
	0.544

	
	
	
	
	

	Low priced
	
	
	Ref.
	

	Medium priced
	
	
	-0,721
	0.000

	High priced
	
	
	-1,297
	0.000

	
	
	
	
	

	Smartphone
	
	
	Ref.
	

	Advanced phone
	
	
	-0.411
	0.015

	Plain phone from a 'big' brand
	
	
	-1.870
	0.000

	Plain phone from a 'small' brand
	
	
	-1.904
	0.000

	
	
	
	
	

	Gender
	
	
	-0.179
	0.111

	Sensitivity to social contagion
	
	
	-0.041
	0.900

	
	
	
	
	

	Interaction-effect of social contagion on KPN
	
	
	Ref.
	

	Interaction-effect of social contagion on Debitel
	
	
	0.068
	0.780

	
	
	
	
	

	Interaction-effect of social contagion on low priced
	
	
	0.351
	0.238

	Interaction-effect of social contagion on medium priced
	
	
	Ref.
	

	Interaction-effect of social contagion on high priced
	
	
	-0.081
	0.786

	
	
	
	
	

	Interaction-effect of social contagion on Smartphone
	
	
	-0.080
	0.815

	Interaction-effect of social contagion on advanced phone
	
	
	0.402
	0.242

	Interaction-effect of social contagion on plain phone from a 'big' brand
	
	
	Ref.
	

	Interaction-effect of social contagion on plain phone from a 'small' brand
	
	
	-0.056
	0.870

	 
	 
	 
	 
	 

	Dependent variable = How likely are you to accept this offer?
	
	
	
	

	P-value of the ANOVA F-test = 0.000
	 
	 
	 
	 


The model that is build, is a sufficient/ good estimation of the behavior of consumers in this third segment, given the value of R2: 39% of the variance is explained by the included variables. Although the overall model is highly significant, this shows that other variables are affecting the behavior of consumers. The results are based on the observations of 20 respondents. This limited number of respondents might be a reason to absence of support to the included variables.
Towards the components of the contract, the following statements can be made:

· The higher the price of the contract, the less likely consumers in this segment are to accept an offer. In order to retain and attract consumers within this segment, providers must set prices at a fair level. 

· To these consumers it is true that the less fancy the cell phone that is accompanied with a contract, the less likely the chance of accepting an offer. Therefore offering a fancier cell phone, will result in bigger chances of consumers choosing the offer.

· There is no need to providers to fear their image. 

Consumers within this segment are not affected by other in the analysis included variables. There is no evidence found that male and female consumers show different tendencies towards rejecting or accepting an offer. Next to this, there is no relationship uncovered between the sensitivity of consumers to social contagion and their likability to accept on offer, not directly nor indirectly. Again, this can relate to the amount of information these consumers have towards both cell phones and available providers.
Overall it can be stated that older middle aged consumers prefer a fancy phone at a ‘fancy’ price. 

7.2.4
Segment 4 – Old consumers

Table 7.6
Regression analysis of segment 4: Old consumers

	Independent variables
	R
	R2
	Bèta (β)
	Sig.

	
	0.222
	0.190
	
	

	Constant
	
	
	3.753
	0.000

	
	
	
	
	

	KPN
	
	
	Ref.
	

	Debitel
	
	
	-0.444
	0.003

	
	
	
	
	

	Low priced
	
	
	Ref.
	

	Medium priced
	
	
	-0.225
	0.212

	High priced
	
	
	-0.514
	0.005

	
	
	
	
	

	Smartphone
	
	
	Ref.
	

	Advanced phone
	
	
	-0.292
	0.160

	Plain phone from a 'big' brand
	
	
	-1.259
	0.000

	Plain phone from a 'small' brand
	
	
	-1.332
	0.000

	
	
	
	
	

	Gender
	
	
	0.485
	0.013

	Sensitivity to social contagion
	
	
	0.157
	0.639

	
	
	
	
	

	Interaction-effect of social contagion on KPN
	
	
	Ref.
	

	Interaction-effect of social contagion on Debitel
	
	
	-0.373
	0.138

	
	
	
	
	

	Interaction-effect of social contagion on low priced
	
	
	-0.154
	0.615

	Interaction-effect of social contagion on medium priced
	
	
	Ref.
	

	Interaction-effect of social contagion on high priced
	
	
	0.043
	0.888

	
	
	
	
	

	Interaction-effect of social contagion on Smartphone
	
	
	0.837
	0.019

	Interaction-effect of social contagion on advanced phone
	
	
	0.583
	0.101

	Interaction-effect of social contagion on plain phone from a 'big' brand
	
	
	Ref.
	

	Interaction-effect of social contagion on plain phone from a 'small' brand
	
	
	0.473
	0.183

	 
	 
	 
	 
	 

	Dependent variable = How likely are you to accept this offer?
	
	
	
	

	P-value of the ANOVA F-test = 0.000
	 
	 
	 
	 


The R2 of the model, the variation that is explained by the included variables, is not very high. Only 19% of likability of accepting an offer, is explained by the components of a contract, gender and interaction of social contagion with the components. Although the model as a whole is significant, this shows that there are many additional aspects that are part of the decision making process of old consumers. Next to that, does this model include only 15 respondents. As a result, the conclusions of this model must be handled with care.
The results of the analysis of old consumers shows quite different results than the analyses shown earlier in this chapter. At first it can be concluded that females show a way higher likability of accepting an offer compared to male consumers. Focusing on female consumer is not per se more effective, but certainly easier.  

What is also shown is that the provider is a relevant component to these consumers. When the contract is offered by a provider that is less popular, the chance of accepting an offer decreases. Therefore providers must be sure that they offer the preferred components and provide lots of information and temper the negative effect of their brand.
There are similarities with the previous analyses as well, although within these similarities some differences occur. 

· A high price setting of a contract has a negative influence on the likability of accepting an offer. It should be mentioned that this is only uncovered with respect to the highest price setting. Apparently, price shows a similar relationship as is does to other consumers, but this truly appears at higher pricing, than it does to younger consumers.
· As is the case within other segments, a less fancy cell phone shows a negative relationship with the chance of accepting an offer. A difference exists with respect to the difference between a Smartphone and an advanced cell phone: persons in the segment of old consumers do not vary significantly between these types of cell phones. Apparently, to old consumers the difference between these types of cell phones is ignorable.

With respect to the impact of consumers’ sensitivity to social contagion it can be stated that these consumers are not directly affected by the opinion of others. Indirect effects are also hardly true. The only indirect effect that is supported by this analysis relates to the impact of Smartphones. It is seen that these consumers are affected by the type of cell phone, but there is no true evidence that they see actual differences between advanced cell phones and Smartphones, when they are deciding on a new contract. 

The interaction-effects between sensitivity to social contagion and the impact of a Smartphone, shows an additional positive impact of offering a Smartphone, to consumers who are stronger affected by the opinions of others. An explanation can relate to the fact that they want to prevent from being evaluated as old. Possibly they think that this can be prevented when they keep up with the behavior of younger persons around them. These old consumers do prefer a fancy cell phone and on average they don’t perceive advanced cell phones and Smartphones differently, but when highly sensitive to social contagion, old consumers prefer a Smartphone.
The previous analyses show that consumers in different age segments have different preferences and expected behavior. In Chapter 8 it is investigated what differences exist and to what extent the segments are truly different. Think in this case at for instance the different impact within each segment of a higher price: is the impact significantly stronger to some segments or not? Based on these results it can be concluded whether the differences in the strength as discussed in this chapter is true support for a base of segmentation.

7.3
Consumers identified by their sensitivity to social contagion

It is shown that none of the respondents are completely insensitive to the behavior and opinions of people in their surroundings. This is in line with the idea discussed by Weisbuch et all. (2003), who stated that everybody is to at least some extent sensitive to influences from within their social context. 

As a result it is not possible to divide the consumer base in a none-sensitive, partly sensitive and sensitive segment. Therefore, in this study the distinction between consumers is based on the average sensitivity, so focused around the average consumer, who shows a score of 3.0125 (on a 5-point Likert scale). 

This paragraph studies the preferences of consumers in different segments based on their sensitivity to social contagion. The categories that are identified are:

· Below average sensitivity to social contagion, overall score below 2.7 (N = 38)
· Average sensitivity to social contagion, overall score between  2.7 and 3.3 (N = 36)
· Above average sensitivity to social contagion, overall score above 3.3 (N = 45)
Two respondents didn’t answer all ATSCI-related items. As a result the analyses in this section include in total 119 respondents.
In the following analyses the interaction-effects for social contagion aren’t included. Since age is no longer a segmentation criterion, age is again included in the analyses, as well as the interaction between age and the components of the contract. 
7.3.1
Segment 1 – Below average sensitivity to social contagion

With an explained variance of 46.5% it can be stated that this regression model is a good estimation of the dependent variable, with respect to consumers that score below average on sensitivity to social contagion. The model is based on the observations of 38 respondents.
Table 7.7
Regression analysis of segment 1: Below average sensitivity to social contagion

	Independent variables
	R
	R2
	Bèta (β)
	Sig.

	
	0.476
	0.465
	
	

	Constant
	
	
	7.528
	0.000

	
	
	
	
	

	KPN
	
	
	Ref.
	

	Debitel
	
	
	-0.340
	0.295

	
	
	
	
	

	Low priced
	
	
	Ref.
	

	Medium priced
	
	
	-1.324
	0.001

	High priced
	
	
	-1.490
	0.000

	
	
	
	
	

	Smartphone
	
	
	Ref.
	

	Advanced phone
	
	
	-1.047
	0.023

	Plain phone from a 'big' brand
	
	
	-4.670
	0.000

	Plain phone from a 'small' brand
	
	
	-4.914
	0.000

	
	
	
	
	

	Gender
	
	
	0.041
	0.650

	Age
	
	
	0.025
	0.048

	
	
	
	
	

	Interaction-effect of age on KPN
	
	
	-0.006
	0.518

	Interaction-effect of age on Debitel
	
	
	Ref.
	

	
	
	
	
	

	Interaction-effect of age on low priced
	
	
	-0.016
	0.158

	Interaction-effect of age on medium priced
	
	
	0.006
	0.607

	Interaction-effect of age on high priced
	
	
	Ref.
	

	
	
	
	
	

	Interaction-effect of age on Smartphone
	
	
	-0.080
	0.000

	Interaction-effect of age on advanced phone
	
	
	-0.063
	0.000

	Interaction-effect of age on plain phone from a 'big' brand
	
	
	Ref.
	

	Interaction-effect of age on plain phone from a 'small' brand
	
	
	0.002
	0.901

	 
	 
	 
	 
	 

	Dependent variable = How likely are you to accept this offer?
	
	
	
	

	P-value of the ANOVA F-test = 0.000
	 
	 
	 
	 


Consumers who score below average on social contagion, are to lesser extent influenced by people in their surroundings. This means that they care less what others’ think or feel: they just take decisions they way they want, not the way they feel others’ want them to do.

To consumers within this segment the following statements are true:

· The provider that offers the contract doesn’t affect the chance of consumers accepting an offer. There is no need to fear the opinions of the consumer.

· Consumers who care on average less what other people’s opinions are, are negatively influenced by a higher price setting and a less fancy cell phone. In order to retain or attract those customers, it is important that providers offer a fancy cell phone at an acceptable price level.

· No evidence is found that male and female consumers within this segment behave differently, but it is supported that the older consumers is, the higher the likability of accepting an offer.

It is interesting to discover whether the effect of age is only present in a direct sense, or that the age of consumers affects the behavior of consumers indirectly as well. 

The interaction-effects between age of the consumer and the components of the contract, show that for both price and provider no additional impact exists, dependent on the age of the consumers. 

With respect to the type of cell phone is it supported that a Smartphone and an advanced cell phone have an additional negative impact on the chance of accepting an offer. An explanation to this conclusion relates to the fact that these consumers don’t care what others think: they don’t care whether they are evaluated as old or not. As a result they aren’t focused on staying young forever by buying products that are known as trendy.

