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“... consumer preference formation may be more like architecture, building some defensible set of values, 
rather than like archaeology, uncovering values that are already there.” 

Bettman et al., 1998; p. 188

CHAPTER 7              ALTERNATIVE EXPLANATIONS AND DISCUSSION

7.0 Abstract

Considerations related to the structure of the research do not explain the found results. The used 
methodology, face-to-face interviewing, is not an explanation: an online conducted research shows 
the same results. The same applies for another alternative explanation: respondents change their 
attitudes because of the fact that they are asked the same questions twice. The control group – 
that has not conducted the mobile Internet experiment - shows no significant changes, therewith 
indicating that the changes in the ranking of the channels are caused by the experiment. This means 
that alternative explanations for the findings have to be found. These alternatives are based on 
the consumer decision making process. An analysis of the results shows that the Elimination By 
Aspects (EBA) strategy is the most likely used strategy. This strategy explains the dynamics of the 
multichannel behavior as has been found in the survey. An alternative explanation for the results is 
the attraction effect. A combination of these two alternative explanations is presented as the most 
likely explanation.

7.1 Introduction

In chapter 6  it has been concluded that a number of elements of the model has not been confirmed 
by the research. This is preliminary caused by the inability to ‘prove’ the decision making model. 
Although respondents do change their preferences and do change the importance scores, it cannot 
be concluded that this is caused by the dynamics of the multichannel model based on the weighted 
or simple additive decision making strategy. In this chapter a number of alternative explanations for 
the findings is discussed. Using Putnam’s strategy of eliminating the “suspects” (2002) a number of 
explanations is possible. First three general considerations will be discussed: the used methodology, 
the question whether respondents ‘always’ change their opinion and the influence of the research 
itself on respondents’ opinions. If one of these possibilities explains the raised doubts, no other 
possible explanation has to be found. In that case the results are caused by general methodological 
issues. If these general considerations are not able to explain the found results, the answers have to 
be found in the theoretical foundations of the model and therefore other decision making strategies 
(besides weighted additive and simple additive) have to be included in the analysis. 

7.2 General explanations

Methodology 

A first possible answer is the used fieldwork methodology. The fact that the interviews are conducted 
face-to-face might have influenced the answers. Choices are said to be influenced by the “regard 
subjects have for the experimenter (Plott and Zeiler, 2007; p. 1462) and it has been stated (Ofir et 
al, 2009) that respondents want to be friendly and to be helpful. Interviewer bias, or even better 
respondent bias, occurs because respondents want to be friendly to the interviewer. They assume 
that the interviewer has an interest in the outcome of the survey and assume that the interviewer 
has a preference for different scores. In this research this especially applies to the respondents 
that conduct the experiment: favoring the mobile Internet channel seems to the respondent what 
the interviewer wants. The fact that the interviewers recruited the respondents within their own 
network might have increased this bias. 
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To research whether this methodological issue has led to a bias in the research, a different research 
method has been used. The same questionnaire has been used to conduct a research online. The 
database of a Dutch market research agency62 has been used. A total of 6600 respondents have 
been invited online to participate in an online research on new media; this has led to 906 positive 
responses (13.7%). Sending online the questionnaire to these participants has resulted in 410 (45.3%) 
completed questionnaires. Of these 410 respondents a total of 112 respondents have conducted 
the experiment with the mobile Internet in the period August – September 2010. The invitations 
and pilot interviews have been conducted in the second half of August; the genuine fieldwork in the 
second half of August and the first two weeks of September. The group (27%)63 that has conducted 
the experiment with the mobile Internet has, according to their information, unlimited access to 
mobile Internet, which means that conducting the experiment does not cost the respondent any 
money. A disadvantage – see chapter 4 - of this method is the lack of control over the interview. 
Although there is not a 100% certainty the registration of the visits and the registration of the 
duration of the visits show increased activity during this fieldwork period, therewith indicating that 
respondents indeed visited the site and conducted the experiment. 

Illustration 7.1 The use of the mobile web site

The composition of the sample is what is more or less common in online research: relatively many 
high educated women above 45 years.

Sample composition

Men 46%

Women 54%

younger than 25 years   5%

62 This online research has been made possible by the valuable support of Hans van Galen, director of 
ResearchMC.

63 The percentage of 27% with Internet access on their mobile phone is close to the 30% (of the people with 
Internet access) reported by the CBS (2009). 
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25 – 45 years 44%

older than 45 years 51%

lower educational level 12%

middle educational level 29%

higher educational level 60%

Table 7.1 Sample composition online research

The success rate of the respondents with the mobile Internet is much lower than in the face-to-face 
research: only 58% of the respondents succeeded in purchasing travel insurance through the mobile 
Internet.  Table 7.2 shows the result of the online sample compared with the face-to-face sample.

Mean of the ranking (the lower, the more popular, 
score between 1 and 5)

Mean of the ranking (the lower, the more popular, 
score between 1 and 5)

Face-to-face Online

Before After Before After

Face-to-face 3.08 3.12 3.59 3.70

Telephone 2.58 2.80* 2.49 2.77*

Internet 1.65 1.60 1.31 1.37

Mobile Internet 3.75 3.40* 3.36 3.13*

Written communication 3.97 4.08* 4.00 4.07

Table 7.2 Ranking of the channels before and after the experiment, per research method

The results are comparable: the ranking of the telephone and the mobile Internet channel change 
significantly64 in both samples. In table 7.3 the importance scores of the attributes are compared. 
Here the significant changes are in both surveys for the same attributes but in an opposite direction: 
easy and doing when I want become more important for the face-to-face sample and less important 
for the online sample. The online sample also significantly lowers the importance score of easy 
communicating after the experiment. 

