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ABSTRACT

The purpose of the research reported hereis to study effects of SMS and MMS as channel
additions on customers' relationships with a brand. Theoretically, the research is based on an
extended version of the Relationship Investment Model proposed by Rusbult (1980). The
extended Rusbult (1980) model includes variables measuring the strength of a brand relation such
as brand knowledge, brand satisfaction, quality of alternative brands, direct relationship
investments and indirect relationship investments, as a function of SMS/MMS as channel
additions. In addition, the effects of adding SMSMMS channels on the actual use of the brand’s
main channel are studied. The variables in the extended Rusbult model are proposed to mediate
the effects of SMSMMS as channel additions on main channel use. A review of research on
mobile services, with particular focus on SMS and MMS servicesiis presented as a basis for the
research. Also, abrief discussion of channel addition as complements, supplements and

substitutes of the brands main channel is included.

Empirical studies are reported for three brands which have added SMS and MM S as brand
channel additions. The first brand, FINN is provider of the largest newspaper and Internet
classifieds service in Norway. The second brand, TV2 is Norway’s largest commercial TV
broadcasting company. It also presents services such as news, weather forecasts, entertainment

and sport on the Internet. Big Brother, the third brand, is a reality show presented by the
Norwegian broadcasting company TV-Norge, through 24 hour cable and broadband subscriptions

channels and on the Internet.



The main results of the studies may be summarized as follows.
* SMS seems to have a more positive effect than MM S both on the variables included
in the extended Rusbult (1980) model and on main channel use.
* The effects of SMS/MMS as channel additions are more positive on direct
relationship investments and indirect relationship investments than on the other

variables in the extended Rusbult modd!.

The effects of the variables in the extended Rusbult model on main channel use were aso
studied. Direct relationship investment is reveaed to be the main driver of main channel use. As
reported above, SMS/MMS as channel additions were found to influence direct relationship
investments positively. Thus, the effects of SMS/MMS on main channel use seem to be mediated
mainly by direct relationship investments. Direct relationship investments reflect 1) time spent
with the brand, 2) emotional relationship with the brand, and 3) the importance of the brand in
customers everyday life. Thus, brands should strive to offer SMS/MMS services that increase
customers' time spent with the brand, services that strengthen the emotional relationship between
the customers and the brand, and services that make the brand an important part of customers

everyday life.



1INTRODUCTION

The unique economics of e-commerce makes customer loyalty and brand relationships more
important than ever (Reichheld and Schefter, 2000; Thorbjernsen, Supphellen, Nysveen, and
Pedersen, 2002). To attain competitive advantage, companies should strive to build strong brands
and strong brand relationships online. I n the past few years, several new online services have
been made available through mobile channels, and wireless services have been proposed to be an
important channel for marketing, advertising, and brand relationships in the future (Newell and
Newell Lemon, 2001; Balasubramanian, Peterson, and Jarvenpaa, 2002; Watson, Pitt, Berthon,
and Zinkhan, 2002). In generd, little is known about how mobile devices and -services may be
used effectively for building brand equity (Balasubramanian, Peterson, and Jarvenpaa, 2002).
However, researchers and industry players alike appear to be unanimous in their assessment of
how crucial it will be to obtain consumers permission before using mobile devices as vehicles
for communication and distribution between a brand and its customer (Lot21, 2001; Barwise and
Strong, 2002). Currently, mobile devices have several limitations compared to other interactive
mediain terms of interface richness, speed of download, lack of standardization, etc. Thus, the
medium will often lack the ability to deliver the completerange of services and messages from
brands. Therefore, mobile devices should be used as a channel additiors rather than stand-alone
channels. “Wireless communication should never be a stand-alone channel of communication”
(Lot21, 2001, p. 6). Integration with other traditional channels seems to be the key for the success
of mobile commerce. The purpose of thisreport is, therefore, to propose effects on consumer -
brand relationships of adding mobile channel services such as SMSand MMSto the existing

channels used by a brand.



SMS (short message service) is afacility for sending short text messages between cell phones
(King, Lee, Warkenting and Chung, 2002). SMSis available on GSM networks and allows text
messages to be sent and received by mobile phones via the network operators or from SMS
gateways on the Internet (Lai, 2002). MMS (multimedia messaging service) is the next
generation of wireless messaging that will be able to deliver rich media messages (King, Lee,
Warkerting and Chung, 2002). Rich media messages include pictures, voice, graphics and video.
Through utilizing SMS and MM S- messaging, brands are now able to interactively communicate
with their customers and clients regardless of time and place. However, due to the present
limitations in screen size and capacity of mobile phones, marketing communication through such
wireless devices has to be quite brief, to the point, and informative - yet the message should also
provide content of personal interest and value to the recipient. Consequently, the line between
mobile advertisements/mobile marketing and informational content will become blurred (Lot21,
2001). The dialogue between the brand and the customer will most likely be based on value-

added services and services additions rather than pure advertisements.