7.3.2
Segment 2 – Average sensitivity to social contagion

The model shows an overall P-value of 0.000, meaning this model is highly significant. The explained variance of the model is equal to 43.9%. This shows that, although other criteria are relevant, this model shows a good estimation. The answers of 36 respondents are included in this model.
Table 7.8
Regression analysis of segment 2: Average sensitivity to social contagion

	Independent variables
	R
	R2
	Bèta (β)
	Sig.

	
	0.444
	0.439
	
	

	Constant
	
	
	5.596
	0.000

	
	
	
	
	

	KPN
	
	
	Ref.
	

	Debitel
	
	
	0.009
	0.966

	
	
	
	
	

	Low priced
	
	
	Ref.
	

	Medium priced
	
	
	-0.586
	0.022

	High priced
	
	
	-1.286
	0.000

	
	
	
	
	

	Smartphone
	
	
	Ref.
	

	Advanced phone
	
	
	-0.816
	0.006

	Plain phone from a 'big' brand
	
	
	-2.713
	0.000

	Plain phone from a 'small' brand
	
	
	-3.345
	0.000

	
	
	
	
	

	Gender
	
	
	0.052
	0.446

	Age
	
	
	0.007
	0.404

	
	
	
	
	

	Interaction-effect of age on KPN
	
	
	Ref.
	

	Interaction-effect of age on Debitel
	
	
	-0.008
	0.194

	
	
	
	
	

	Interaction-effect of age on low priced
	
	
	-0.009
	0.230

	Interaction-effect of age on medium priced
	
	
	-0.008
	0.314

	Interaction-effect of age on high priced
	
	
	Ref.
	

	
	
	
	
	

	Interaction-effect of age on Smartphone
	
	
	-0.021
	0.024

	Interaction-effect of age on advanced phone
	
	
	-0.011
	0.233

	Interaction-effect of age on plain phone from a 'big' brand
	
	
	Ref.
	

	Interaction-effect of age on plain phone from a 'small' brand
	
	
	0.011
	0.215

	 
	 
	 
	 
	 

	Dependent variable = How likely are you to accept this offer?
	
	
	
	

	P-value of the ANOVA F-test = 0.000
	 
	 
	 
	 

	


This model shows support for the following relationships:

· A higher price has a negative impact on the chance of accepting an offer by consumers within this segment.

· The type of cell phone that is offered is of impact on the chance of accepting an offer. When a less fancy cell phone is offered, the chance of accepting decreases significantly.

The analysis doesn’t support a significant impact of the provider that offers the contract. It is also not supported that gender and age affect the behavior of consumers. It is not likely that male or female consumers are more likely to accept offers in general or that older or younger consumers behave in a different manner.

With respect to the indirect effects of age on the chance of accepting an offer, via the additional impact of the components it can be stated that older consumers are negatively affected by a Smartphone. The overall impact of a Smartphone decreases the older consumers are. The explanation can be that older consumers feel Smartphones are too complex, and therefore a reason to reject an offer.

Towards the other included interaction-effects it should be mentioned that no support is found for other indirect effects of age on the likability of accepting an offer by consumers with an average sensitivity to social contagion.

7.3.3
Segment 3 – Above average sensitivity to social contagion

Observations of 45 respondents are used to build this model. The explained variance of the model referring to the third segment equals 44.8%. Other criteria are relevant in the decision-making process of these consumers, but this model is a good estimation.

Table 7.9
Regression analysis of segment 3: Above average sensitivity to social contagion

	Independent variables
	R
	R2
	Bèta (β)
	Sig.

	
	0.459
	0.448
	
	

	Constant
	
	
	6.505
	0.000

	
	
	
	
	

	KPN
	
	
	Ref.
	

	Debitel
	
	
	0.068
	0.783

	
	
	
	
	

	Low priced
	
	
	Ref.
	

	Medium priced
	
	
	-1.260
	0.000

	High priced
	
	
	-2.152
	0.000

	
	
	
	
	

	Smartphone
	
	
	Ref.
	

	Advanced phone
	
	
	-0.594
	0.089

	Plain phone from a 'big' brand
	
	
	-2.700
	0.000

	Plain phone from a 'small' brand
	
	
	-3.354
	0.000

	
	
	
	
	

	Gender
	
	
	-0.172
	0.094

	Age
	
	
	-0.004
	0.646

	
	
	
	
	

	Interaction-effect of age on KPN
	
	
	0.010
	0.142

	Interaction-effect of age on Debitel
	
	
	Ref.
	

	
	
	
	
	

	Interaction-effect of age on low priced
	
	
	Ref.
	

	Interaction-effect of age on medium priced
	
	
	0.017
	0.051

	Interaction-effect of age on high priced
	
	
	0.026
	0.002

	
	
	
	
	

	Interaction-effect of age on Smartphone
	
	
	-0.030
	0.003

	Interaction-effect of age on advanced phone
	
	
	-0.027
	0.008

	Interaction-effect of age on plain phone from a 'big' brand
	
	
	-0.012
	0.251

	Interaction-effect of age on plain phone from a 'small' brand
	
	
	Ref.
	

	 
	 
	 
	 
	 

	Dependent variable = How likely are you to accept this offer?
	
	
	
	

	P-value of the ANOVA F-test = 0.000
	 
	 
	 
	 


With respect to this model the following conclusions are drawn:

· These consumers are interested in a fancy cell phone: a less fancy copy decreases the chance of accepting an offer significantly. It should be noted that this doesn’t relate to advanced cell phones: these consumers don’t value an advanced phone differently from a Smartphone. 

· A low price is important to these consumers. The analyses support a negative relationship between a higher price and the chance of accepting an offer. 

· There is no evidence found that the provider that offers the contract affects the likability of accepting or rejecting the offer.

· There is no support to state that gender and age affect the behavior. These personal characteristics of consumers are not relevant in their decision-making.

With respect to the indirect effects of age on the likability of accepting an offer, the following conclusions are made:

· A high price shows a positive additional impact when consumers are older. A possible explanation is not per se that older consumers prefer an expensive contract, but can relate to the fact that older consumers are more affordable are therefore won’t reject a more expensive offer.  

· The more fancy the cell phone that is offered, the less likely a consumer is to accept an offer, when his age increases. This can relate to the fact that older consumers perceive Smartphone (and advanced cell phones) as too complex, leading to rejection of the offer.

· No evidence is found that age of consumers affects the importance of the provider in the decision-making process.

It is expected that consumers who score high on sensitivity to social contagion, the type of phone becomes of extreme importance. Simply because they don’t want to get excluded from the group they belong to, because they have a dull cell phone. The next chapter shows whether the importance of the phone to these consumers is stronger or significantly different from the importance paid to it by consumers within the other two segments.

Chapter 8 studies the results discussed in this chapter, in order to decide whether the differences between the segments are true evidence to segment the market.

CHAPTER 8 – SEGMENTATION
In the previous chapter the results from the analyses are discussed. This chapter focuses on the results of the research, by investigating whether there is evidence to segment the market. As said before in this research, to some authors churn management is equal to segment management, simply because managing the segments effectively will result in satisfied consumers. In general, satisfied consumers retain at their current provider. Two options are studied: segmentation based on age and segmentation based on a consumer’s sensitivity to social contagion.

8.1
BASE FOR SEGMENTATION
8.1.1
Impact of components per age category
The table below shows the relative importance of the individual components of the contract to the average consumer. In this sense, ‘average’ refers to consumers that show an average sensitivity to social contagion, are both male and female and show different work statuses and ages. Since no information is available with respect to region of living and level of education, it is expected that this is ‘average’ as well, with some bias to the Randstad and higher educated consumers, due to the researcher’s personal network.  

Table 8.1
Impact of the contract per age segment

	CONSUMER SEGMENT

	
	Young
	Young middle aged
	Older middle aged
	Old

	Phone
	
	
	
	

	Smartphone
	Ref.
	Ref.
	Ref.
	Ref.

	Advanced phone
	-0.650*
	-0.501*
	-0.411*
	-0.292

	Plain, big brand
	-2.317*
	-2.267*
	-1.870*
	-1.259*

	Plain, small brand
	-2.594*
	-2.642*
	-1.904*
	-1.332*

	
	
	
	
	

	Price
	
	
	
	

	Low
	Ref.
	Ref.
	Ref.
	Ref.

	Medium
	-0.714*
	-0.609*
	-0.721*
	-0.225

	High
	-1.233*
	-1.045*
	-1.297*
	-0.514*

	
	
	
	
	

	Provider
	
	
	
	

	KPN
	Ref.
	Ref.
	Ref.
	Ref.

	Debitel
	-0.169
	-0.242*
	-0.072
	-0.444*


* Bèta is significant at a 5% level

The table shows that a fancier cell phone has the strongest impact on young and younger middle aged consumers. The strength of the effect decreases with the age of the consumer. In the previous chapter it was already seen that the older a consumer is, the less likely he is to accept an offer that is accompanied with a Smartphone or an advanced phone. This is even more in-depth evidence that especially younger consumers can be triggered by offering a fancy phone with a new contract.

The negative effect of a higher price on the likability of accepting an offer, is least present within the old segment., followed by the young middle aged segment. The fact that old consumers care less about the price can relate to the fact that (on average) they have most money to spend. The younger middle aged segment just entered the market as consumers with increasing income; before they had to deal with student loans and student jobs. At this moment in time they have enough money available, making the price aspect less relevant.

The provider that offers the contract is of limited impact to all segments. Only with respect to young middle aged and old consumers evidence is found that a bad (image of the) provider negatively affects the chance of consumers accepting an offer. 

Based on this table, providers would do wise to segment their consumer base by their age category and put more focus on the phone they offer in their communication with younger consumers, not neglecting the price.

When communicating with the oldest consumer segment, they would do wise focusing on other aspects then the provider itself, when they are known as a less good or less reliable provider. In case of high expectations of the provider, with which an excellent image is meant, they should on the other hand, communicate its strengths and exploit the good name, since these consumers are significantly influenced by the offering provider. 

Strong evidence to segmentation, is not only proven by strong impact of the individual components within the segments, but also differences between the segments. When it turns out that, although the strength of the impact is different within a segment, it doesn’t significantly vary between segments, there is not a strong base to segmentation. The next part of this paragraph focuses on the variation between the segments.

8.1.2
Differences between the age categories

To study the differences between segments, after Levene’s test for equal variances (which was supported) is executed, a Scheffé analysis is executed. A Scheffé analysis is an option within the ‘normal’ ANOVA analysis. The Scheffé analysis is a method to study, when it is assumed that equal variances between  samples exist, whether the variances in the independent variable is significantly different when independent samples are compared (Bloomgarden & Langone, 1984). 

By using the Scheffé analysis it is possible to state whether the different outcomes between samples (in this case the different segments) are significant or not. When they are indeed significantly stronger within one of the segments, the evidence to segment the consumer base making use of the studied criteria, gets stronger. 

In addition to that it is important to study the differences between the segments with more detail. For instance, whether the different strengths of the individual contract components, as seen in table 8.1 are significant or not. This is the true evidence to segment consumer base and create strategies to retain and attract consumers. When it is known at what part consumers vary, it becomes easier to target segments with a different message or different package/ offer.
The table below shows the results of this analysis and shows which segments are significantly different from another.

Table 8.2
Variation between age segments

	(i) Age Category
	(j) Age Category
	Mean difference (i-j)
	St. Err.
	Sig.