mean importance mean importance

face-to-face online

attributes before after Wilcoxon signed 
rank test , 

asymp. sig. 
(2-tailed)

before after Wilcoxon signed 
rank test , asymp. 

sig. (2-tailed)

Getting good information 5.93 5.82 .137 5.83 5.85 .932

64 In this chapter an * in the tables refers to: statistically significant, Wilcoxon signed rank test, p < 0.05.
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Making right choice 5.74 5.77 .751 5.88 5.86 .604

Easy 5.71 5.86 .038* 6.09 5.84 .014*

Spending as little time as possible 5.47 5.53 .450 5.33 5.36 .839

Doing when I want 5.60 5.82 .021* 5.91 5.76 .015*

Easy communicating 5.63 5.55 .312 5.71 5.43 .009*

Having control 5.71 5.63 .383 5.86 5.77 .328

Safety personal information 5.73 5.71 .819 5.87 5.88 .947

Table 7.3 Importance scores of the attributes before and after the experiment, per research method 

Although these scores give rise to some interesting possible explanations, it suffices here to conclude 
that the used research methodology does not explain the higher score of the mobile Internet after 
the experiment. Explaining the differences in detail is beyond the scope of the purpose of the online 
research.

Respondent instability

An alternative explanation is that if respondents are asked twice the same more or less complicated 
question(s), they give different answers, without any reason. Dell’Olio et al. (2010) have conducted 
a survey on the satisfaction of public transportation. They have asked twice an overall evaluation 
during the survey. The first time after answering some general questions; the second time after 
scoring the relevant attributes (like waiting time, journey time, et cetera). The difference between 
these scores “shows that around 35% of the people questioned changed their score” (p. 390). The 
number of respondents improving their score is twice as large as the number of respondents 
reducing it. They also find that the importance weights  of variables change after thinking about 
the relevant attributes. They did not find any differences between men and women, age groups and 
income groups. To review this possibility (respondent instability because of asking them the same 
questions twice) the control group has been included in the research. The control group consists of 
84 respondents. 

The socio-demographics are shown in table 7.4.

Sample composition

Men 49%

Women 51%

younger than 25 years 16%

25 – 45 years 47%

older than 45 years 37%

lower educational level 14%

middle educational level 33%

higher educational level 52%

Table 7.4 Sample composition control group
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In table 7.5 the results of the control group and the group that conducted the experiment are shown. 
The scores between the two samples are comparable before the experiment. After the experiment 
the control group shows no significant changes in the ranking of the channels, which indicates that 
the changes in the experiment group are caused by the experiment itself and not by the fact that 
the questions have been asked twice.

mean of the ranking (the lower, the more popular, score 
between 1 and 5)

mean of the ranking (the lower, the more popular, 
score between 1 and 5)

face-to-face control

before after before after

Face-to-face 3.08 3.12 3.13 2.93

Telephone 2.58 2.80* 2.32 2.36

Internet 1.65 1.60 1.81 1.88

Mobile Internet 3.75 3.40* 3.80 3.86

Written communication 3.97 4.08* 3.93 3.82

Table 7.5 Ranking of the channels before and “after” the experiment, control group

This means that the change in the ranking of the channels is not caused by the experimental design 
of the research. This does not mean however that respondents might not be influenced by the 
research. This option is discussed in the following paragraph.

The research has caused a change in attitudes

The research itself might have caused a change in attitudes. This is based on the assumption that 
consumers’ attitudes do not always exist but are constructed during the process (Payne et al., 
1992a; Morwitz et al., 1993; Simmons et al., 1993; Yoon and Simonson, 2008), resembling part of the 
argument in the previous paragraph. This constructing during the process has two possible effects. 
First of all it might be possible that respondents access by answering the questions their attitudes 
and state their intentions (in this research their preferences) consistent with their attitudes. If their 
attitudes had not been asked, they might have had a different intention. A second possibility is 
that respondents “engage in substantial cognitive work that may produce a subsequent change in 
attitudes and intentions” (Morwitz et al., 1993; p. 46). It can be expected that this happens more with 
low interest products/services than with high involvement products/services. 

The so-called mere measurement effect has been demonstrated in a number of surveys (e.g. 
Fitzsimons and Shiv, 2001; Dholakia and Morwitz, 2002; Levav and Fitzsimons, 2006; Janiszewski 
and Chandon, 2007). Morwitz et al. (1993) investigate the relation between measuring (in a panel) 
the intention to buy an automobile and a PC and the actual buying. They find evidence for the 
hypothesis that the measurement of the intention to buy increases the future purchasing of these 
products. This might be caused by the cognitive work that will be activated by the questions. If the 
activity is positively valued, this will lead to positive thoughts about future behavior. A related factor 
is whether the pre questioning attitude is positive or negative. If it is positive, the questions will lead 
to an increase in the purchases, if it is negative it will lead to a decrease. They also find that people 
with previous product experience are less influenced. Mourali et al. (2007) find that preferences of 
respondents are influenced by the fact that they have to justify their choice(s). They distinguish 
between promotion-type products (like wine and restaurant) and prevention-type products (like 
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sunscreen and mouthwash), resembling the difference between negative and positive reinforcement 
products. They find that respondents use more often a compromise strategy for the prevention-
type products and more often an attraction strategy for the promotion-type products. The use of a 
channel for purchasing travel insurance is most comparable with a prevention-type product. 

To test the assumption that respondents rationalize their choices because of the survey, an analysis 
of the right predicted preferred channel before and after the experiment has been made. The models 
included in the comparison are the simple additive and the weighted additive.