In this report, we first discuss three possible strategies when adding a new channel. Second, to
predict the effects of adding SMS and MMS services on brand equity and brand relationships, it
IS necessary to pinpoint some of the unique characteristics of SMS/MM S-services and discuss
how these unique characteristics may help strengthen consumer-brand relationships. We therefore

present and discuss literature on the unique characteristics of wireless or mobile devicesand -

services. Third, atheoretical model of brand relationships is presented, and propositions
regarding the effects of SMS and MM S on consumer-brand relationships are set forth. Next, a
description of the methodology used to test the propositions and the results of three studiesare

presented. Finally, sone conclusions are drawn, and implications of these are discussed.
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2 CHANNEL ADDITIONS

In an increasingly competitive environment, a competitive weapon used by more and more
companies, is to add new channels to exisiting ones (Geysken, Gielens, and Dekimpe, 2002).
Milgrom and Roberts (1990) showed that when modern technology is available, the optimal
strategy of a company isto increase all relevant business efforts instead of only a subset of them.
The situation today is that we have numerous but often separated, online services (Geng, Huang
and Whinston, 2003). Barua, Whinston and Ying (2001) argue that companies should make
synergistic investments. By doing this, the value of complementarity among related services will
be better exploited. Often it is the customers who themselves have to integrate related services to
exploit the complementarity among service offerings For example, a customer buying avacation
may have to visit atravel agency web site to search for information about available flights,
hotels, etc. For information about the destination, the customer may have to visit the website of
for example Frommers to get access to a detailed description of the destinations sights and
attractions. Then he/she has to visit another website to reserve a car for the vacation®. It may aso
be the case that the customer is not comfortable with doing transactions online. Consequently,
he/she may want to order and pay for the vacation by the use of atelephone. To increase the
competitiveness of a company, the company itself should strive to integrate complementary
services and distribute these services in complementary channels. According to Milgrom and

Roberts (1990), this will increase the total return of the company activities.

Complementarity and substitution are often defined referring to the effects on the demand for a

product or service from marginal changes in the price of another product or service. In this report,

! Some of the large travel agencies have integrated such services by the use of alliances and interlinking.
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we mainly focus on complementarity and substitution as a relationship between the use of
different products and services. Product complementarity is defined by Samu, Krishnan, and
Smith (1999, p. 59) as “consumers’ perception of the necessity of one product for the
performance or wse of the second product”. An example of two complementary products is
camera and film. Thus, complementarity point to a situation where the use of one product
increases as aresult of the increased use of another related product. Supplementary services are
often described as services that are not part of the core service, but who have the potential to add
value to the core service. It is supposed that supplementary services differentiate the service from
other competing offerings and add value to the customers (Anderson and Narus, 1995; Ridl,
Liljander, and Jurriéns, 2001). A third construct used to describe new and innovative productsin
relation to established products is substitution. Product substitution means that a new product will
be used instead of an existing product and that the use of the existing product therefore will be

reduced.

The definitions of complementary, supplementary and substitution described above are related to
products and services. However, they can be used on media and channels as well. According to
the definitions set forth above, the relationship between exisiting and new channels may be

categorized as shown in table 2.1.
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Table 2.1. The relationship between exisiting and new channels.

Existing channel use| Increase Constant Decrease

New channel use

Increase Complementary Supplementary Substitute
Constant Supplementary Supplementary Supplementary
Decrease Substitute Supplementary Complementary

As seen from table 2.1, when increased use of a new channel leads to increased use of an existing
channel, the channels complement each other. New channels that do not affect the use of existing
channels are described as supplementary channels. However, although supplementary channels
do not influence the use of existing channels, they can influence the perception of the core
product presented in existing channels. Channel substitution points to a situation where increased
use of a new channel introduced on the market reduces the use of existing channels on the

market.