	
	 
	
	
	

	24 yrs and younger
	25 - 34 yrs
	-0.089
	0.080
	0.745

	
	35 - 44 yrs
	-0.478
	0.101
	0.000

	
	45 yrs and older
	-0.251
	0.110
	0.158

	
	 
	
	
	

	25 - 34 yrs
	24 yrs and younger
	-0.089
	0.080
	0.745

	
	35 - 44 yrs
	-0.389
	0.088
	0.000

	
	45 yrs and older
	-0.162
	0.098
	0.435

	
	 
	
	
	

	35 - 44 yrs
	24 yrs and younger
	-0.478
	0.101
	0.000

	
	25 - 34 yrs
	-0.389
	0.088
	0.000

	
	45 yrs and older
	-0.226
	0.116
	0.283

	
	 
	
	
	

	45 yrs and older
	24 yrs and younger
	-0.251
	0.110
	0.158

	
	25 - 34 yrs
	-0.162
	0.098
	0.435

	 
	35 - 44 yrs
	-0.226
	0.116
	0.283


The table shows that there are significant differences between the age categories:

· 24 years and younger and consumers in the category between 35 and 44 years

· Consumers in the category of 25 to 34 years and the ones in the category between 35 and 44 years

This analysis also uncovered that, although not significant, the two younger segments can be grouped, as well as the two older segments. This shows that the differences between the segments are not only related to the strength of the impact of each component of the contract. They exist between the segments as well.
Next it is interesting to get insight in the differences between the segments at component level. In other words: now that evidence is found that the differences at segment level are actually significant, at which point are they truly different? This will help providers to focus on the right aspect of the contract when communicating with their target consumers. This is important, since we saw that different consumers show different preferences with respect to their contract. Focusing on the wanted components in a way that is preferred by consumers, will result in a more effective communication.

In order to decide because of which components the segments are different, significance of the different coefficients in the regression analyses are calculated. This was done via the following equation: (Bi-Bj)/ √(var. i + var. j). This  was executed for each combination of Bèta’s. The results are presented in Appendix B. 

These calculations lead to the following conclusions.

Segment 1 – Young consumers
· As already showed by the Scheffé analysis, there is no difference between the segment of young consumers and the segment of younger middle aged consumers.
· The significant difference between young consumers and older middle aged consumers, can be explained by the fact that consumers in this first segment are significantly stronger negatively affected by a plain cell phone. The chance of accepting an offer decreases significantly for these consumers.

· Although overall no significant difference appears between young and old consumers, significant differences do appear when they are studied at component level. The calculations show that the impact of both a higher price and a less fancy cell phone is significantly stronger to consumers in the youngest segment than to consumers in the oldest segment.

Segment 2 – Younger middle aged consumers
· The significant difference between the younger and older middle aged consumers can be explained by the significantly stronger effect of a plain cell phone to the first group.

· Although there is no significant difference between the younger middle aged and old consumer segment (according to the Scheffé analysis) a closer look at the impact of the components shows evidence to identify both segments. A higher price and a less fancy phone has significantly stronger impact on consumers in the younger middle aged segment, when deciding on accepting an offer, compared to the oldest consumers.

Segment 3 – Older middle aged consumers
· Again, no overall significant difference with the segment of old consumers was uncovered by the Scheffé analysis. When the individual components are studied it is seen that the older middle aged and the old consumer segment significantly varies at each component. The impact of the provider is significantly stronger to the oldest consumers. To the older middle aged segment the impact of both a higher price and a less fancy cell phone is significantly stronger.

8.1.3
Segmentation based on sensitivity to social contagion

The table below shows the influence of the different components of a contract on the chance of accepting an offer, where consumers are segmented based on their sensitivity to social contagion. Again, these results are representative to the average consumer. In this table, average refers to consumers with an average age, both male and female, with different work statuses. Since no information is available with respect to region of living and level of education, it is expected that this is ‘average’ as well, with some bias to the Randstad and higher educated, due to the researcher’s personal network.  

Table 8.2
Impact of the contract per ‘sensitivity to social contagion’ segment

	CONSUMER SEGMENT

	
	Below average sensitivity
	Average sensitivity
	Above average sensitivity

	Phone
	
	
	

	Smartphone
	Ref.
	Ref.
	Ref.

	Advanced phone
	-1.047*
	-0.816*
	-0.594*

	Plain, big brand
	-4.670*
	-2.713*
	-2.700*

	Plain, small brand
	-4.914*
	-3.345*
	-3.354*

	
	
	
	

	Price
	
	
	

	Low
	Ref.
	Ref.
	Ref.

	Medium
	-1.324*
	-0.586*
	-1.260*

	High
	-1.490*
	-1.286*
	-2.152*

	
	
	
	

	Provider
	
	
	

	KPN
	Ref.
	Ref.
	Ref.

	Debitel
	-.340
	0.009
	0.068


* Bèta is significant at a 5% level

It is seen that, regardless someone’s sensitivity to social contagion, a fancier cell phone positively influences the chance of accepting an offer. It was expected that this effect would be stronger to consumers who are highly sensitive to social contagion. The table shows the opposite direction. Consumers with below average sensitivity are more strongly affected by the type of cell phone.

The price is an important aspect to consumers in each segment. To all levels of sensitivity, the likability of accepting an offer, decreases with increasing prices. 

There is no evidence that supports the idea that people with higher sensitivity to social contagion, show different preferences with respect to the provider that offers the contract. It is even shown that none of the segments is affected by the offering provider. Therefore there is, based on these results no need to keep in mind that people who are easily influenced by others, should be reached with another message with respect to the provider.

Providers should be sure that, when using this base for segmentation, they offer fancy cell phones at a fair price. This is true to all segments.

Again, the different strengths of the relationship aren’t enough evidence to prove the need for segmentation. Especially since the strengths don’t vary extremely. Therefore the differences between the segments is investigated and discussed further on in the next part of this paragraph. 

8.1.4
Differences between the levels of sensitivity

First it is studied which segments significantly vary from one another. Executing Levene’s test for equal variances, which showed that evidence for equal variances can be assumed, let to the use of ‘Scheffé analyses. The table below presents the results.

Table 8.4
Variation between ‘sensitivity to social contagion’ segments

	(i) Age Category
	(j) Age Category
	Mean difference (i-j)
	St. Err. 
	Sig. 

	
	 
	
	
	

	Below average
	Average
	0.157
	0.077
	0.126

	
	Above average
	-0.124
	0.089
	0.379

	
	 
	
	
	

	Average
	Below average
	-0.157
	0.077
	0.126

	
	Above average
	-0.281
	0.076
	0.001

	
	 
	
	
	

	Above average
	Below average
	0.124
	0.089
	0.379

	 
	Average
	0.281
	0.076
	0.001


The table shows that there are significant differences between:

· An average sensitivity to social contagion and above average sensitivity to social contagion 

Next it is interesting to get insight in the differences between the segments at component level. In other words: which components are preferred in a different way by consumers between the segments. As said before, this will help providers to focus on the right aspect of the contract when communicating with their target consumers. 

To these segments too, the following calculations is done: (Bi-Bj)/ √(var. i + var. j), for each combination of Beta’s. The results are presented in the Appendix B. 

These calculations lead to the following conclusions.

Segment 1 – Below average sensitivity to social contagion

· Although the overall difference isn’t significant, significant differences appear when the individual components are investigated. It is seen that to consumers in the ‘below average’ segment, offering a plain cell phone has a significantly stronger negative effect, than it has to consumers in the ‘average’ segment. This is in contrast with the expectation before start of this research.

· The Scheffé analysis didn’t support significant difference between the ‘below average’ and ‘above average’ segment, but with respect to these segments the same conclusion can be drawn as is drawn with respect to first result: a plain cell phone is significantly stronger affecting consumers that score below average on sensitivity to social contagion.

Segment 2 – Average sensitivity to social contagion

· The significant difference that was identified by the Scheffé analysis between the ‘average’ and ‘above average’ segment can be explained by the fact that to consumers in the third segment a higher price shows a significant stronger negative effect on the likability of accepting an offer.  
The to the expectations of this research contrasting results with respect to the importance of the type of cell phone, can be explained as follows:

First it is seen that the amount of information consumers have, affect the impact of social contagion. The more information, the less important this is. Since all consumers know at least something about cell phones and since knowledge is not related to the sensitivity of consumers to social contagion, this impact is tempered by the amount of information. As a result, consumers are not affected by social contagion, resulting in different than expected relations. Next to that it must be mentioned that consumers within the first and third segment are located closely to the second segment. In Chapter 6 it is seen that, when making use of the mean and standard deviation of each segment, the segments ‘on the outside’ are lying close to the middle segment. As a result it is conceivable that every consumer is not that different from the other. Although they show different scores on sensitivity to social contagion, these differences are in practice so small, that it doesn’t affect their behavior in a context which consumers are highly familiar with.
8.2
SHOULD PROVIDERS SEGMENT THE CONSUMER BASE?
This research suggested two possibilities to segment the consumer base, namely based on age of the consumers or based on the sensitivity of consumers to social contagion. The analyses in the previous paragraph show that in both cases significant differences between the segments are present. Especially when a closer look is placed at the individual components of a contract, that are included in the regression analyses. 

First the second option is evaluated. It was expected that to consumers who score high on sensitivity to social contagion, the type of cell phone offered with a contract would be of strong impact. The analyses show an opposite conclusion. Namely, that consumers who score below average put more importance on the cell phone, than consumers that score (above) average on sensitivity to social contagion. It can be said that the fact that consumers have lots of knowledge with respect to cell phones, providers and contracts, their sensitivity to social contagion is tempered. What exactly is causing the uncovered relationship, can’t be said based on these analyses. As a result it is difficult to interpret the differences. One thing can be said for sure: it is not effective to use these results to segment the consumer base. 
In addition to that, the differences between and within the segment are only partly significant. Therefore the conclusion must be drawn that there is no sufficient support to base segmentation on the sensitivity of consumers to social contagion.

The first option, segmentation based on the age category of the consumer, shows more potential. This decision is based on the following.

First, the Scheffé analysis shows overall significant differences between two of the segments. When each segment is studied more closely, it is seen that significant differences exist between each segment. The individual components are not only with different strength affecting consumers, but these differences are significantly different as well. 

Next to that, the differences are in line with the expectations before this research started. For instance, the analyses show evidence to conclude that younger consumers are stronger affected by a fancy cell phone than older consumers. It is also seen that in case of a large distance in years between consumers (so consumers in the youngest and the oldest segment), price becomes of significantly more impact. The analyses support that younger consumers are more negatively affected by higher price settings, than older consumers.

On remark that must made, relates to the number of segments. No significant difference is found between the consumers in the youngest and the younger middle aged segment. The different strength of the impact of the components between consumers in the two segments does appear, but no evidence is found that this is actually significantly stronger to one of the segments. Therefore, providers can decide to ignore these two segments, and combine the first segment of young consumers and the second segment of younger middle aged consumers into one segment of younger consumers. 

Although providers are free to decide what they feel is best, the advice is not to combine these segments. Since no evidence is found, this is no more than a gut feeling, but given the different strength of the components between the segments can be explained by logic thinking, it would be wise not to ignore the difference between the segments and remain four instead of three segments. 
CHAPTER 9 – THE SOLUTION
This final chapter answers the central research question, as mentioned in Chapter 1. This answer is given after the sub themes are discussed. In addition to the answered central research question, it is discussed what the implications of the results are to Dutch providers. Next to that the limitations of this research and some recommendations with respect to follow-up studies are mentioned.
9.1
CORRECT EXPECTATIONS?
Chapter 5 discussed the expectations of this research, before it actually started. Each expectation is discussed briefly in this paragraph, based on the results of Chapter 7 and Chapter 8.

· Offers of KPN (provider with a good image) show higher chances of acceptance than offers of Debitel (provider with a less positive/ bad image)
The analyses don’t support the expectation that the provider that offers the contract affects the likability of accepting an offer. Only to consumers in the age categories 25-34 years and 45 years and older the effect of Debitel is significantly of negative impact. But the differences between the segments are not supported. 

Overall it must be concluded that the image of the provider that offers the contract doesn’t affect the chance of consumers to accept or reject the offer. As a result there is need for the providers to fear their position, although they must always take care of handling correctly and sending out the correct message.
· The more fancy the cell phone that is accompanied with a new contract the more likely it is that a consumer will accept the offer

The analyses do support that the cell phone that is offered, is significantly affecting the likability of accepting an offer by consumers. Each individual analysis shows that the chance of accepting an offer decreases when a less fancy cell phone is offered with the contract. As is shown in Chapter 8, especially the significant negative impact of a plain cell phone is different to consumers within the identified segments. 