BEFORE AFTER

Both models correct 68% 64%

One model correct of which:

multi 0% 0%

add 2% 4%

No model correct 30% 32%

Table 7.6 Respondents predicted correctly before and after the experiment, per model

Table 7.6 shows that the number of respondents that do not fit into one of the three models stays the 
same. This does not support the assumption that respondents rationalize their choices according to 
the simple additive and weighted additive model because of the survey. 

As the three “usual suspects” cannot be used as an explanation, it is time to review a number of 
explanations based on alternative decision making strategies. 

7.3 Theoretical explanations

Alternative decision making strategies

As the general explanations do not explain the results of the survey, other options have to be 
explored. First of all it is possible that the respondents use other (besides simple additive and 
weighted additive) decisions making strategies. The review of decision making strategies has made 
it clear that there are several ‘competing’ models to the simple additive and the weighted additive 
model. From the thinking aloud protocol research it has been concluded that in choosing a channel, 
the most common used strategies, besides the weighted additive and the simple additive model, 
are the lexicographic and the elimination by aspects (EBA) strategies. An explanation for the found 
results might be the use of these other decision making strategies by the respondents. Therefore 
these four models are compared in this paragraph. 

Table 7.7 shows the results of the four models:
. 

Predicted correctly Multi attribute attitude 
model

Adding model Lexicographic EBA

First choice 66.5 % 67.0% 53.9% 72.5%

Second choice 29.3% 31.5% 30.9%

Third choice 32.0% 34.1% 27.3%
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Fourth choice 32.0% 30.3% 29.7%

Fifth choice 47.7% 46.1% 43.8%

TOTAL 41.5% 41.8% 37.1%

Table 7.7 Predicted correctly per model, extended 65

First the results of the lexicographic model will be discussed. By using the ranking of the attributes 
it is possible to evaluate whether the lexicographic strategy predicts the results more accurate 
than the weighted and simple additive. In the lexicographic strategy alternatives are compared on 
the most important attribute and the channel with the highest score on this attribute is chosen. 
If two channels or more have the same score on the most important attribute, the channels are 
compared on the second most important attribute and so on. The importance scores have been 
recoded using a method proposed by Chrzan (2009). If j is the importance score, the first step has 
been to make j 10. Then the importance scores are rescaled. If n is the number of attributes, the 
most important attribute gets the score j (n-1), the second most important one gets the score j(n-2) and 
so on. In this research this means that the most important attribute gets the score 100,000,000, the 
second 10,000,000 et cetera. After recoding the standard linear model, (importance * attribute 1) + 
(importance * attribute 2) + ....., can be used. 

The scores show that the lexicographic model predicts less correctly compared to the other models. 
The score of 54% for the first choice is in line with other research: Chrzan (2009) mentions 10 studies 
with a fit between 31% and 66 % and an average percentage of 52%. Chrzan and Malcolm (2009) 
report a percentage of 52% correct predictions in a frozen pizza case study. A break-down of the 
respondents on an individual level reveals the predictive power of the three models, based only on 
predicting the first choice correctly. 

Table 7.8 shows that in 65% of the cases the multi attribute and adding model predict correctly; 
in almost half of the cases all three models predict properly. A possible explanation is the fact that 
the lexicographic model can be viewed as a special form of the linear model, namely one in which 
the score on the most important attribute cannot (or hardly) be compensated by the scores on the 
other attributes. Given the high scores of the importance scores on all attributes, this explanation 
can be doubted. In 6% of the cases the lexicographic model is the only model that predicts correctly, 
therewith indicating that a number of respondents uses this method. 

All three models correct 47%

Two models correct of which:

multi and adding 18%

multi and lexicographic 1%

adding and lexicographic 0%

65 If two channels are predicted to score the same rank, for instance the first rank, and one channel scores indeed 
as the first choice and the other channel as the second choice, only the first choice is calculated as predicted 
correctly. This is done because respondents had the choice to give channels the same ranking and is in line with 
other research (e.g. Leigh et al., 1984). Although this lowers the predictive strength of the model, it is used for all 
methods, therewith at least creating compatibility and avoiding a possible overestimation of the models.
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One model correct of which:

multi 0%

adding 2%

lexicographic 6%

No model correct 26%

Table 7.8 Respondents first choice predicted correctly before the experiment

About one quarter of the respondents does not fit one of the models. This is of course an interesting 
group as it is not clear from the statistics what kind of strategy they use. In table 7.9 a comparison of 
this group with the other respondents is made:

Channel of first choice No predicted strategy Predicted strategy

Face-to-face 17.6% 19.5%

Telephone 25.0% 6.7%

Internet 51.5% 70.3%

Mobile 2.9% 1.5%

Written 2.9% 2.1%

Table 7.9 Preferred channel, per predicted strategy (three models)

The differences are statistically significant (chi-square; p < 0.05). The group with apparently another 
strategy prefers more often the telephone and less the Internet channel. An analysis of the socio-
demographic variables shows no significant relations, neither does experience with purchasing 
travel insurance or experience with the mobile channel. An analysis of the most important attribute 
shows there is no significant difference between the two groups. An explanation might be that 
this group has remained more loyal to their ‘traditional’ channels. The choice of a channel is more 
of a habit, the reasoning behind the choice is not really based on rational decision making but on 
behavior in the past. Another way is looking at which preferred channel is predicted best66:

Face-to-face as first choice Telephone as first choice Internet as first choice

Predicted correctly 60% 40% 75%

Predicted wrongly 40% 60% 25%

Table 7.10 Predicted correctly by three models, per preferred channel

These differences are statistically significant (chi-square; p < 0.05). The question is why the scores are 
as high as 75% for the Internet channel and as low as 40% for the telephone channel. This indicates 
that there might be a relation between the chosen decision strategy and the choice, indicating once 
again that some respondents might choose out of habit (for the telephone channel). However, an 
explanation for the found results is not given yet.