Solomon and Englis (1994) argue that consumers are multiple media users and point to the
strategic importance of holistic views on communication and consumption. Particularly relevant
here is what they call functional complementarity; “that a product is jointly consumed with
another to facilitate proper operations’ (Solomon and Englis, 1994, p. 58). This functional
complementarity might as well be used to describe the importance of offering customers access

to a set of complemetary channels to facilitate proper access and operations to a product or a

brand.
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The performance enhancing capacity of Internet channel addition is discussed by Geysken,
Gielens and Dekimpe (2002). The main demand side advantages mentioned are market
expansion, brand switching, relationship deepening, and increased brand loyalty. Market
expansion may be aresult of adding a new channel because the company can reach new
customers who yet do not buy their product. The relative advantage of adding a new channel may
also increase the demand by winning customers from competitors (brand switching). The authors
also argue that relationships can be deepened by adding new channels, and exemplifies this by
Barnes and Noble who experienced record salesin its physical stores when adding Internet as an
additional channel. The last demand side advantage mentioned by the authors is that Internet
makes it possible for customers to save time and money through reduced search cost and reduced
shopping time. The aternative, visiting physical shops to search for more detailed information
and try the products, will be too costly. Instead, customers will infer the missing information
based on information heuristics. Such a heuristic may be their overall evaluation of the brand,
thus increasing their brand loyalty. Although Geysken, Gielens and Dekimpe (2002) and Alba et
al. (1997) point to several demand side advantages as aresult of Internet channel addition, they
also discuss afew potential demand side disadvantages as a result of Internet channel addition. It
may bethat customers actually take advantage of the cost transparency enabled by the Internet
and use shopbots and product comparison applications available on the Internet. If so, this will
lead to reduced prices, more brand switching, and consequently, reduced margins and profits for
the companies. Another point also mentioned, is that impulse buying can be reduced on the

Internet when compared to physical stores. This will reduce total sales, and thus, the companies’

profit.

15



Sengupta (1998) proposed that organizationa fit, firm size, complementary product opportunity,
multiplier effect, and innovativeness all had positive effectson the competitive advantage of
complementary products. Empirical results showed support for the effect of innovativeness and
the multiplier effect on competitive advantage of complementary products. Innovativeness points
to the degree to which a complementary product serve customers need better than existing
products. The multiplier effect is the incremental sales volume of the core product that the
complementary product generates. Competitive advantage is defined as the superior customer
value provided by the complementary product relative to competitors. The strength of the
multiplier comes from the incrementa va ue that the new and complementary product gives
customers of the core product. This multiplier effect is unique to complementary products in that
increased use of the complementary product increases the use of the core product. It is revealed
by Kleinschmidt and Cooper (1991) that innovative products bring greater reward to companies.
The more innovative the complementary product the greater is its ability to provide customer
value and differentiate the brand or company from competitive brands or companies.
Consequently, increasing innovativeness of complementary products increases the
complementary product’s positive effect on competitive advantage. Thus, by focusing on key
technologies and innovative solutions (e.g. SMS and MMS services), complementary products
have the potentia to differentiate brands from its competitors in the minds of the consumers. This

differentiation will result in better performance and competitive advantages

2.1 Implications of channel additions
In short, this discussion indicates that companies may obtain competitive advantages by adding
new channels for marketing and distribution. In particular, this potential can be realized if the

services presented are related and integrated across the channels being used. Thus, the use of
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synergistic channels, meaning mutual enforcement of the channels used, should be implemented
by companies. In such situations, addition of new channels will lead to increased use of existing
channels (complementary channels). Furthermore, customers will get an increased flexibility in

their channel choice when using a service, probably increasing their overall satisfaction with the

sarvice
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3UNIQUE CHARACTERISTICSOF MOBILE SERVICES

There are unique characteristics of mobile devices that make them different from (ard often
complementary to) traditional Internet-based interfaces. These differences have important
implications for the marketing and distribution of products and services (Kannan, Mel Chang,
and Whinston, 2001). Although the focus of the study reported here is SMS and MMS, the
uniqueness of these services have much in common with other mobile services. Thus, this chapter

presents studies of mobile services on a broader basis.

3. 1 Opportunities of mobile devices

One of the most obvious unique characteristics of mobile channelsis the lack of constraints
related to time and space (Balasubramanian, Peterson, and Jarvenpaa (2002). Although it is often
argued that the Internet has made it possible for customers to reach the company anytime they
wanted, traditional use of the Internet through a computer does not make it possible for brands to
reach their customers whenever they want. A precondition for reaching the customers through the
Internet is that they are sitting in front of their computer. Mobile devices on the other hand, are
usualy carried around by the customers all the time and everywhere, making it possible for
brands to reach their customers anytime and anywhere. For example, buying abook is
traditionally spatially constrained because the customers have to visit a book-store at a particular

location or get access to a computer (which is usualy located at a customers' office or home).