This research supports the expectation that the more fancy the cell phone that is offered, the more likable consumers are to accept an offer. As a result providers must take care of offering fancy cell phones. Otherwise, consumers will leave and sign up with a competing firm.
· The chance of accepting an offer decreases when the monthly price of a contract is higher

This research uncovered a negative relationship between a higher price and the likability of accepting an offer. This was seen in every individual analysis, regardless the consumer segment. The analyses in Chapter 8 showed that the strength of the impact of price doesn’t vary between each segment. This shows that the impact of price does affect consumers in a negative direction, but this impact is not different to different consumers.

The conclusion, with respect to this expectation, is that this research supports the idea that chance of acceptance decreases when prices of a contract rise. Since consumers show similar preferences, it is important to keep prices at a low level. Otherwise, again, they’ll all sign up with competing providers.
· To older consumers, it is expected that the impact of the type of cell phone is less strong than it is to younger consumers

The analyses in Chapter 7 showed that the cell phone is significantly affecting the behavior of all consumers. Chapter 8 showed that the strength of these impacts is significantly different between the age segments, with the strongest impact on the youngest segment. With rising age segments, the strength of the impact decreases. The analyses also showed that the older a consumer is, the less likely it is that he’ll accept an offer that is accompanied with a fancy cell phone. This is supported when dealing with an advanced cell phone or Smartphone. An explanation is that older consumers are not capable of handling with complex cell phones or simply that those consumers don’t appreciate gadgets. 

It can be concluded that to older consumers, the type of cell phone offered with a contract is of less importance, compared to younger consumers. Attracting and retaining younger consumers will be easier when the latest cell phone can be provided.
· The impact of a higher price is stronger to younger consumers than to older consumers

The analyses in Chapter 7 showed that the price is negatively affecting consumers within each age segment. The analyses in Chapter 8 showed that the strength of this impact is significantly stronger to consumers within the younger age segments. Between the three youngest segments and the oldest segment, it is seen that the differences are of sufficient level of significance. It is also seen that the difference between low and medium priced contracts doesn’t vary significantly to the oldest consumers.

The overall conclusion is that the research supports this expectation. To younger consumers, the price of a contract is stronger negatively affecting the behavior than it does to older consumers. Although all consumers prefer a low price, providers must especially be cautious when dealing with young(er) consumers.
· The more a consumer is sensitive to social contagion, the more important the cell phone that is accompanied with a contract

The analyses show that to every consumer, regardless their level of sensitivity to social contagion,  the type of cell phone is an important component when they decide on rejecting or accepting an offer. In the eighth chapter of this thesis, this is studied in more detail. It is seen that the impact of the cell phone is the strongest to consumers with below average sensitivity to social contagion. The strength of this impact doesn’t vary significantly between consumers with average and above average sensitivity to social contagion.

It must be concluded that there is no support in this research that the higher someone’s sensitivity to social contagion, the more important the cell phone that is offered. In fact the idea is supported that consumers with below average sensitivity to social contagion are stronger affected by a fancy cell phone than consumers with higher levels of sensitivity. 

The fact that this expectation isn’t supported can relate to the amount of information consumers have, since more information results in the fact that social contagion is no longer relevant. Based on this data it is not possible to interpret the relationship that is uncovered. 
· The more a consumer is sensitive to social contagion, the more important the image of the provider

The analyses in Chapter 7 and Chapter 8 don’t support the idea that consumers with higher levels of sensitivity to social contagion are more strongly affected by the image of the offering provider. In fact, there is no relationship at all, with respect to the impact of the provider that offers the contract. None of the analyses shows a significant impact.

Therefore it can be concluded that the level of sensitivity to social contagion, doesn’t affect the impact of the offering provider on the likability of accepting an offer. This expectation is not supported and providers do not have to fear their image when trying to retain and attract consumers. 
· To older consumers with high sensitivity to social contagion the cell phone is more important than to older consumers with lower levels of sensitivity to social contagion

It is seen that every consumer is affected by the cell phone that is offered. It is also seen that older consumers are differently affected than younger consumers and that the level of sensitivity to social contagion affects the importance of the cell phone. This was discussed with other expectations. 

With respect to consumers with high(er) levels of sensitivity to social contagion, the analyses show the following:
To the oldest consumer segment, it is true that a positive interaction-effect occurs between sensitivity to social contagion and the impact of a Smartphone. This means that to old consumers the chance of accepting an offer that is accompanied with a Smartphone increases when he shows a higher level of sensitivity to social contagion. 

When this expectation is investigated via the segments based on sensitivity to social contagion, it is seen that consumers with below average sensitivity the chance of accepting an offer that is accompanied with a Smartphone or an advanced cell phone decreases when he’s older. In case of the average consumer this relationship is seen as well, but only with respect to the Smartphone. Towards the advanced cell phones it is not supported. Consumers with above average sensitivity to social contagion it is true that the chance of accepting an offer that is accompanied with a Smartphone or an advanced cell phone decreases as well when the consumer is older.

This expectation is partly supported by this research. When age of consumers is set, it is seen that a higher level of sensitivity to social contagion has a positive impact when a Smartphone is included in the offer, but when the level is sensitivity is set, age has a negative effect on the impact of fanciness of the cell phone. As a result these results must be handled with care, since not all of the analyses support this idea. It would be wise to study this effect in more depth, to get more reliable insight in the effect of social contagion on impact of fanciness of the cell phone. 

9.2
CENTRAL RESEARCH QUESTION
This research tried to discover opportunities to prevent customer churn in the Dutch mobile phone industry, by studying the possibilities to start co-branding agreements with cell phone producers. The central research question that is formed to study this is ‘Can co-branding between mobile phone providers and cell phone producers offer a solution to high churn rates that providers are dealing with, and what does this imply for their practices?’

In order to answer this central question, three sub themes, each consisting of multiple questions are formed. After all sub themes are summarized and the answers are given, the central research question is answered. 
9.2.1
Sub theme 1 – Customer churn

The first topic that is discussed in this thesis is customer churn. Two questions are formed, to guide the research to this concept.

1. What is churning and why is it a problematic issue to Dutch mobile phone providers?
2. Are providers able to act in order to prevent customers from churning?

 Customer churn, or in short churning, refers to customer movement from one company to a competing company (Hung et al., 2006). Consumers have different preferences which affect their behavior. A part of consumer base is loyal to their current provider, resulting in long-term retention. Other consumers are searching for the best deal: they switch provider when a competing provider offers a better deal meeting their preferences, for instance a fancier cell phone at a lower price setting. 

It is seen that in the Dutch mobile phone market, churning is a major problem. First, churn rates are very high. The average churn rate in the European market is equal to 24%. The Dutch percentages are even higher. A second problem that providers face relates to the market in which they operate. The Dutch mobile phone market is known for its high maturity. The penetration rate of the market is over a 100 percent. This means that more than the available consumers are served, for instance because consumers have both a private and a business cell phone. As a result providers can’t replace the lost customers by attracting new ones, simply because there are no consumers freely available in the market. The solution is to ‘steal’ customers from competing firms. 

Churning is problematic, because it can affect the performance of providers. Loss of customers costs providers a lot of money. An American study concluded that these costs could be $1,000 or even more.
 Next to the financial consequences, switching customers are a problem because of the absence of extra consumers in the Dutch market. Due to the highly matured market and the fact that all providers in the market face high churn rates, competition is fierce. As a result it is of high importance that providers act in an effective way to retain and attract customers. 

Dependent on the level of churn, providers can react to it. First, when the churn rates are low, providers can build reactive programs. Think of an effective reaction, when a consumer states that he closes his contract. When churn figures are more problematic, proactive campaigns must be created. An example is to contact the customer, before his contract is ended. When customer churn is even higher, the best option is to build loyalty programs. Unfortunately, in a market where competitors are fighting the market with aggressive promotions and other marketing campaigns, loyalty programs are not a sufficient means.  

Some authors state that churn management is in fact segment management. When providers know which consumer is triggered by which incentive, it is possible to target them with a ‘customized’ message and offer. This will affect both loyalty of current customers and will reach the attention of potential customers, increasing the chance that they’ll switch. 

Therefore, it is important to know which consumer prefers which incentives, in order to manage the consumer base effectively.

9.2.2
Sub theme 2 – Co-branding

The second theme of this research is co-branding. The questions that are formed to study this topic are as follows.

1. What is co-branding and which (dis)advantages are accompanied with co-branding agreements?

2. How can providers use co-branding agreements in order to prevent customer churn?

Co-branding refers (in this research) to collaboration between two brands to strengthen each one’s position in the market, in order to gain any type of competitive advantage. In this sense of the concept, there is no need to actually create a new product or extension of existing products, but can co-branding be limited to for instance offering each other’s services and borrowing secondary associations. 
An example of a co-branding strategy is the Beertender. This product is developed in cooperation by Heineken and Krups: Krups developed a home tap. At the same time Heineken developed barrels holding five Liters of Beer. These barrels are made to use with the home tap of Krups. The value that this cooperation ad to the consumer is the fact that it enables them to consume tapped beer at home. To the two companies it means that their competitive position is strengthened, because they entered a new segment of the market first. 

Partnering-up with other companies holds multiple advantages, not all of them relevant in this research. Two important advantages that are relevant are the fact that, when companies cooperate spill-over of ‘image’ (can) occur(s) from one brand to the other. To providers with less positive images with the consumer, cooperating with a cell phone provider, can result in the fact that their image improves because of changing perceptions within the minds of the consumers. 

A second advantage relates to the fact that it provides companies with new or other resources. An example is the possibility to use new machinery or new consumers. In the case of the Dutch providers this is seen less direct. One must think of being the first to offer a new cell phone, like T-Mobile did with the iPhone, when Apple entered the Dutch market. This will enable providers to offer those cell phones to the consumer that are preferred most. 

Since co-branding is of value to both companies the costs can be split. As a result it is possible to lower the costs and keep contracts at low price settings.    
Unfortunately, there is also the chance of negative consequences. One of them is the chance that companies partner-up with the wrong company. It could be that consumers don’t see the match between the partners. Therefore it is important to ensure a fit, for instance at product level, between the companies that is perceived by both the cooperation companies and the involved consumers. Another example of a negative consequence relates to the cooperating companies as well. It is possible that one of the companies is too dominant, not in the cooperation but in the market. As a result the other company doesn’t have the advantages of partnering-up. When companies have partnered-up incorrectly, splitting up can be disadvantageous as well. For instance because companies can lose technological skills or important resources, or the risk that a competing firm starts cooperating, replacing the first company.

This shows that it is very important to first decide whether agreeing on co-branding is actually necessary and then to decide which partners are appropriate to cooperate with. A clear analysis will prevent companies from making wrong decisions.  

This research studies the possibility to make use of co-branding agreements between mobile phone providers and cell phone producers, in order to prevent customer churn. 

9.2.3
Sub theme 3 – Retention incentives

The third topic of this research refers to retention incentives of consumers. In order to draw conclusions with respect to this topic, it is studied what consumers prefer. In these analyses distinction is made between the offering provider, the cell phone that is accompanied with a contract and the price of the offer. The following questions are formed to guide the research.

1. Which of the three P’s are preferred by which customers?

2. In what way can co-branding help to meet the preferences of the customer?

3. What should providers do to retain customers and attract new ones?
In Chapter 8 it is shown that it is possible to segment the consumer base, based on their age. It is seen that although some similarities appear, the segments vary significantly. The three questions just mentioned, are answered to each segment.

1. Which of the three P’s are preferred by which customers?

Consumers in the youngest segment are significantly influenced by the type of cell phone that is offered. It is seen that the less fancy the cell phone, the less likely it is that he’ll accept the offer. The same is true to the other three age segments. Between all segments, except from the two younger segments, the strength of the importance of the cell phone varies significantly.

It must be stated that all consumers prefer a fancy cell phone, where it is true that the younger the consumer is, the more important this P is.

With respect to price it is concluded that all consumer segments are negatively influenced by a higher price. One exception occurs within the fourth segment, the oldest consumer segment: these consumers don’t vary significantly between a low and medium set price. When differences in the strength of the impact of price between the segments is studied, it is concluded that the first three segments don’t vary significantly from one another, but do vary significantly from the oldest consumer segment.