66 The mobile Internet and written communication channel are excluded because of the small number of 
respondents choosing these channels.
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A fourth strategy that has received much attention in the literature (see chapter 2) is the Elimination 
By Aspects strategy (EBA). During the thinking aloud protocol research it has been found that 
this strategy is also used when selecting a channel. In the EBA strategy alternatives are (like 
lexicographic strategy) first evaluated on the most important attribute, but in this strategy a cutoff is 
used (alternatives must meet the cutoffs). If two alternatives meet the cutoff on the most important 
attribute, they are evaluated on the second most important attribute (cf. Slovic et al., 1977; Bettman 
et al., 1998; Gilbride and Allenby, 2006) until one option remains. 

To evaluate whether this strategy has been used by the respondents, the cutoff values have to be 
known and the importance scores have to been known. In this research only the importance scores 
are available, so several assumptions are necessary to calculate the predictive power of this model. 
First it is assumed that only attributes with an importance score of 5 and higher are relevant. The 
basic idea behind this is that the attributes are selected on their importance (see the average scores 
of above 5.5). If respondents find the importance 4 or lower, there is a fair reason to assume that they 
will not use that attribute in eliminating the options. A second assumption is that a channel must 
score on the important (with an importance score of 5 or higher) attributes at least neutral, that is 
4 (on a score of 1 to 7). For all respondents it has been scored on an individual level whether the 
channels score 4 or higher on the attributes with an importance score of 5 and higher. If a channel 
fulfills these demands, the channel has been characterized as suitable for the first rank. Based on 
these scores the channels that remain suitable have been compared with the actual choice of 
the preferred channel. In 72.5% of the cases the preferred channel corresponds with the possible 
channel, i.c. the channels that meet the cutoffs. An analysis of the respondents of which the first 
choice is not correctly predicted shows, as before, no significant differences on socio-demographic 
characteristics as age, sex and education. The experience with mobile Internet and travel insurance 
is also not of any significant importance. Adding the EBA estimation method increases the number 
of respondents that can be predicted with at least one model from 74% to 87%. Of the respondents 
(26%) that do not fit into one of the three above discussed models more than half fits into the EBA 
strategy, therewith indicating that this is an important strategy for a number of respondents, which 
is in accordance with the findings in the thinking aloud protocols (see chapter 3). 

Table 7.11 shows that the preferred channel of this group differs from the other groups. The 
respondents that do not fit into one of the four models favor the ‘traditional’ channels more than 
the respondents that do fit in one of the models, even more than respondents that do not fit into 
the described three models. Once again it can be argued that these are respondents that have not 
switched to new channels and base their decision on behavior in the past and not on some decision 
making strategy. 

No predicted strategy based 
on multi attribute, adding and 

lexicographic

No predicted strategy based 
on multi attribute, adding, 

lexicographic and EBA

All respondents

Face-to-face 18% 28% 19%

Telephone 25% 22% 14%

Internet 52% 44% 63%

Mobile Internet 3% 0% 2%

Written communication 3% 6% 3%

Table 7.11 Preferred channel, per predicted strategy (four models)
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The EBA estimation model scores higher than the weighted and simple additive model. Given the 
total of 40% correctly predicted rankings it might be concluded that the weighted additive and 
simple additive model, if relevant, should only be used for the first choice, although results for the 
least favorable channel are almost 50%. An explanation for this finding might be that consumers 
have a strong opinion about their first choice and hardly evaluate the other channels. Therefore they 
have not very strong opinions on these channels, except for the least popular channel, for which 
they have strong (negative) opinions. Another explanation might be found in the EBA strategy. The 
first channel to drop is clear, the channel that meets the cutoff for all the attributes is clear as well. 
The three channels in between are more or less desultory.
It is interesting to compare the predictive power of the models after the experiment. The results of 
the models after the experiment are summarized in table 7.12.

After the experiment Simple additive Weighted additive Lexicographic EBA

First choice 67% 66% 56% 76%

Second choice 36% 37% 30%

Third choice 31% 31% 29%

Fourth choice 29% 30% 29%

Fifth choice 46% 50% 44%

Table 7.12 Predicted correctly after the experiment, per model

The scores are hardly different; the lexicographic strategy still scores the lowest of the four strategies. 
The use of the EBA model, calculated as before but now for the scores after the experiment, results 
in 76% of the respondents qualifying for this method. The percentage of respondents that fit into at 
least one of the four models increases to 89%. These results lead to the conclusion that the weighted 
and simple additive models do not capture the decision making process regarding multichannel 
behavior. First of all the EBA model has a higher score, before and after the experiment. Secondly 
the models do not provide any explanation for the dynamics of the multichannel behavior. After 
adjusting for the changed evaluation of the mobile Internet channel only the EBA scores a higher 
prediction score after the experiment. This can be explained by the logic of the EBA strategy: mobile 
Internet reaches the cutoff more often, because the evaluation scores of this channel increase. The 
fact that the importance scores of the attributes - on which the mobile Internet channel scores high 
- increase confirms this assumption. 

So far the results have only been studied on an aggregate level. The results indicate that respondents 
might use different decision making strategy, of which EBA is the most used (that is, predicts the first 
choice best). To explore whether the EBA can be seen as the dominant decision making model, 
the results are analyzed for several groups based on gender, age and education. In the following 
paragraph the socio-demographic characteristics will be used to find further evidence for the 
relevance of the EBA decision making strategy. 