Thus, buying a book is also constrained in time due to the fact that the book has to be bought
during the opening hour of the book store or when the customer is at the office or at homein
front of his’her computer. According to Balasubramanian et al. (2002) time isaresource that is

very limited in a modern persons life, and thus, very costly. Channels that are time- and space
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flexible should therefore be valuated highly by customers. Access to ubiquitous channelsisin
particular important for customers for products and services that are time critical
(Balasubramanian, et a., 2002; Barwise, 2001). Examples of such products are participation in
online auctions, access to stock quotes, purchasing last minute airline tickets, etc. Advani and
Choudhury (2001) argue that it will be the time sensitive and location sensitive services that will
be most successful in mobile commerce. Services offered through mobile channels vary in how
“tied in” they are to the geographical location of the receiver (Balasubramanian, et d., 2002).
However, it is possible to map customers location by the use of GPS systems. An implication of

thisis that brands can tailor information and services to customers based on their |ocation.

Services available through SMS/MMS can be controlled both by the brand and by the customers
(Balasubramanian et al., 2002). The mobile phone can be used both for alerts and requests
(Steiner, 2001). Brands can use mobile phones to distribute information about product
innovations, coupon announcements, or/and special offers. However, customers can also use
mobile channels to ask questions about the use of the product, for example ask about the menu of
arestaurant or the evening program of a TV channel, increasing their ability to fully take
advantage of the relevant product. The two-way communication between a customer and a brand
enabled by mobile channels enhances the possibility for brands to get feedback from their
customers. The customer may complete surveys regarding customer satisfaction with a brand, or

send more impulsive and immediate feedbacks to the brand when she is particularly satisfied or

dissatisfied with a brand experience. In addition to the satisfaction felt by the customer by the
possibility of such immediate feedback, it also alows the brand to measure quality control in a
timely and cost effective manner (Lot21, 2001). Furthermore, this makes it possible for the brand

to make immediate efforts to increase perceived brand quality.
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Mobile devices are typically used to coordinate socia networks. Information received by one
member of a network is often forwarded to other members of the network. Brands broadcasting
an interesting MMS informing about a new version of a product will often be forwarded to other
people not member of that brand’ s customer database. Thus, brand information can be distributed
on a broader level than the brand’s own customer database, thanks to the social interaction among
the members of the customer database. An implication of thisis that the distribution of brand
logos, jingles, logans, etc. within social networks increases the number of people exposed to the
brand, thus increasing brand knowledge. Also, Ling (2001) point to the importance of the mobile
telephone as a device for micro-coordination in everyday life - that people with a stressful
schedule are using mobile phones to “arrange and rearrange daily appointments and the other

logistical details of everyday life on areal time basis’ (Ling, 2001).

Doyle (2001) points to the following key characteristics of SMS: SMSis personal, it has a near
real time delivery, it has an unobtrusive nature, it has a relative low price, it is smple, supports
two way communication, it can be forwarded, and has a location based potential. He summarizes
these characteristics in “six SMStypes’ relevant for brands considering SM S as a marketing tool.
Doyle argues that SMS is suitable for 1)"“send me stories’, the possibility to send relevant and
time sengitive information to for example, aloyalty card customer. 2)” save me somehow”, which

points to the possibility of sending coupons allowing discounts on specific products or services to

amobile phone. 3)”search my server”, messages with the intention to stimulate access to the
brand’ s wapsite. 4)” sell me something”, which is messages that give the customer the opportunity
to buy products and services through text responses. 5)” sort my socializing”. Thispoints to the

opportunity to send messages that can be forwarded to customers peer group including a response
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mechanism that allow friends and relatives to register on the brand’s wapsite or website. 6)’send
me signals” is areminder from the brand to the customer, for example that the customer car is

due to service, suggesting possible availability.

Barwise and Strong (2002) divide mobile advertisementsinto six categories. 1) “Brand building”,
are brand slogans or brand reminding messages. 2) “Special offers’ are advertisements used to
create special offers. 3)" Timely media teasers’ are used to encourage product purchase. The
fourth category, called 4) “product, service or information request”, points to a solution similar to
what Doyle (2001) calls “send me signals’; for instance reminders of Mother's Day the
upcoming Sunday (remember to buy flowers or other presents). The fifth and sixth categories of

advertisements are 5) competitions and 6) polls/voting where the brand name is a central issue.