It must be stated that all consumers prefer a low price setting. This is least preferred by the oldest consumers, who don’t perceive differences between low and medium priced contracts. All other consumers show alike preferences. 

The younger middle aged segment and the oldest segment show a negative impact of offering providers with less positive images, so it can be concluded that those consumers are affected by the image of the provider. It must be stated that these segments prefer a provider with a positive image. 

Between the segments it is concluded that only the different strength between the older middle aged segment and the old segment is significant. 

It is seen that the level of sensitivity to social contagion doesn’t affect consumers’ choices significantly. Probably, this relates to the fact that consumers have a lot of knowledge regarding the cell phone/ mobile phone market. Therefore, communicating with the target group is not only important to inform consumers about the offer that is done, but to temper the potential impact of social contagion as well. 

Summarizing, it can be said that:

· Younger consumers prefer a more fancy cell phone and a lower price setting;

· older consumers are less strongly affected by the type of cell phone and are less influenced by a higher price of the contract;

· and younger middle aged and old consumers prefer a provider with a positive image.

The next paragraphs of this chapter will discuss what this means to providers.

2. In what way can co-branding help to meet the preferences of the customer?

As mentioned, co-branding between mobile phone providers and cell phone producers can lead to the fact that providers are able to offer the latest cell phone first (like T-Mobile did for a long time with the iPhone) and by offering contracts at a lower price, because they can get a discount on the cell phone deliveries.

Since consumers prefer fancy cell phones and a low price setting as uncovered by this research, it is possible to use co-branding agreements to meet the preferences of the consumer. 

In addition to that is must be said that co-branding agreements can have a positive impact on the image of the provider, because of spill-over effects of image of the cell phone producer and due to secondary associations that can strengthen the position of the provider. By partnering-up with the right producer, it is possible (if necessary) to improve the image and meet the preferences of consumers in both the younger middle aged and the old consumer segment.

3. What should providers do to retain customers and attract new ones?
It is discussed that segment management is in fact the same as churn management. Therefore it is important to know the relevant segments and to know what the preferences are of the consumers within the segments. In Chapter 8 two possible segmentations are presented and it is discussed that especially the segmentation based on age shows potential.

In order to retain current customers and to attract new ones, it is important to meet the preferences of those consumers. Most effective is it to create multiple communication strategies, to target consumers in the different segments with a customized message and via the channels that the segments use. For instance, young consumers read other magazines than old consumers. Posting a customized message in the right media, will increase effectiveness. This will affect both current and future customers. In addition to that, will correct communication increase the level of information consumers have, tempering the impact of someone’s sensitivity to social contagion.
With respect to customer retention, it is important to pro-actively offer them a combination of price and cell phone, in line with their preferences. As a result, before their contract ends, they will choose to extent the relationship with their current provider. Providers must make sure that current consumers don’t have any reason to leave the company or even consider signing with another provider.
It is seen that all consumers, regardless their segment, prefer a fancy cell phone, but that older consumers are less affected by this aspect than younger consumers. It is also seen that the older a consumer is, the less likely it is that he’ll accept an offer that is accompanied with a Smartphone or an advanced cell phone. With respect to price it is seen that the younger a consumer is, the more impact it has on their decision-making.

Therefore it is important to make sure that younger consumers are triggered by the cell phone and a low price setting and that older consumers are triggered by a message that puts importance on the cell phone, but not the too fancy copies. In fact, an additional negative effect of fancy cell phones is uncovered with older consumers. These different offers, must be translated into differentiated strategies and communication plans, in order to reach each consumer with the right message. 
9.2.4
Central research question

The central research question of this research is ‘Can co-branding between mobile phone providers and cell phone producers offer a solution to high churn rates that providers are dealing with, and what does this imply for their practices?’. 

Since the previous section of this paragraph has discussed the components of this question, the answer to the central question can be given in a few words.

Yes, co-branding agreements between mobile phone providers and cell phone producers can offer a solution to high churn rates. It is in this sense important to partner-up with the correct producer. It is seen that a plain cell phone has a negative effect on the chance of accepting an offer. Therefore partnering-up with a producer that mainly produces plain cell phones is not the solution, but partnering-up with one of the popular brands, like Nokia or HTC, will enable the providers to offer fancy cell phones.

Next to that it is possible to get the cell phones at a discount, which will result in the fact that there is no need to pass on the costs to consumers, resulting in lower prices. 

Finally, co-branding can improve the image of the provider. Since a part of the consumer base prefers providers with a good image, it is possible to get in the consideration set of more consumers, after cooperation with cell phone producers has activated. 

What this implies for practices of providers is discussed in the next paragraph.
9.3
IMPLICATIONS OF THE RESULTS
Of course, segment management starts with a perfect segmentation. This research provided a first base for segmentation, based on age of the consumers. In addition to that, providers must get more insight in these segments. Perhaps it is interesting to further segment these base segments, for instance based on the main activity, like being an employee or student, creating sub segments. 

Next it is important to find the right cell phone producer to partner-up with. This company must produce a range of advanced cell phones and preferably Smartphones. To the provider it is important to close a deal that provides them with a discount on the cell phones and preferable a monopoly right to offer specific cell phones. Like said before, this is done by T-Mobile with the iPhone for a while.
It is seen that consumers within the segments show different preferences towards the three P’s, especially with respect to the strength of their preferences. Providers must now build their marketing activities based on these preferences. They must create offers that meet the preferences of the specific consumer. 
Most effective is it to create multiple marketing strategies, one per (sub)segment. This implies that the different (sub)segments must be targeted with different messages via different channels. This will increase the match of the message with the reached consumer. Next to that, communication will increase the level of knowledge and decrease the impact of consumers’ sensitivity to social contagion.
With respect to providers with a less positive image it is important to focus on different aspects. When they for instance try to reach younger middle aged consumers, who are affected by the image of the provider, they must point out the excellent price setting and the cell phone that is offered. This will temper the impact of the image of the provider. As a result consumers within this segment will still decide to choose for this provider.

9.4
LIMITATIONS TO THE RESEARCH
Unfortunately, this research holds some limitations. The most important ones are briefly discussed below. 
1. The first relates to the type of data. Consumers are asked to state what they would do, so not their actual behavior is measured. It could be that the actual behavior is not in line with what consumers state they would do. Therefore behavior can in practice vary from the stated preferences. 

2. A second limitation refers to the way the data is analyzed. The three P’s are analyzed individually, where consumers were asked to choose from a combination of the three P’s and state how likely they are to accept this offer. 

Since the 24 different offers that are presented can’t be sorted, it was not possible to rank the options and study the combined P’s. This limits the results, since it is not possible to interpret the results of one P in combination with the two others. 
In order to rank the offers, it must first be studied how each component and each value of the components are ranked by the consumers and what for instance a shift of price level means to the attitude to for instance a plain cell phone of a bigger brand. 
3. In practice consumers are influenced not only by their underlying preferences, but by marketing campaigns as well. In this research the effect of marketing activities is not included. It could be that for instance the effect of price decreases when the offer is marketed perfectly. As a result the behavior of consumers is not in line with their preferences. This can affect segment management. A possible solution is to use the results from this research to build marketing activities. Then, still the underlying preferences are the triggers that affect the behavior of consumers.

9.5
FOLLOW-UP STUDIES

Both the results of this research and its limitations show reasons for follow-up studies. Two possibilities are discussed in this closing section. 

The main limitation with respect to the practice of providers relates to the fact that this research doesn’t include actual behavior. Therefore it is wise to study the actual behavior of consumers. This would mean that consumers must be interviewed directly after the signed a contract. Focus of these interviews is the question ‘Why did you choose this offer?’ and (if relevant) ‘Why did you choose this contract over your previous contract?’. Interesting is the story behind the decision. So not only ‘because of the price setting’, but why this was a relevant aspect as well. This will provide providers with more in-depth insight in the preferences of consumers.

A second interesting follow-up study relates to the impact of someone’s sensitivity to social contagion, when choosing a new mobile phone contract. This research didn’t support the idea that consumers are affected by the opinions and behavior of people in their surroundings. An explanation to the absence of the expected relationship (which states that higher levels of sensitivity affect for instance the importance of a fancy cell phone) lies in the in Chapter 3 discussed literature. There it is discussed that the more information consumers have with respect to a topic, the less impact social contagion has. Every consumer in the Dutch market knows at least the basics of the cell phone business: what cell phones are in a broad sense available, which providers are operating in the market. As a result the impact of social contagion in this field of business is tempered. 
A limitation that results in the fact that it is interesting to study this topic in more detail, lies in the fact that the in this research included consumers are all located close to the middle segment. This is seen when the mean and standard deviation, as discussed in Chapter 6, are investigated. It could be that the way social contagion is measured, doesn’t give a good estimation of someone’s sensitivity or that the in the research included consumers simply don’t vary as much as necessary to measure the effect. As a result it could be that the possibly existing relationship is not uncovered.
Although it is possible to explain the contradicting results making use of existing literature, true evidence asks for follow-up research, in which the extent to which somebody is sensitive to social contagion is studied in more detail. A better estimation of this sensitivity must then be included into a similar research to study the effects on consumer preferences again.
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APPENDIX A
Appendix A shows the questionnaire that is used to collect the data. Please note that, since the object of research consumers with a Dutch mobile phone number are, most of the persons belonging to the target group are Dutch (spoken). Therefore, it is decided to distribute the questionnaire in Dutch only.
QUESTIONNAIRE
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Welkom!

Het volgende onderzoek heeft betrekking op het aanbod van mobiele telefoon providers in Nederland. In het kader van mijn afstudeerscriptie aan de Erasmus Universiteit Rotterdam, wil ik onderzoeken wat de invloed is van de aanbiedende provider, de gevraagde prijs en het bijgeleverde mobiele toestel op het keuzegedrag van de consument.

Uw antwoorden zullen op vertrouwelijke wijze behandeld worden en zullen anoniem worden verwerkt. De resultaten zullen enkel verwerkt worden in mijn scriptie.

De enquête bestaat uit meerdere delen, elk bestaande uit een aantal stellingen. Het invullen van de vragenlijst zal in totaal maximaal tien minuten in beslag nemen.


Hartelijke groeten,

Laurette de Heus
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1. Is uw huidige mobiele nummer gekoppeld aan een prepaid of een postpaid contract?
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[image: image4.wmf]postpaid (dit wil zeggen op basis van een contract met maandelijks vaste kosten) 


Contracten
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De volgende situaties tonen steeds een aanbod dat u kunt krijgen bij verlenging of verandering van uw mobiele telefoon contract. Bij elk voorgesteld aanbod kunt u ervan uitgaan dat:
1. het telkens een contractduur van twee jaar betreft
2. garantieregelingen met betrekking tot het toestel in alle gevallen gelijk zijn
3. kosten buiten de bundel per provider niet verschillen
4. de verhouding tussen minuten binnen de bundel en bundelprijs constant is: Een bundel van twee keer meer (of twee keer minder) minuten kent een verdubbelde (of gehalveerde) prijs

Ga verder naar contractaanbiedingen (1/4)
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Ten aanzien van het geboden toestel geldt dat er gekeken wordt naar vier typen toestellen;
· Smartphone: denk aan bijvoorbeeld de I-phone van Apple, de Blackberry of de E72 van Nokia

· Geavanceerde toestellen: denk hierbij aan toestellen van grotere merken (als Nokia, Siemens, Samsung), waar naast bel- en smsfuncties, functies op zitten als een video- en fotocamera en de mogelijkheid eenvoudig gebruik te maken van het internet

· Eenvoudige toestellen: hierbij moet gedacht worden aan toestellen van grotere merken (als Nokia, Siemens, Samsung), die alleen de basis functies bezitten, als bellen en sms’en

· Toestel van Alcatel: denk hierbij aan een eenvoudig toestel, zonder uitgebreide functies van een minder groot merk 

Geef voor elk van de volgende contractaanbiedingen aan hoe groot u de kans acht dat u dit aanbod zult accepteren. 