The use of several decision making strategies: background variables

In table 7.13 the scores of the different groups per decision making strategy are given. Only the 
statistical differences between men and women are for a number of the models significant67. This 

67 In this chapter ** indicates: statistically significant, chi-square, p , 0.05.
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means that first in this paragraph the focus will be on explaining the differences in decision making 
between men and women as the results seem to indicate that women use less the four models 
included in this survey.

gender education age experience mobile

male female low level middle 
level

high 
level

< 25 25 – 
45

45 and 
older

no yes

first rank multi 
attribute model 
correct

72% 64% 67% 66% 73% 66% 69% 73% 68% 71%

first rank adding 
model correct

73% 66% 68% 66% 74% 62% 64% 69% 68% 75%

first rank 
lexicographic 
correct

63% ** 48% ** 56% 48% 64% 57% 50% 63% 56% 58%

EBA first rank 
possible

79% ** 64% ** 69% 75% 72% 76% 76% 66% 75% 66%

first rank after 
multi attribute 
model correct

67% 63% 64% 61% 70% 55% 67% 72% 65% 67%

first rank adding 
model correct

66% 67% 67% 62% 71% 57% 70% 70% 66% 70%

first rank 
lexicographic 
after correct

62% 49% 55% 48% 64% 47% 52% 67% 56% 57%

EBA first rank 
after possible

81% ** 68% ** 72% 74% 80% 72% 78% 75% 77% 73%

At least one of 
the four models

90% 88% 94% 83% 92% 89% 87% 92% 89% 89%

Table 7.13 Predicted correctly per model, background variables

As can be seen in table 7.14, the difference in the ranking of the channels is significant for both 
men and women. Women change the ranking of only two channels: telephone and mobile Internet, 
where men change the ranking of three channels, implying more multichannel dynamics.

BEFORE THE EXPERIMENT AFTER THE EXPERIMENT

male female male female

face-to-face 3.07 3.09 3.12 3.13
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telephone 2.53 2.66 2.71* 2.90*

Internet 1.72 1.58 1.63 1.56

mobile Internet 3.66 3.86 3.37* 3.45*

written communication 4.00 3.93 4.17* 3.96

Table 7.14 Ranking of the channels before and after the experiment, gender

However, as can be seen in table 7.15, the importance scores change only significantly for men (on 
the attributes easy and when I want). For women the most important attribute remains getting 
good information; the second most important attribute becomes making the right choice, leaving 
the attribute easy on a third place (tied with the attribute safety personal information). 

Importance scores attributes BEFORE EXPERIMENT AFTER EXPERIMENT

male female male female

Getting good information 5.82 6.06 5.65 6.03

Making the right choice 5.66 5.83 5.62 5.96

Easy 5.57 5.88 5.85* 5.86

Spending as little time as possible 5.41 5.54 5.58 5.47

When I want 5.49 5.74 5.86* 5.77

Easy communicating 5.47 5.81 5.39 5.73

Having control 5.62 5.82 5.53 5.75

Safety personal information 5.63 5.84 5.57 5.86

Table 7.15 Importance scores attributes before and after the experiment, gender

This raises the question what causes the women to change the ranking as the importance scores 
do not change significantly? They even change the ranking for mobile Internet more positively than 
men, as is shown in table 7.16.

% of respondents (not) changing the ranking 
of the mobile Internet channel

male female

Increase 34% 36%

Decrease 16% 11%

Unchanged 50% 53%

Table 7.16 Change of the ranking of the mobile Internet, gender

In the evaluation of the mobile Internet (table 7.17) there is hardly any difference between the scores 
of men and women. Women are also most satisfied on the strongest attribute of mobile Internet: 
when I want. 
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Mean score (worse/better than expected) Percentage that scores better than expected

male female male female

Getting good information 3.59 3.43 27% 28%

Making the right choice 4.09 3.86 40% 38%

Easy 4.46 4.67 52% 61%

Spending as little time as 
possible

4.39 4.59 48% 60%

When I want 5.38 5.46 66% 75%

Easy communicating 3.60 3.33 27% 22%

Having control 4.27 4.19 41% 44%

Safety personal information 3.75 3.58 24% 27%

OVERALL SATISFACTION
(1 low – 7 high)

4.54 4.71 61% 63%

Table 7.17 Evaluation of the mobile Internet, gender

The differences between the sexes might be explained by the difference in experience with the 
mobile Internet. This argument is in line with research of Hoeffler and Ariely (1999), who argue that an 
experienced consumer and an inexperienced consumer have different decision making processes. 
The inexperienced consumers construct their preferences; if they have experience their preferences 
will stabilize. This is caused by a better understanding of the attributes that are important for the 
decision and a “better identification of the importance to place on the attribute when making the 
purchase decisions” (p. 114). This can be used as an explanation for the change of the preferences for 
the inexperienced respondents. In table 7.18 the experience with mobile Internet and purchasing 
travel insurance per group is given.

No experience mobile Internet No experience purchasing travel insurance

male 70% 35%

female 74% 43%

low educated 72% 63%**

middle educated 76% 39%**

high educated 78% 19%**

< 25 years 65%** 74%**

25 – 45 years 61%** 28%**

45 years and older 88%** 25%**

Table 7.18 Experience with mobile Internet and travel insurance, background variables

Significant differences are found for the age groups and for the educational groups with regard to 
experience purchasing travel insurance. The differences for men and women are not significant, 
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although women have less experience in both areas. This means the level of experience is not an 
explanation for the found differences between men and women. Finding an explanation will be 
continued in the next section of this chapter. In this paragraph the other relevant background 
variables will be discussed: age and education.

The variable age has been recoded into three classes (instead of the original six) to make comparisons 
more easily possible. 