In astudy of customers subscribing to such advertisements (hence, this was permission-based
advertisement services) on their mobile devices, 93 percent were satisfied with the
advertisements. As much as 84 percent said they were likely to recommend the advertisement
service to afriend. Only 7 percent reported that they would leave the service within three months.
Other interesting results were that 81 percent of the respondents did not delete any of the
advertisements received prior to reading, 74 percent of the advertisements were read in full, and
77 percent of the ads were read as soon as they were received. The study report that SMS

advertisements in genera increase brand awareness. Although attitude toward the brand was

found to be somewhat more positive among respondents exposed to a brand SM S advertisements
than among the control group, this result was not found to be statistical significant. The results
from this study have also been reported by Cooke, Nielsen and Strong (2003). A similar study

reported by Tsui (2001) revealed that 64 percent of all the ads delivered on mobile phones were
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opened, and that nearly 3 percent of the participants of the experiment made a purchase as a
result of viewing an ad. The 35 percent of the participants recalled seeing an ad also reported that

the ad had made a positive impact on how they evaluate the brand (Tsui, 2001).

Watson, Pitt, Berthon and Zinkhan (2002) argue that the construct “u-commerce’ should be
defined as “the use of ubiquitous networksto support personalized and uninterrupted
communications and transactions between a firm and its various stakeholders to provide a level
over, above, and beyond traditional commerce” (p. 336). Four characteristics of u-commerce are
discussed by the authors. Ubiquitous access (or access everywhere), universal access (the
possibility to stay connected wherever the customers are), uniqueness (that the information
customers receive is adapted to the time of the day, the persori s location, and the customer’s
roles and preferences), and unison access (the integration of various communication systems that
enable a single interface or connection point). Furthermore, they argue that the mobile phoneisa

good example of a device that has the potential to enable al four dimensions of u-commerce.

Four unigue features of mobile commerce are emphasized by Siau, Lim and Shen (2001). 1)
Ubiquity; that brands can keep in touch with their customers anywhere and anytime, 2)
Personalization; communication can be personalized to represent information or services
appropriate to the individual customer. 3) Flexibility; mobile devices are portable, and customers

can therefore be engaged in various activities while receiving information from a brand or

sending requests to a brand. 4) Dissemination; information can be sent to al mobile users within
a specific geographic region. Thus, brands have the opportunity to distribute information to large
consumer populations. As aresults of these characteristics, Siau, Lim and Shen argue that mobile

devices give customers the following value-added services; 1) Easy, timely access to information,
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2) immediate purchase opportunity, 3) wireless coupon based on user profiles, 4) beaming money
(money transactions and el ectronic payments), and 5) buddy finding (help the user to find his or

her friend in the geographical region or to find a restaurant etc. in a city.

Three unique characteristics of wireless devices over computers and other conventional platforms
are mentioned by Kannan, Mel Chand and Whinston (2001) and Mohamed and Gao (2002). They
argue that wireless devices are accessible, personal and location aware. “Accessible” refersto the
characteristic that mobile phones are portable and available for use at all time. Mobile phones are
“personal” because they carry the users identity and therefore make personalization easier.
“Location aware’ refers to the possibility to track down where the user’s physical location is -
which is an important characteristic for conducting user oriented marketing. Kannan et al. (2001)
argue explicitly that wireless devices are ideal for customer relationships. The reason for this,
they argue, is the ability to provide truly personalized content and service by tracking personal
identity, the ability to track consumers across media and over time, the ability to provide content
and service at the point of need, and finally, the capability to provide highly engaging content.
“Permission-based alerts delivered to wireless phones capture the attention of consumers, drive

responding actions, and build brand awareness’ (Mohamed and Gao, 2002, p. 2).

Similarly, it is argued by The Economist (2001) that a mobile phone is more personal than a
computer. This particular point is interesting, given that previous research have found people to
perceive even computers as highly personal and animate objects. Specifically, Moon (2002)
found that consumers scored significantly higher on attraction and purchase intention when they
were presented with an interactive shopping task on a computer they previously had revealed

personal information to, than when they used an unfamiliar computer for the same shopping task.

23



This goes to show that consumers are not only willing to share intimate information to inanimate
computers, but they also make indirect socia attributions towards these computers in later
interactions. Most likely, such conscious or unconscious social attributions will be even stronger
for mobile phones, which are perceived as more personal than computers. Mobile phones are
used only by the owner of the phone and the owner will carrythe phone with her most of the
time. Whereas email messages are sent to a computer (the user can read his e-mail from any
computer connected to the web), text messages and multimedia messages are sent directly to the
user’'s private mobile phone. Also, the network operator often knows the identity of the individual
users and where the user is located at al times. This increases the potential for personalized

services and strengthens the consumer’ s perception that mobile phones are very persoral objects.