 
2. Voor 22,50 euro per maand biedt KPN een contract van 250 belminuten/sms in combinatie met een geavanceerd toestel 
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[image: image11.wmf]Ik zou dit aanbod altijd accepteren 


 

3. Voor 30 euro per maand biedt KPN een contract van 250 belminuten/sms in combinatie met een toestel van Alcatel 
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4. Voor 30 euro per maand biedt KPN een contract van 250 belminuten/sms in combinatie met een eenvoudig toestel
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5. Voor 15 euro per maand biedt Debitel een contract van 250 belminuten/sms in combinatie met een Smartphone
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6. Voor 30 euro per maand biedt Debitel een contract van 250 belminuten/sms in combinatie met een geavanceerd toestel
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7. Voor 22,50 euro per maand biedt Debitel een contract van 250 belminuten/sms in combinatie met een toestel van Alcatel 
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Ga verder naar contractaanbiedingen (2/4)
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Ten aanzien van het geboden toestel geldt dat er gekeken wordt naar vier typen toestellen;
· Smartphone: denk aan bijvoorbeeld de I-phone van Apple, de Blackberry of de E72 van Nokia

· Geavanceerde toestellen: denk hierbij aan toestellen van grotere merken (als Nokia, Siemens, Samsung), waar naast bel- en smsfuncties, functies op zitten als een video- en fotocamera en de mogelijkheid eenvoudig gebruik te maken van het internet

· Eenvoudige toestellen: hierbij moet gedacht worden aan toestellen van grotere merken (als Nokia, Siemens, Samsung), die alleen de basis functies bezitten, als bellen en sms’en

· Toestel van Alcatel: denk hierbij aan een eenvoudig toestel, zonder uitgebreide functies van een minder groot merk 




Geef voor elk van de volgende contractaanbiedingen aan hoe groot u de kans acht dat u dit aanbod zult accepteren. 

8. Voor 30 euro per maand biedt Debitel een contract van 250 belminuten/sms in combinatie met een eenvoudig toestel
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9. Voor 15 euro per maand biedt KPN een contract van 250 belminuten/sms in combinatie met een geavanceerd toestel 
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10. Voor 15 euro per maand biedt Debitel een contract van 250 belminuten/sms in combinatie met een geavanceerd toestel
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11. Voor 22,50 euro per maand biedt KPN een contract van 250 belminuten/sms in combinatie met een toestel van Alcatel 

	[image: image68.wmf]Ik zou dit aanbod nooit accepteren 
[image: image69.wmf]Zeer onwaarschijnlijk 
[image: image70.wmf]Onwaarschijnlijk 
[image: image71.wmf]Niet onwaarschijnlijk/ niet waarschijnlijk 
[image: image72.wmf]Waarschijnlijk 
[image: image73.wmf]Zeer waarschijnlijk 
[image: image74.wmf]Ik zou dit aanbod altijd accepteren 


 

12. Voor 22,50 euro per maand biedt KPN een contract van 250 belminuten/sms in combinatie met een Smartphone
	[image: image75.wmf]Ik zou dit aanbod nooit accepteren 
[image: image76.wmf]Zeer onwaarschijnlijk 
[image: image77.wmf]Onwaarschijnlijk 
[image: image78.wmf]Niet onwaarschijnlijk/ niet waarschijnlijk 
[image: image79.wmf]Waarschijnlijk 
[image: image80.wmf]Zeer waarschijnlijk 
[image: image81.wmf]Ik zou dit aanbod altijd accepteren 


 

13. Voor 15 euro per maand biedt KPN een contract van 250 belminuten/sms in combinatie met een toestel van Alcatel 

	[image: image82.wmf]Ik zou dit aanbod nooit accepteren 
[image: image83.wmf]Zeer onwaarschijnlijk 
[image: image84.wmf]Onwaarschijnlijk 
[image: image85.wmf]Niet onwaarschijnlijk/ niet waarschijnlijk 
[image: image86.wmf]Waarschijnlijk 
[image: image87.wmf]Zeer waarschijnlijk 
[image: image88.wmf]Ik zou dit aanbod altijd accepteren 
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Ten aanzien van het geboden toestel geldt dat er gekeken wordt naar vier typen toestellen;
· Smartphone: denk aan bijvoorbeeld de I-phone van Apple, de Blackberry of de E72 van Nokia

· Geavanceerde toestellen: denk hierbij aan toestellen van grotere merken (als Nokia, Siemens, Samsung), waar naast bel- en smsfuncties, functies op zitten als een video- en fotocamera en de mogelijkheid eenvoudig gebruik te maken van het internet

· Eenvoudige toestellen: hierbij moet gedacht worden aan toestellen van grotere merken (als Nokia, Siemens, Samsung), die alleen de basis functies bezitten, als bellen en sms’en

· Toestel van Alcatel: denk hierbij aan een eenvoudig toestel, zonder uitgebreide functies van een minder groot merk 




Geef voor elk van de volgende contractaanbiedingen aan hoe groot u de kans acht dat u dit aanbod zult accepteren. 

 

14. Voor 30 euro per maand biedt KPN een contract van 250 belminuten/sms in combinatie met een geavanceerd toestel 

	[image: image89.wmf]Ik zou dit aanbod nooit accepteren 
[image: image90.wmf]Zeer onwaarschijnlijk 
[image: image91.wmf]Onwaarschijnlijk 
[image: image92.wmf]Niet onwaarschijnlijk/ niet waarschijnlijk 
[image: image93.wmf]Waarschijnlijk 
[image: image94.wmf]Zeer waarschijnlijk 
[image: image95.wmf]Ik zou dit aanbod altijd accepteren 


 

15. Voor 22,50 euro per maand biedt KPN een contract van 250 belminuten/sms in combinatie met een eenvoudig toestel
	[image: image96.wmf]Ik zou aanbod nooit accepteren 
[image: image97.wmf]Zeer onwaarschijnlijk 
[image: image98.wmf]Onwaarschijnlijk 
[image: image99.wmf]Niet onwaarschijnlijk/ niet waarschijnlijk 
[image: image100.wmf]Waarschijnlijk 
[image: image101.wmf]Zeer waarschijnlijk 
[image: image102.wmf]Ik zou dit aanbod altijd accepteren 


 

16. Voor 15 euro per maand biedt KPN een contract van 250 belminuten/sms in combinatie met een Smartphone 

[image: image103.wmf]Ik zou aanbod nooit accepteren 
[image: image104.wmf]Zeer onwaarschijnlijk 
[image: image105.wmf]Onwaarschijnlijk 
[image: image106.wmf]Niet onwaarschijnlijk/ niet waarschijnlijk 
[image: image107.wmf]Waarschijnlijk 
[image: image108.wmf]Zeer waarschijnlijk 
[image: image109.wmf]Ik zou dit aanbod altijd accepteren 

 17. Voor 15 euro per maand biedt Debitel een contract van 250 belminuten/sms in combinatie met een eenvoudig toestel
	[image: image110.wmf]Ik zou dit aanbod nooit accepteren 
[image: image111.wmf]Zeer onwaarschijnlijk 
[image: image112.wmf]Onwaarschijnlijk 
[image: image113.wmf]Niet onwaarschijnlijk/ niet waarschijnlijk 
[image: image114.wmf]Waarschijnlijk 
[image: image115.wmf]Zeer waarschijnlijk 
[image: image116.wmf]Ik zou dit aanbod altijd accepteren 


 
18. Voor 15 euro per maand biedt Debitel een contract van 250 belminuten/sms in combinatie met een toestel van Alcatel
	[image: image117.wmf]Ik zou dit aanbod nooit accepteren 
[image: image118.wmf]Zeer onwaarschijnlijk 
[image: image119.wmf]Onwaarschijnlijk 
[image: image120.wmf]Niet onwaarschijnlijk/ niet waarschijnlijk 
[image: image121.wmf]Waarschijnlijk 
[image: image122.wmf]Zeer waarschijnlijk 
[image: image123.wmf]Ik zou dit aanbod altijd accepteren 


 

19. Voor 30 euro per maand biedt Debitel een contract van 250 belminuten/sms in combinatie met een Smartphone
	[image: image124.wmf]Ik zou dit aanbod nooit accepteren 
[image: image125.wmf]Zeer onwaarschijnlijk 
[image: image126.wmf]Onwaarschijnlijk 
[image: image127.wmf]Niet onwaarschijnlijk/ niet waarschijnlijk 
[image: image128.wmf]Waarschijnlijk 
[image: image129.wmf]Zeer waarschijnlijk 
[image: image130.wmf]Ik zou dit aanbod altijd accepteren 
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Ten aanzien van het geboden toestel geldt dat er gekeken wordt naar vier typen toestellen;
· Smartphone: denk aan bijvoorbeeld de I-phone van Apple, de Blackberry of de E72 van Nokia

· Geavanceerde toestellen: denk hierbij aan toestellen van grotere merken (als Nokia, Siemens, Samsung), waar naast bel- en smsfuncties, functies op zitten als een video- en fotocamera en de mogelijkheid eenvoudig gebruik te maken van het internet

· Eenvoudige toestellen: hierbij moet gedacht worden aan toestellen van grotere merken (als Nokia, Siemens, Samsung), die alleen de basis functies bezitten, als bellen en sms’en

· Toestel van Alcatel: denk hierbij aan een eenvoudig toestel, zonder uitgebreide functies van een minder groot merk 

Geef voor elk van de volgende contractaanbiedingen aan hoe groot u de kans acht dat u dit aanbod zult accepteren. 

20. Voor 22,50 euro per maand biedt Debitel een contract van 250 belminuten/sms in combinatie met een eenvoudig toestel
	[image: image131.wmf]Ik zou dit aanbod nooit accepteren 
[image: image132.wmf]Zeer onwaarschijnlijk 
[image: image133.wmf]Onwaarschijnlijk 
[image: image134.wmf]Niet onwaarschijnlijk/ niet waarschijnlijk 
[image: image135.wmf]Waarschijnlijk 
[image: image136.wmf]Zeer waarschijnlijk 
[image: image137.wmf]Ik zou dit aanbod altijd accepteren 


 

21. Voor 22,50 euro per maand biedt Debitel een contract van 250 belminuten/sms in combinatie met een geavanceerd toestel 

	[image: image138.wmf]Ik zou dit aanbod nooit accepteren 
[image: image139.wmf]Zeer onwaarschijnlijk 
[image: image140.wmf]Onwaarschijnlijk 
[image: image141.wmf]Niet onwaarschijnlijk/ niet waarschijnlijk 
[image: image142.wmf]Waarschijnlijk 
[image: image143.wmf]Zeer waarschijnlijk 
[image: image144.wmf]Ik zou dit aanbod altijd accepteren 


22. Voor 30 euro per maand biedt KPN een contract van 250 belminuten/sms in combinatie met een Smartphone
	[image: image145.wmf]Ik zou dit aanbod nooit accepteren 
[image: image146.wmf]Zeer onwaarschijnlijk 
[image: image147.wmf]Onwaarschijnlijk 
[image: image148.wmf]Niet onwaarschijnlijk/ niet waarschijnlijk 
[image: image149.wmf]Waarschijnlijk 
[image: image150.wmf]Zeer waarschijnlijk 
[image: image151.wmf]Ik zou dit aanbod altijd accepteren 


 
23. Voor 15 euro per maand biedt KPN een contract van 250 belminuten/sms in combinatie met een eenvoudig toestel
[image: image152.wmf]Ik zou dit aanbod nooit accepteren 
[image: image153.wmf]Zeer onwaarschijnlijk 
[image: image154.wmf]Onwaarschijnlijk 
[image: image155.wmf]Niet onwaarschijnlijk/ niet waarschijnlijk 
[image: image156.wmf]Waarschijnlijk 
[image: image157.wmf]Zeer waarschijnlijk 
[image: image158.wmf]Ik zou dit aanbod altijd accepteren 

 

24. Voor 30 euro per maand biedt Debitel een contract van 250 belminuten/sms in combinatie met een toestel van Alcatel
	[image: image159.wmf]Ik zou dit aanbod nooit accepteren 
[image: image160.wmf]Zeer onwaarschijnlijk 
[image: image161.wmf]Onwaarschijnlijk 
[image: image162.wmf]Niet onwaarschijnlijk/ niet waarschijnlijk 
[image: image163.wmf]Waarschijnlijk 
[image: image164.wmf]Zeer waarschijnlijk 
[image: image165.wmf]Ik zou dit aanbod altijd accepteren 


 
25. Voor 22,50 euro per maand biedt Debitel een contract van 250 belminuten/sms in combinatie met een Smartphone
	[image: image166.wmf]Ik zou dit aanbod nooit accepteren 
[image: image167.wmf]Zeer onwaarschijnlijk 
[image: image168.wmf]Onwaarschijnlijk 
[image: image169.wmf]Niet onwaarschijnlijk/ niet waarschijnlijk 
[image: image170.wmf]Waarschijnlijk 
[image: image171.wmf]Zeer waarschijnlijk 
[image: image172.wmf]Ik zou dit aanbod altijd accepteren 
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Geef voor elk van de volgende stellingen aan in hoeverre u het er mee eens bent. 