BEFORE THE EXPERIMENT AFTER THE EXPERIMENT

< 25 years 25 – 45 years 45 years and 
older

< 25 years 25 – 45 years 45 years and 
older

face-to-face 3.22 2.86 3.24 3.39 2.96 3.11

telephone 2.65 2.65 2.46 2.91* 2.85* 2.66*

Internet 1.37 1.73 1.76 1.37 1.58 1.78

mobile Internet 3.67 3.54 4.07 3.07* 3.33 3.71*

written communication 4.07 4.28 3.54 4.26* 4.26 3.75

Table 7.19 Ranking of the channels before and after the experiment, age

Based on the changes in the preference scores, the model predicts that there are also significant 
changes in the importance scores. Table 7.20 confirms this prediction.

BEFORE EXPERIMENT AFTER EXPERIMENT

< 25 years 25 – 45 
years

45 years and 
older

< 25 years 25 – 45 
years

45 years and 
older

Getting good information 5.83 5.94 5.97 5.65 5.85 5.92

Making the right choice 5.48 5.75 5.89 5.50 5.83 5.91

Easy 5.52 5.56 5.99 5.69 5.75 6.09

Spending as little time as possible 5.43 5.41 5.54 5.63 5.48 5.51

When I want 5.22 5.75 5.70 5.72* 5.72 6.00*

Easy communicating 5.35 5.48 5.96 5.15 5.60 5.76

Having control 5.50 5.68 5.88 5.43 5.85* 5.54*

Safety personal information 5.74 6.02 5.38 5.91 5.85 5.41

Table 7.20  Importance scores of the attributes before and after the experiment, age

The differences between the three age groups are interesting:
•	 Younger than 25 years. This group changes the scores of three channels significantly: 
telephone, mobile Internet and written communication. The only importance score that 
changes significantly is the attribute when I want. It seems that this group views this attribute 
as a more or less new feature, which changes the attractiveness of the telephone channel and 
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the written communication channel negatively and changes the attractiveness of the mobile 
Internet channel positively. They act as is predicted by EBA (as well as the multi attribute 
models): increasing the importance of the attractive feature of the mobile Internet to change 
their attitudes towards the channels. The Internet is a stable number one channel; the others 
change (partly) positions. 
•	 Age 25 to 45 years. This group changes significantly the ranking of the telephone channel 
(becoming less popular). Interestingly the only attribute that changes significantly is control, 
that becomes more important. The reasoning behind the changes might be that this group 
has experiences with all channels and sees some advantage of the mobile Internet over the 
telephone channel (more control). They might be characterized as more rational decision 
makers. Remarkable for this group is that the attribute safety becomes less important and 
easy becomes more important. These changes are not significant, but they are in line with the 
expectation that this group behaves more rational than the younger age group. 
•	 Age 45 years and older. This group seems to change the mobile Internet for the telephone 
channel, with rather stable preferences for the other channels. The advantage of mobile Internet, 
when I want, seems very important for this group. They score after the experiment 6.00 on the 
7-point scale. Contrary to the 25 – 45 years age group they find control less important after the 
experiment. Combined with the increase in the importance score of when I want, the result is 
the same. 

The third background variable is educational level. In line with the previous, table 7.21 shows the 
preferences before and after the experiment. Only for the middle and higher educational level are 
the changes significant.

BEFORE THE EXPERIMENT AFTER THE EXPERIMENT

low level middle level high level low level middle level high level

face-to-face 2.77 3.09 3.33 2.78 3.29* 3.26

telephone 2.62 2.60 2.54 2,79 2.89* 2.72

Internet 1.91 1.53 1.56 1.75 1.47 1.59

mobile Internet 3.61 3.81 3.82 3.38 3.23* 3.58*

written communication 4.12 3.99 3.82 4.29 4.13 3.86

Table 7.21 Ranking of the channels before and after the experiment, educational level

Based on these scores, it is expected that the middle and high level educated have changed their 
importance scores. Table 7.22 makes it clear that this only applies to the higher educated group; they 
‘behave’ conform the EBA by increasing the importance of the attributes easy and when I want.

BEFORE EXPERIMENT AFTER EXPERIMENT

low level middle level high level low level middle level high level

Getting good information 6.08 6.17 5.59 5.84 5.96 5.69

Making the right choice 5.72 5.91 5.60 5.67 5.96 5.69

Easy 5.94 5.64 5.58 5.94 5.86 5.79*
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Spending as little time as possible 5.50 5.41 5.49 5.54 5.64 5.42

When I want 5.50 5.67 5.63 5.65 5.93 5.86*

Easy communicating 5.83 5.50 5.58 5.63 5.64 5.38

Having control 5.72 5.61 5.79 5.65 5.57 5.67

Safety personal information 6.08 5.64 5.51 5.92 5.77 5.47

Table 7.22 Importance scores of the attributes before and after the experiment, educational level

Based on the model the significant increase of the importance of the attributes easy and when I 
want among the high level educated respondents can explain the rise in the ranking of the mobile 
Internet. This is according to the EBA model. The low level educated respondents behave as well as 
might be expected: no significant changes in the importance; no significant changes in the ranking 
of the channels. It is however the results of the middle level educated respondents that deviate from 
what might be expected. 

The analysis of the results on a more detailed level, using the background variables, indicates that 
the logic of the EBA model cannot be applied to all groups. Women and the lower educated group 
do not fit into this model. An alternative to the rational decision making models is needed. The next 
paragraph discusses an alternative approach. 