Also, Lot21 (2001) argues that mobile phones are very personal and that only friends, family and
co-workers are alowed access to their cellular phone number. Thus, advertising and other forms
of marketing without permission from the owner of the mobile phone is virtually perceived as a
crime and will probably harm the brand rather than strengthenit. Therefore, the key to successful
wireless marketing is to gain confidence of customers, have a strong focus on security and
privacy, and to convey useful information only that will improve the quality of customers’
lifestyle or productivity. Given permission from the customer, the brand has an opportunity to
begin a profitable conversation and to build customer relationships. “By using the consumers’

permission to bring them personalized, timely, relevant ads, the relationship is deepened” (Lot21,

2001, p. 5).

In astudy of SMS advertising, Andersson and Nilsson (2000) argue that the particular strengths

of wireless advertising are that it is an exceptionally persona channel, suitable for persona
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relations between a brand and its customers. They also point to the place and time independence
of the channel as a key advantage compared to other chamels. Based on this, one of their main
points is that mobile devices improve the possibility for interactive relationships between a brand
and its customers. In an empirical study of the effectiveness of SMS advertising they found that
SMSS advertisements increased brand awareness and intention to purchase the brand. However, no

effects were revealed of SM S advertisements on brand attitude.

Studies within the uses and gratification theory aso have focused on the unique gratifications of
mobile channels. A study by Leung and Wei (1998) reveded that pagers were viewed as a mark
of status and socia identity. Pagers were used to show fashion and status and to integrate with
peer social networks. Another study by Leung and Wei (2000) reported that mobility, immediacy,
and instrumentality were among the most important instrumental motives for using cellular
phones in addition to intrinsic motives of affection and sociability. A study by Ling (2001b) also
shows that mobile phones are used to express fashion and for presentation of self. Results from
all these studies indicate that gratifications for using mobile devices arerelated to expressing
characteristics of the individual in addition to functiona gratifications. Ling (2001b) also points
to the fact that the mobile telephones often are used in public spaces. This make SMS and MMS
channels potential services for customers to show their values and attitudes to other people. Thus,
this public use makes it possible for customers to express themselves in an opensocial context.

The use of MM S and SM'S may thus be construed as an indirect relationship investment for users,

in terms of the expressiveness entailed in using such services.

Used intelligently, mobile devices have the potential to help build the relationship between the

consumer and the brand. This is due to the direct two-way communication line providing brands
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with atruly economic, effective and reliable way to communicate with customers (Barbieri,

2002)

3.2 Limitations of mobile devices

The downsides, or limitations, of mobile devices are summed up by Siau, Lim and Shen (2001).
Mobile phones have small screens and small multifunction key pads, less computational power,
limited memory and disc capacity, shorter battery life, complicated text input mechanism, higher
risk of data storage and transaction errors, lower display resolution, less surfability, unfriendly
user-interface, and graphical limitations. The wireless communication also adds new challenges
when compared to wired network with respect to less bandwidth, less connection stability, less
predictability, lack of standardized protocols, and higher cost. Other factors related to interface
limitations are lack of standards; slow transmission speeds, and limitations in input, navigation,
and readability (Steiner, 2001). The challenges related to mobile devices and advertising is
reported to be 1) small screen size, 2) inconsistent formatting across mobile devices, 3) Slow
download speeds, 4) broad spectrum of technologies, and 5) lack of standardization (Mohamed

and Gao, 2002).

According to Newell and Newell Lemon (2001); "In the wireless world it will be the devices, not
the art schools, that will shape the communication” (p. 42). They also refer to Kate Everett who

formulated this in the following way; “There are no jazzy graphics, no funky fonts and no color”.

Thus, due to the rather small screen on mobile devices, the rule seems to be that simple and user
friendly solutions should be used rather than creative and complex formats. In a study presented

by Poynter Institute, the results showed that 78 percent of the three first eye movements of
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customers on the screen of mobile devices are directed on text, not graphics. The result indicates

that text should be an effective format when using mobile devices.

3.3SMSversusMM S

So far, we have not differentiated between SMS and MM S services. However, looking at the
limitations of mobile services reported in chapter 3.2, some comments should be given on the
differences between SMS and MMS. One limitation is small screens. Thisis true both for SMS
and MMS if we compare the size of the screen with a computer. However, the size of aMMS
phoneis usually bigger than the size of a mobile phone that does not enable MM S services,
making the readability better on mobile phones enabling MM S services. MM S phones also have
more memory and storage capacity, making it possible to download more information and
information in capacity demanding formats, as for example pictures, videos and graphics. The
assertion by Kate Everett; “There are no jazzy graphics, no funky fonts and no color” is valid for
mobile devices enabling SM S services only. For MMS phones, jazzy graphics, funky fonts, and

color may be used to present information to the mobile phone users.