	 
	 
	 Geheel mee oneens 
	
	Geheel mee eens  

	 
	Op feestjes probeer ik mij meestal zo 
te gedragen dat ik niet uit de toon val

	[image: image173.wmf]
	[image: image174.wmf]
	[image: image175.wmf]
	[image: image176.wmf]
	[image: image177.wmf]

	 
	Ik vind dat ik mijn woordkeuze aan de 
mensen om mij heen moet aanpassen

	[image: image178.wmf]
	[image: image179.wmf]
	[image: image180.wmf]
	[image: image181.wmf]
	[image: image182.wmf]

	 
	Ik kijk niet naar het gedrag van anderen, 
maar pas mijn gedrag aan, aan hoe ik mij op 
dat moment voel

	[image: image183.wmf]
	[image: image184.wmf]
	[image: image185.wmf]
	[image: image186.wmf]
	[image: image187.wmf]

	 
	Ik houd rekening met wat anderen voor 
kleding dragen

	[image: image188.wmf]
	[image: image189.wmf]
	[image: image190.wmf]
	[image: image191.wmf]
	[image: image192.wmf]

	 
	Om te voorkomen dat ik buiten wordt 
gesloten houd ik rekening met hoe 
anderen reageren op mijn gedrag

	[image: image193.wmf]
	[image: image194.wmf]
	[image: image195.wmf]
	[image: image196.wmf]
	[image: image197.wmf]

	 
	Ik vind het belangrijk dat ik pas in de 
groep waartoe ik behoor

	[image: image198.wmf]
	[image: image199.wmf]
	[image: image200.wmf]
	[image: image201.wmf]
	[image: image202.wmf]

	 
	Door te kijken naar wat anderen dragen blijf 
ik op de hoogte van veranderingen op het 
gebied van mode

	[image: image203.wmf]
	[image: image204.wmf]
	[image: image205.wmf]
	[image: image206.wmf]
	[image: image207.wmf]
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Geef voor de volgende situaties aan wat op u van toepassing is. 

 
27. Wanneer u kijkt naar de mensen waar u het grootste deel van uw tijd mee te maken heeft, wat is in deze groep het meest voorkomende type telefoon?
	[image: image208.wmf]Smartphone 
[image: image209.wmf]Geavanceerde toestellen van grotere merken (als Nokia, Siemens, Samsung) 
[image: image210.wmf]Eenvoudige toestellen van grotere merken (als Nokia, Siemens, Samsung) 
[image: image211.wmf]Eenvoudige toestellen van kleinere merken (als Alcatel) 
[image: image212.wmf]Weet niet 


 

28. Welk type telefoon verwacht u dat binnen deze groep bij aanschaf van een nieuw toestel gekozen zal worden? 

	[image: image213.wmf]Smartphone 
[image: image214.wmf]Geavanceerde toestellen van grotere merken (als Nokia, Siemens, Samsung) 
[image: image215.wmf]Eenvoudige toestellen van grotere merken (als Nokia, Siemens, Samsung) 
[image: image216.wmf]Eenvoudige toestellen van kleinere merken (als Alcatel) 
[image: image217.wmf]Weet niet 


 

29. Wanneer u kijkt naar de mensen waar u het grootste deel van uw tijd mee te maken heeft, wat is in deze groep de meest voorkomende provider?
	[image: image218.wmf]KPN 
[image: image219.wmf]Debitel 
[image: image220.wmf]Weet niet/ er komt er niet een vaker voor 


30. Welke provider verwacht u dat binnen deze groep bij aanschaf van een nieuw contract gekozen zal worden? 

	[image: image221.wmf]KPN 
[image: image222.wmf]Debitel 
[image: image223.wmf]Weet niet 


Ga verder naar het laatste deel
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31. Ik ben een... 

	[image: image224.wmf]man 
[image: image225.wmf]vrouw 


 

32. Mijn leeftijd is... 

[image: image226.wmf]


33. Ik ben... 

	[image: image227.wmf]scholier 
[image: image228.wmf]student 
[image: image229.wmf]werkend 
[image: image230.wmf]niet werkend 
[image: image231.wmf]gepensioneerd 
[image: image232.wmf]anders 


 
34. Ik gebruik mijn mobiele telefoon voornamelijk voor... (meerdere antwoorden mogelijk) 

	[image: image233.wmf]privédoeleinden 
[image: image234.wmf]werkdoeleinden 


 

35. Ik gebruik mijn telefoon het meest voor... (meerdere antwoorden mogelijk) 

	[image: image235.wmf]bellen 
[image: image236.wmf]sms’en 
[image: image237.wmf]internet 


 
36. Ik vind dat de mobiele telefoon die aangeboden wordt bij een nieuw contract iets zegt over de provider 

	[image: image238.wmf]Geheel mee oneens 
[image: image239.wmf]Oneens 
[image: image240.wmf]Neutraal 
[image: image241.wmf]Eens 
[image: image242.wmf]Geheel mee eens 


  

37. Sorteer de volgende aspecten op volgorde van belangrijkheid bij de keuze voor een nieuw mobiel telefoon contract. Een score van 1 duidt op het belangrijkste aspect. 

	Imago provider
	[image: image243.wmf]



	Prijs contract
	[image: image244.wmf]



	Bijgeleverde toestel
	[image: image245.wmf]




  
38. Sorteer de volgende aspecten op volgorde van belangrijkheid bij de keuze voor een nieuw mobiel toestel. Een score van 1 duidt op het belangrijkste aspect. 
	het merk
	[image: image246.wmf]



	het type telefoon
	[image: image247.wmf]



	de combinatie van merk en type
	[image: image248.wmf]



	het toestel doet er niet toe
	[image: image249.wmf]
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Pagina: 11

Dit was de laatste vraag van deze vragenlijst. 

Hartelijk dank voor het invullen van de vragenlijst en het meewerken aan mijn onderzoek.
APPENDIX B
The tables in Appendix B show the results from the calculation to measure the levels of significance with respect to differences of the Bèta’s of each component included in the regression analyses. These calculations are used to decide whether there is true evidence to use the identified segments or not. 

The measurement that is done equals (Bi-Bj)/ √(var. I + var. j), where i and j refer to the segment.

Segmentation based on age

	 
	B1
	B2
	B1-B2
	St. err. 1
	Var. 1
	St. err. 2
	Var. 3
	Var.1 + Var.2 
	 √ (var.1+var.2)
	Z score

	Phone
	
	
	
	 
	
	
	
	 
	 
	

	Smartphone 
	Ref.
	
	
	
	
	
	
	

	Advanced phone
	-0,65
	-0,501
	-0,149
	0,149
	0,0222
	0,09
	0,0081
	0,030301
	0,174071824
	-0,86

	Plain, big brand
	-2,371
	-2,267
	-0,104
	0,149
	0,0222
	0,09
	0,0081
	0,030301
	0,174071824
	-0,60

	Plain, small brand
	-2,594
	-2,642
	0,048
	0,149
	0,0222
	0,09
	0,0081
	0,030301
	0,174071824
	0,28

	 
	
	
	
	 
	
	
	
	 
	 
	

	Price
	
	
	
	 
	
	
	
	 
	 
	

	Low
	Ref.
	
	
	
	
	
	
	

	Medium
	-0,714
	-0,609
	-0,105
	0,129
	0,0166
	0,078
	0,0061
	0,022725
	0,150748134
	-0,70

	High
	-1,233
	-1,045
	-0,188
	0,129
	0,0166
	0,078
	0,0061
	0,022725
	0,150748134
	-1,25

	 
	
	
	
	 
	
	
	
	 
	 
	

	Provider
	
	
	
	 
	
	
	
	 
	 
	

	KPN
	Ref.
	
	
	
	
	
	
	

	Debitel
	-0,169
	-0,242
	0,073
	0,105
	0,0110
	0,063
	0,0040
	0,014994
	0,12244999
	0,60


	 
	B1
	B3
	B1-B3
	St. err. 1
	Var. 1
	St. err. 3
	Var. 3
	Var.1 + Var.3
	 √ (var.1+var.2)
	Z score

	Phone
	
	
	
	 
	
	
	
	 
	 
	

	Smartphone
	Ref.
	
	
	
	
	
	
	

	Advanced phone
	-0,65
	-0,411
	-0,239
	0,149
	0,0222
	0,168
	0,0282
	0,050425
	0,224555116
	-1,06

	Plain, big brand
	-2,371
	-1,87
	-0,501
	0,149
	0,0222
	0,168
	0,0282
	0,050425
	0,224555116
	-2,23

	Plain, small brand
	-2,594
	-1,904
	-0,69
	0,149
	0,0222
	0,168
	0,0282
	0,050425
	0,224555116
	-3,07

	 
	
	
	
	 
	
	
	
	 
	 
	

	Price
	
	
	
	 
	
	
	
	 
	 
	

	Low
	Ref.
	
	
	
	
	
	
	

	Medium
	-0,714
	-0,721
	0,007
	0,129
	0,0166
	0,145
	0,0210
	0,037666
	0,194077304
	0,04

	High
	-1,233
	-1,297
	0,064
	0,129
	0,0166
	0,145
	0,0210
	0,037666
	0,194077304
	0,33

	 
	
	
	
	 
	
	
	
	 
	 
	

	Provider
	
	
	
	 
	
	
	
	 
	 
	

	KPN
	Ref.
	
	
	
	
	
	
	

	Debitel
	-0,169
	-0,072
	-0,097
	0,105
	0,0110
	0,119
	0,0142
	0,025186
	0,158700977
	-0,61


	 
	B1
	B4
	B1-B4
	St. err. 1
	Var. 1
	St. err. 4
	Var. 4
	Var.1 + Var.4
	 √ (var.1+var.2)
	Z score

	Phone
	
	
	
	 
	
	
	
	 
	 
	

	Smartphone
	Ref.
	
	
	
	
	
	
	

	Advanced phone
	-0,65
	-0,292
	-0,358
	0,149
	0,0222
	0,207
	0,0429
	0,06505
	0,255049015
	-1,40

	Plain, big brand
	-2,371
	-1,259
	-1,112
	0,149
	0,0222
	0,207
	0,0429
	0,06505
	0,255049015
	-4,36

	Plain, small brand
	-2,594
	-1,332
	-1,262
	0,149
	0,0222
	0,207
	0,0429
	0,06505
	0,255049015
	-4,95

	 
	
	
	
	 
	
	
	
	 
	 
	

	Price
	
	
	
	 
	
	
	
	 
	 
	

	Low
	Ref.
	
	
	
	
	
	
	

	Medium
	-0,714
	-0,225
	-0,489
	0,129
	0,0166
	0,18
	0,0324
	0,049041
	0,221452026
	-2,21

	High
	-1,233
	-0,514
	-0,719
	0,129
	0,0166
	0,18
	0,0324
	0,049041
	0,221452026
	-3,25

	 
	
	
	
	 
	
	
	
	 
	 
	

	Provider
	
	
	
	 
	
	
	
	 
	 
	

	KPN
	Ref.
	