Attraction effect

The attraction or compromise (Wernerfelt, 1995) effect refers to the finding that adding a new 
alternative to the choice set alters the choice likelihood of the existing alternatives (Pan and 
Lehmann, 1993). The explanation might be subjective judgments based on the perceived positions 
of the alternatives in the “perceptual product attribute space” (Pan and Lehmann, 1993; p. 77)68. 
Three effects are mentioned: range, frequency and categorization effects (Huber and Puto, 1983; 
Pan and Lehmann, 1993). The frequency effect means that if a new brand is positioned between the 
two existing brands, the perceived difference between the two original brands increases. The range 
effect suggests that if the new brand is positioned outside the two existing brands, the perceived 
difference between the two original brands decreases. The categorization effect suggests that if the 
new brand (C)  is positioned closer to one of the two exis1ing brands (for instance brand A), these 
two brands (A and C) are seen as more similar and the other brand (B) as less similar. Then three 
possibilities arise (Huber and Pluto, 1983): 

•	 the market shares of brand A and B remain in the same proportion as brand C takes 
proportionally from A and B; 
•	 adding C has a positive effect on the market share of A, compared to brand B as the new 
brand takes disproportional market share from brand B (positive similarity effect);
•	 adding C has a negative effect on the market share of A as the new brand takes disproportional 
market share from brand A (negative similarity effect). 

These effects are used to explain the noticed violations of the regularity hypothesis. This hypothesis 
states that adding a new alternative cannot increase the probability of choosing one of the other 
alternatives (Mourali et al., 2007). Adding an asymmetrically dominated alternative violates this 
hypothesis (Huber, Payne and Puto, 1982; Ratneshwar et al., 1987; Simonson, 1989; Otter et al., 2008)69

68 Wernerfelt (1995) argues that it is consistent with rational decision making by consumers.

69 A special case is adding the option of no choice as an alternative (Dhar, 1997; Dhar and Simonson, 2003; 
Parker and Schrift, 2011; see also Dhar and Nowlis, 2004).
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Figure 7.1 Asymmetrically dominated alternative

In this example A is the competitor and B is the target. Adding alternative F means the frequency 
effect might occur, on the dimension on which B scores best. Alternative R creates a range effect on 
the dimension on which B scores weakest, R + is an extreme alternative. The result, an increase in the 
market share of B, is also called the compromise effect. RF includes both effects. In their survey Huber 
et al. (1982) find that the so called decoy is hardly chosen (2%) and that the range effect produced 
the highest increase for B (the target). This is also called the attraction effect in which a dominated 
(on the two dimensions) alternative is added and therewith increasing the market share of the most 
similar alternative (Simonson, 1989; Simonson and Tversky, 1992; Amaldoss et al., 2008). 

It might be assumed that, prior to the research, the mobile Internet is not considered by most of 
the respondents. Further it might be assumed that respondents normally do not evaluate five 
channels before making a choice, but in real life only evaluate their two preferred channels. Asking 
them about the mobile Internet channel can be seen as adding a new channel and might result in 
attraction effects. Conform the theory the kind of attraction effect depends on the two channels 
the respondent favors before the experiment and to which the mobile Internet is added. Table 7.23 
provides the possible combinations per socio-demographic characteristics.

gender education age experience mobile

First two 
channels 
before 
experiment

male female low middle high < 25 
years

25 – 45 
years

45 years 
and 

older

no yes

face-to-face + 
telephone

15% 12% 21% 10% 10% 4% 19% 15% 14% 10%

face-to-face + 
Internet

16% 21% 19% 26% 10% 24% 22% 9% 21% 12%

face-to-face + 
mobile

face-to-face + 
written

2% 3% 2% 5% 1% 5% 3% 2%
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telephone + 
Internet

35% 42% 25% 39% 48% 41% 28% 47% 45% 22%

telephone + 
mobile

telephone + 
written

2% 2% 1% 2% 1% 1% 2%

Internet + 
mobile

22% 19% 29% 19% 17% 24% 27% 12% 10% 48%

Internet + 
written

9% 2% 2% 7% 8% 4% 3% 11% 6% 5%

mobile + 
written

1% 2% 2% 1%

Table 7.23 First two preferred channels before the experiment, back ground variables

The differences per educational level, age group and experience with mobile Internet are significant70 
(chi-square; p < 0.05). There seem to be four major combinations: 

•	 face-to-face with the telephone; scores high among women, low educated and age group 
25 -45 years;
•	 face-to-face with the Internet; scores high with the middle educated and respondents 
without experience with the mobile Internet, low with the 45+ years;
•	 telephone and the Internet; biggest combination, scores higher among women, middle 
educated, respondents with no mobile Internet experience and young and older respondents;
•	 Internet and mobile Internet; scores high among the low educated and respondents with 
mobile Internet experience.

In table 7.24 the scores after the experiment are showed. Interestingly only the differences for the 
group with and without mobile Internet are significant (chi-square, p< 0.05). The differences between 
men and women are remarkable: women trade more often than men the combination telephone 
and Internet for Internet and mobile Internet, therewith indicating that they see the mobile Internet 
more similar to the telephone channel. The combination face-to-face and Internet remains stable. 

gender education age experience mobile

First two 
channels 
after 
experiment

male female low middle high < 25 
years

25 – 45 
years

45 years 
and 

older

no yes

face-to-
face + 
telephone

12% 8% 18% 7% 8% 4% 11% 15% 12% 5%

face-to-
face + 
Internet

17% 21% 21% 20% 17% 15% 25% 16% 21% 15%

70 Some caution is necessary: there are a relatively large number of cells with a count less than 5. 
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face-to-
face + 
mobile

1% 1% 3% 2% 1% 1%

face-to-
face + 
written

3% 3% 2% 6% 2% 3% 4% 2% 5%

telephone 
+ Internet

29% 27% 25% 30% 28% 35% 24% 28% 31% 20%

telephone 
+ mobile

2% 1% 1% 3% 1%

telephone 
+ written

1% 1% 1% 1%

Internet + 
mobile

31% 30% 30% 36% 27% 37% 34% 22% 23% 52%

Internet + 
written

5% 6% 6% 10% 4% 4% 9% 7% 3%

mobile + 
written

1% 1% 2% 1% 2% 1% 1%

Table 7.24 First two preferred channels after the experiment, back ground variables

For the middle educated the increase of the combination Internet and mobile Internet is substantial: 
from 19% to more than one third of this group, namely 36%. They come from the combination 
face-to-face/Internet and telephone/Internet. The results in table 7.25 for all groups indicate that 
the most important switch after using the mobile Internet is choosing the mobile Internet channel 
above the telephone channel. 