In chapter 1 we referred to King, Lee, Warkenting and Chung (2002) who argue that MM S is the
next generation of wireless messaging that will be able to deliver rich media. Thisis further
supported by Pedersen, Nysveen and Thorbjarnsen (2003). They argue that MM S can be used to

mediate communication in the same way as traditional text messaging services, but MM S also

allows for including more text in the messages and for including audio, pictures, and small video
clips. Many MMS phones a so include the possibility to record and send audio and to take
pictures/videos (camera) and send pictures/videos. So far, relatively few MMS services are

offered on the market. Examples of current services being offered are color backgrounds
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replacing simple logos, picture services such as services for storing and manipulating pictures
taken by users or chosen from an archive, and offerings from media companies repackaging
existing media services into MM S- dlide shows. Examples of the latter category of services are
weather reports, highlights from sport s events, highlights from entertainment programsand news
services. Mainly because of the larger amount of text alowed in multimedia messages, we also
find extended versions of the text based services delivered over SMS. Examples are adert services

and financia information services.

Pedersen, Nysveen, and Thorbjernsen (2003) discuss several dimensions of media that may differ
between SMS and MMS - dimensions presented by Te eni (2001). Examples of the dimensions
discussed are channel capacity (cue variety and language variety), Interactivity (participation,
mediation, contingency, media richness, propinquity, synchronicity, identification, parallelism,
anthropomorphism, interaction involvement, mutuality, and individuation), and adaptiveness
(situatedness and timeliness). Although there are some nuances between SMS and MM S on most
of these dimensions, the authors point to media richness as the most significant dimension
differentiating MMS services from SMS services. Recent studiesof MMS use also indicate that
MMS use is less synchronous and immediate than SM S use suggesting that SMS and MM S

content will involve different communication genres (Kurvinen, 2003).

3.4 Conclusion

When consulting the growing stream of literature on mobile devices and -services, we clearly see
some core properties of these devices repeatedly being mentioned by researchers. These
characteristics are instrumental in distinguishing mobile services and -ads from services and ads

provided through other means of communication - such as computers and television. As
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illustrated in table 3.1, we can categorize the unique advantages of mobile services into three

primary properties.

Table 3.1 Properties of Mobile Services and —advertising

Author (s)

I nformation accessibility

Information personalization

Infor mation dissemination

Watson, Pitt, Berthon and
Zinkhan (2002)

Doyle (2001)
Siau, Lim and Shen (2002)
Kannan, Mei, Chand and

Whinston (2001)

Mohamed and Gao (2002)

Economist (2001)

Lot21 (2001)

Andersson and Nilsson
(2000)

Leung and Wei (2000)

“Ubiquitous, universal and
unison access’

“Search my server”
“Ubiquity”, “Flexibility”
“Accessibility”, “All time

avail ability”

“Accessibility”

“Place and time independence’

“Mobility”, “Immediacy”

“Uniqueness’

"Send me stories’, “send me
signals’

“Personalization”

“Personal”, “Location aware”,
“Customer relationship

management”
“Permission-based alerts’

“Mobile phones are more
personal than a computer”

“Deepened rel ationships through
personalized ads’

“Personal channel suited for
interactive relationships between
brand and consumer”

“Sort my socializing”

“Dissemination”

“Sociability”

Information accessibility pertains to the instant and ubiquito us access consumers have to the

brand/vendor thorough anytime/everywhere services enabled by mobile devices. Information

personalization refers to the opportunity for brands and vendors to reach consumers with a highly

persona, relevant and timely message. The various permissionbased services now available,

amed at satisfying each individual mobile user’s information needs, are proposed to be highly

effective tools for building and maintaining long term relationships between consumers and their
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brands. The final category, information dissemination, pertains to the mobile service features
amed at spreading a message or service in asocia or professional network. For the individual
consumer, such communication features may be highly instrumental in managing her own
working- or everyday life. Moreover, the use of such services may give the consumer social

advantages through the self-expressiveness of using novel or popular mobile services.

The three overall properties listed above will be used as a basis for the propositions set forth in
section 4.3 below. Since the flexibility represented by information access, personalization and
dissemination is unique for mobile devices when compared to that of other communication
vehicles, we deem these three properties to be good points of departure for analyzing effects of

mobile channel additions.