	
	
	
	
	
	

	Debitel
	-0,169
	-0,444
	0,275
	0,105
	0,0110
	0,147
	0,0216
	0,032634
	0,180648831
	1,52


	 
	B2
	B3
	B2-B3
	St. err. 2
	Var. 2
	St. err. 3
	Var. 3
	Var.2 + Var.3
	 √ (var.1+var.2)
	Z score

	Phone
	
	
	
	 
	
	
	
	 
	 
	

	Smartphone
	Ref.
	
	
	
	
	
	
	

	Advanced phone
	-0,501
	-0,411
	-0,09
	0,09
	0,0081
	0,168
	0,0282
	0,036324
	0,190588562
	-0,47

	Plain, big brand
	-2,267
	-1,87
	-0,397
	0,09
	0,0081
	0,168
	0,0282
	0,036324
	0,190588562
	-2,08

	Plain, small brand
	-2,642
	-1,904
	-0,738
	0,09
	0,0081
	0,168
	0,0282
	0,036324
	0,190588562
	-3,87

	 
	
	
	
	 
	
	
	
	 
	 
	

	Price
	
	
	
	 
	
	
	
	 
	 
	

	Low
	Ref.
	
	
	
	
	
	
	

	Medium
	-0,609
	-0,721
	0,112
	0,078
	0,0061
	0,145
	0,0210
	0,027109
	0,16464811
	0,68

	High
	-1,045
	-1,297
	0,252
	0,078
	0,0061
	0,145
	0,0210
	0,027109
	0,16464811
	1,53

	 
	
	
	
	 
	
	
	
	 
	 
	

	Provider
	
	
	
	 
	
	
	
	 
	 
	

	KPN
	Ref.
	
	
	
	
	
	
	

	Debitel
	-0,242
	-0,072
	-0,17
	0,063
	0,0040
	0,119
	0,0142
	0,01813
	0,134647688
	-1,26


	 
	B2
	B4
	B2-B4
	St. err. 2
	Var. 2
	St. err. 4
	Var. 4
	Var.2 + Var.4
	 √ (var.1+var.2)
	Z score

	Phone
	
	
	
	 
	
	
	
	 
	 
	

	Smartphone
	Ref.
	
	
	
	
	
	
	

	Advanced phone
	-0,501
	-0,292
	-0,209
	0,09
	0,0081
	0,207
	0,0429
	0,050949
	0,225718852
	-0,93

	Plain, big brand
	-2,267
	-1,259
	-1,008
	0,09
	0,0081
	0,207
	0,0429
	0,050949
	0,225718852
	-4,47

	Plain, small brand
	-2,642
	-1,332
	-1,31
	0,09
	0,0081
	0,207
	0,0429
	0,050949
	0,225718852
	-5,80

	 
	
	
	
	 
	
	
	
	 
	 
	

	Price
	
	
	
	 
	
	
	
	 
	 
	

	Low
	Ref.
	
	
	
	
	
	
	

	Medium
	-0,609
	-0,225
	-0,384
	0,078
	0,0061
	0,18
	0,0324
	0,038484
	0,196173393
	-1,96

	High
	-1,045
	-0,514
	-0,531
	0,078
	0,0061
	0,18
	0,0324
	0,038484
	0,196173393
	-2,71

	 
	
	
	
	 
	
	
	
	 
	 
	

	Provider
	
	
	
	 
	
	
	
	 
	 
	

	KPN
	Ref.
	
	
	
	
	
	
	

	Debitel
	-0,242
	-0,444
	0,202
	0,063
	0,0040
	0,147
	0,0216
	0,025578
	0,159931235
	1,26

	
	
	
	
	
	
	
	
	
	
	

	 
	B3
	B4
	B3-B4
	St. err. 3
	Var. 3
	St. err. 4
	Var. 4
	Var.3 + Var.4
	 √ (var.1+var.2)
	Z score

	Phone
	
	
	
	 
	
	
	
	 
	 
	

	Smartphone
	Ref.
	
	
	
	
	
	
	

	Advanced phone
	-0,411
	-0,292
	-0,119
	0,168
	0,0282
	0,207
	0,0429
	0,071073
	0,266595199
	-0,45

	Plain, big brand
	-1,87
	-1,259
	-0,611
	0,168
	0,0282
	0,207
	0,0429
	0,071073
	0,266595199
	-2,29

	Plain, small brand
	-1,904
	-1,332
	-0,572
	0,168
	0,0282
	0,207
	0,0429
	0,071073
	0,266595199
	-2,15

	 
	
	
	
	 
	
	
	
	 
	 
	

	Price
	
	
	
	 
	
	
	
	 
	 
	

	Low
	Ref.
	
	
	
	
	
	
	

	Medium
	-0,721
	-0,225
	-0,496
	0,145
	0,0210
	0,18
	0,0324
	0,053425
	0,231138487
	-2,15

	High
	-1,297
	-0,514
	-0,783
	0,145
	0,0210
	0,18
	0,0324
	0,053425
	0,231138487
	-3,39

	 
	
	
	
	 
	
	
	
	 
	 
	

	Provider
	
	
	
	 
	
	
	
	 
	 
	

	KPN
	Ref.
	
	
	
	
	
	
	

	Debitel
	-0,072
	-0,444
	0,372
	0,119
	0,0142
	0,147
	0,0216
	0,03577
	0,189129585
	1,97


Segmentation based on sensitivity to social contagion

	 
	B1
	B2
	B1-B2
	St. err. 1
	Var. 1
	St. err. 2
	Var. 2
	Var.1 + Var.2
	 √ (var.1+var.2)
	Z score

	Phone
	
	
	
	 
	
	
	
	 
	 
	

	Smartphone
	Ref.
	
	
	
	
	
	
	

	Advanced phone
	-1,047
	-0,816
	-0,231
	0,459
	0,2107
	0,294
	0,0864
	0,297117
	0,545084397
	-0,42

	Plain, big brand
	-4,67
	-2,713
	-1,957
	0,459
	0,2107
	0,294
	0,0864
	0,297117
	0,545084397
	-3,59

	Plain, small brand
	-4,914
	-3,345
	-1,569
	0,459
	0,2107
	0,294
	0,0864
	0,297117
	0,545084397
	-2,88

	 
	
	
	
	 
	
	
	
	 
	 
	

	Price
	
	
	
	 
	
	
	
	 
	 
	

	Low
	Ref.
	
	
	
	
	
	
	

	Medium
	-1,324
	-0,586
	-0,738
	0,398
	0,1584
	0,255
	0,0650
	0,223429
	0,472682769
	-1,56

	High
	-1,49
	-1,286
	-0,204
	0,398
	0,1584
	0,255
	0,0650
	0,223429
	0,472682769
	-0,43

	 
	
	
	
	 
	
	
	
	 
	 
	

	Provider
	
	
	
	 
	
	
	
	 
	 
	

	KPN
	Ref.
	
	
	
	
	
	
	

	Debitel
	-0,34
	0,009
	-0,349
	0,325
	0,1056
	0,208
	0,0433
	0,148889
	0,385861374
	-0,90


	 
	B1
	B3
	B1-B3
	St. err. 1
	Var. 1
	St. err. 3
	Var. 3
	Var.1 + Var.3
	 √ (var.1+var.2)
	Z score

	Phone
	
	
	
	 
	
	
	
	 
	 
	

	Smartphone
	Ref.
	
	
	
	
	
	
	

	Advanced phone
	-1,047
	-0,594
	-0,453
	0,459
	0,2107
	0,349
	0,1218
	0,332482
	0,576612522
	-0,79

	Plain, big brand
	-4,67
	-2,7
	-1,97
	0,459
	0,2107
	0,349
	0,1218
	0,332482
	0,576612522
	-3,42

	Plain, small brand
	-4,914
	-3,354
	-1,56
	0,459
	0,2107
	0,349
	0,1218
	0,332482
	0,576612522
	-2,71

	 
	
	
	
	 
	
	
	
	 
	 
	

	Price
	
	
	
	 
	
	
	
	 
	 
	

	Low
	Ref.
	
	
	
	
	
	
	

	Medium
	-1,324
	-1,26
	-0,064
	0,398
	0,1584
	0,302
	0,0912
	0,249608
	0,499607846
	-0,13

	High
	-1,49
	-2,152
	0,662
	0,398
	0,1584
	0,302
	0,0912
	0,249608
	0,499607846
	1,33

	 
	
	
	
	 
	
	
	
	 
	 
	

	Provider
	
	
	
	 
	
	
	
	 
	 
	

	KPN
	Ref.
	
	
	
	
	
	
	

	Debitel
	-0,34
	0,068
	-0,408
	0,325
	0,1056
	0,247
	0,0610
	0,166634
	0,40820828
	-1,00

	
	
	
	
	
	
	
	
	
	
	

	 
	B2
	B3
	B2-B3
	St. err. 2
	Var. 2
	St. err. 3
	Var. 3
	Var.2 + Var.3
	 √ (var.1+var.2)
	Z score

	Phone
	
	
	
	 
	
	
	
	 
	 
	

	Smartphone
	Ref.
	
	
	
	
	
	
	

	Advanced phone
	-0,816
	-0,594
	-0,222
	0,294
	0,0864
	0,349
	0,1218
	0,208237
	0,456329925
	-0,49

	Plain, big brand
	-2,713
	-2,7
	-0,013
	0,294
	0,0864
	0,349
	0,1218
	0,208237
	0,456329925
	-0,03

	Plain, small brand
	-3,345
	-3,354
	0,009
	0,294
	0,0864
	0,349
	0,1218
	0,208237
	0,456329925
	0,02

	 
	
	
	
	 
	
	
	
	 
	 
	

	Price
	
	
	
	 
	
	
	
	 
	 
	

	Low
	Ref.
	
	
	
	
	
	
	

	Medium
	-0,586
	-1,26
	0,674
	0,255
	0,0650
	0,302
	0,0912
	0,156229
	0,395258143
	1,71

	High
	-1,286
	-2,152
	0,866
	0,255
	0,0650
	0,302
	0,0912
	0,156229
	0,395258143
	2,19

	 
	
	
	
	 
	
	
	
	 
	 
	

	Provider
	
	
	
	 
	
	
	
	 
	 
	

	KPN
	Ref.
	
	
	
	
	
	
	

	Debitel
	0,009
	0,068
	-0,059
	0,208
	0,0433
	0,247
	0,0610
	0,104273
	0,322913301
	-0,18


Can co-branding between mobile phone providers and cell phone producers offer a solution to high churn rates that providers are dealing with, and what does this imply for their practices?











� http://www.kxen.com/downloads/pdf/2008-11_CS_VodafoneNL_US.pdf (visited at May 7, 2010)


� http://www.kxen.com/downloads/pdf/2008-11_CS_VodafoneNL_US.pdf (visited at May 7, 2010)


� http://www.dmnews.com/managing-customer-segments-to-reduce-churn/article/93660/ (visited at September 15, 2010)


� http://www.dmnews.com/managing-customer-segments-to-reduce-churn/article/93660/ (visited at September 15, 2010)


 


� http://wordnetweb.princeton.edu/perl/webwn?s=synergy (visited at May 8, 2010) 


� The figures of the second and third quarter of 2010 aren’t published yet.


� Please note that Debitel is a Mobile Virtual Network Operator, which refers to providers without their own network. The other providers mentioned, do have their own network or are part of other providers, like Hi is part of KPN.


� http://zakelijk.infonu.nl/diversen/23243-top-mobiele-providers-binnen-nederland.html (visited at June 24, 2010)


� This validity problem will appear when measuring the impact of provider on consumer choice, since the chance that the respondent sees T-Mobile as of better quality/ service/ image compared to KPN is almost as big as the chance that the respondent feels the other way around.


� http://zakelijk.infonu.nl/diversen/23243-top-mobiele-providers-binnen-nederland.html (visited at June 24, 2010)


� Note: Some values in the tables in this chapter are marked yellow/ orange. These values are the levels of significance of relationships between the included independent variable and the dependent variable that are not supported by the analyses.





� The yellow/ orange marked values refer to segments that are significantly different


� http://www.dmnews.com/managing-customer-segments-to-reduce-churn/article/93660/ (visited at September 15, 2010)
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