FIRST TWO CHANNELS BEFORE

FIRST TWO CHANNELS 
AFTER

face-to-face + 
telephone

face-to-face + 
Internet

telephone + Internet Internet + mobile

face-to-face + 
telephone

64% 3% 4% 0%

face-to-face + Internet 14% 71% 8% 2%

telephone + Internet 14% 8% 56% 12%

Internet + mobile 4% 5% 26% 84%

Table 7.25 Comparison first two preferred channels before and after the experiment

A similar (though opposite) effect occurs within the group Internet/mobile, where an (probably a 
negative) experience with the mobile Internet leads to the adoption of the telephone channel. The 
group Internet/mobile remains most loyal of all the groups to their preferred channels. In figure 
7.2 the evaluation of the channels is plotted for the two most important attributes. The number 
one choice, Internet, scores highest on easy and second on getting good information. Face-to-face 
scores highest on getting good information, but this is not enough to get the number two position 
(that is for the telephone channel).
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 Figure 7.2 Evaluation of the channels on the two most important attributes before the experiment

After the experiment (see figure 7.3) easy is still the most important attribute, but when I want 
is now the second important attribute. Assuming that most respondents have Internet as the 
most preferred channel and either face-to-face or the telephone as the second preferred channel, 
the experiment with the mobile channel results in the increasing importance of the attribute on 
which the mobile Internet scores highest after the Internet. The mobile Internet is now no longer 
dominated on both attributes by the telephone and face-to-face channel and this might explain the 
increase in the ranking scores. 
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 Figure 7.3 Evaluation of the channels on the two most important attributes after the experiment
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The combination of EBA and the attraction effect seems an appropriate explanation for the found 
results. Respondents select their channels by using EBA. In reality they probably do not evaluate five 
channels, but only two channels. Conducting the experiment changes the importance scores of the 
attributes and might change the position of the mobile Internet in relation to the telephone and 
face-to-face channel. This explains the increase of the number two position for the mobile Internet. 
Especially for respondents who preferred the Internet and the telephone channel this attraction 
effect occurs.

Cognitive dissonance

Research has shown a correlation between the realism of users’ expectation of an IT system and their 
satisfaction scores (Szajna and Scamell, 1993). This has been explained with the cognitive dissonance 
theory (cf. Festinger, 1957). The reasoning is as follows: users with unrealistic high expectations will 
be disappointed by the actual performance; to avoid the cognitive dissonance they will increase 
their actual performance scores (the satisfaction scores) to decrease the gap between actual and 
expected performance. User with unrealistic low expectations will lower the satisfaction scores 
to decrease the gap between actual and expected performance. It has been hypothesized that 
users with unrealistic high or low expectations will have different satisfaction scores compared 
to users with realistic expectations. In this research it is difficult to define what unrealistic high 
or low expectations of the mobile Internet might be. However, a parallel argument can be made 
regarding low and high expectations. Respondents with high expectations and respondents with 
low expectations (based on their evaluation of the mobile Internet channel) might differ in their 
satisfaction scores not (only) because of their actual satisfaction scores, but because they behave 
according to the cognitive dissonance theory. 

To find evidence for this proposition, an analysis has been made with the exclusion of the respondents 
with prior experience with the mobile Internet. These respondents are excluded because their 
opinion is based on experience and therefore their expectations are assumed to be more realistic. 
The respondents are divided into three groups, based on the evaluation scores they give the mobile 
Internet channel. The average of these 8 scores has been calculated. The negative group has an 
average score of less or equal to 4; the moderate group has a score greater than 4 and less or equal 
to 5 and the positive group has a score above 5.

negative moderate positive experience with 
mobile Internet

Satisfaction good information 3.22 3.53 3.54 3.67

Satisfaction right choice 3.53 3.84 4.05 4.28

Satisfaction easy 4.47 4.13 4.77 4.77

Satisfaction little time as possible 3.97 4.13 4.62 4.83

Satisfaction when I want 5.81 5.36 5.31 5.38

Satisfaction easy communicating 3.28 3.04 3.64 3.70

Satisfaction control 4.19 3.82 4.39 4.37

Satisfaction safety personal 
information

3.11*** 3.64*** 3.82*** 3.88

General satisfaction 4.14*** 4.02*** 5.00*** 4.93

Table 7.26 Satisfaction with the mobile Internet, per expectation level
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In general the respondents that have higher expectations are more satisfied than the group with 
lower expectations, leading to significant differences71 for the attribute safety personal information 
and the general satisfaction score. It is not obvious however whether this is caused by cognitive 
dissonance as it is not obvious whether these expectations are unrealistic low or high. A comparison 
with the scores of the group with experience with the mobile Internet shows that this group scores 
highest on a large number of attributes, which is surprising as it can be argued that this group 
knows what they will get before the experiment.

7.4 Conclusions

In this chapter some alternative explanations for the results have been explored. An important 
conclusion is that the statistical significant changes in the attitude of the respondents are not 
caused by interviewer’s bias or experiment bias; control surveys have confirmed this. More difficult 
is it to answer the question what decision making strategy the respondents have most likely used. 
As this question is central to this research, the answer is postponed to the final chapter: conclusions, 
implications (and limitations). 

71 A *** mark in the table refers to statistically significant, Kruskal-Wallis test, p < 0.05.