In the following section we present the theoretical framework of the report. Next, we develop and

discuss some general propositions on the effects on SMS/MMS channel additions on consumer-

brand relationship ties.
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4 THEORETICAL FRAMEWORK AND PROPOSITIONS

To study the effects of SMS and MM S channel additions on consumer-brand relationships, we
chose to rely on a mode partially adopted from relationship theory in social psychology. The
relationship metaphor has previously been used to describe and understand consumer behavior in
awide array of business contexts, including business-to- business settings, company-to-consumer
settings, and consumer -to-brand settings (cf. Berry, 1983; Dwyer, Schurr and Oh, 1987; Sheth
and Parvatiyar, 1995; Gwinner, Gremler and Bitner, 1998; Blackston, 1992; Fournier, 1998). A
main reason for applying the relationship metaphor here is thus its proven ability to explain
consumer behavior across a variety of situations and levels. Also, as the mobile phoneis
perceived by consumers as being more personal than e.g. a computer, a relationship framework
seems particularly appropriate for this setting. Moreover, and in contrast to other relationa
marketing constructs - such as brand loyalty -, the relationship construct is regarded as being
more dynamic, multi-dimensional (Crosby, Evans and Cowles, 1990; Dwyer, Schurr and Oh,
1987; Dorsch, Swanson and Kelley, 1998), multi- leveled (Sheth and Parvatiyar, 1995; Berry,
1995), and multi-phased (Scanzoni, 1979; Dwyer, Schurr and Oh, 1987; Jap and Ganesan, 2000),
and is thus proposed to be a better predictor of awider range of customer behavior variables

(Fournier and Y ao, 1999).

4.1 Consumer - brand relationships

Recently, an increasing stream of research on relationships at the consumer -brand level has
emerged (Blackston, 1992; 1993; Fournier, 1994; 1998; Fournier and Y ao, 1997; Thorbjernsen,
Breivik and Supphellen, 2002). By the same token, several authors have recently addressed the

topic of how consumers form and maintain relationships with brands through the Internet and
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other interactive interfaces (Holland and Baker, 2001; Thorbjernsen, 2002; Thorbjarnsen,

Supphellen, Nysveen and Pedersen, 2002).

Relying partially on Fournier (1994; 1998), we here define consumer-brand rel ationships as long-
term, dynamic and affect- |aden ties between a consumer and a brand which include some form of
interdependence, shared history and instrumental- or socio-emotional bonds. The concept of
brand relationship represents in many ways an essentia re-articulation of consumer-brand loyalty
that may prove fruitful because 1) not al loyal brand relationships are alike, neither in strength
nor in character, 2) many valuable brand relationships are not identified as “loya” according to
dominant theoretical conceptions, and 3) current approaches to classification accept some brand
relationships that do not possess assumed characteristics of “loyalty” or “strength” at all
(Fournier and Yao, 1997). Moreover, a multi- faceted conceptualization of consumer-brand
relationships may give us more diagnostic insights in how brands should manage their total
marketing- and media mix for controlling various important relationship outcome variables - such
as positive word-of-mouth, habitual tendency and repeat purchase intention - through influencing

different relationship dimensions. Thisis especialy important from a managerial point of view.

4.2 Conceptual model
Both the Interdependency model and the Investment model have been used to describe

interpersonal relationships within the discipline of socia psychology. The Interdependency

model was proposed by Thibaut and Kelley (1959) and outlines two sources of dependence:
satisfaction with the present relationship partner and the quality of alternative partners. In
marketing, these two concepts are easily trandated to “brand satisfaction” and “perceived quality

of aternative brands’. The level of brand satisfaction refers to the sum of positive versus
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negative affect towards the relationship/brand partner. This construct is often conceptualized in
terms of brand performance expectations, perceived brand performance, and
confirmation/disconfirmation of brand performance expectations (Yi, 1990). The main ideas
proposed in the disconfirmation paradigm are that increased brand performance increase brand
satisfaction and that performance that confirmsor exceeds expectations increase satisfaction. In
the Interdependency model, satisfaction is proposed to be positively associated with relationship
stability. The quality of alternative brand partners ssmply refers to the subjective evaluation of
the quality of ones partner versus the quality of the best available alternative partner. According
to Thibaut and Kelley (1959), most people have a “comparison level for dternatives’- the kind of
outcome they think they would receive in some other, alternative relationship (Brehm, 1985).
This concept is an important, yet under-researched concept in marketing theory (Fournier and
Mick, 1998). In the Interdependency model, quality of alternative partnersis proposed to be

negatively associated with relationship stability.

The Investment model proposed by Rusbult (1980) is an extension of the Interdependency model.
The Investment model has been used to predict relationship stability in many types of romantic
relationships as well as in friendships and in organizational settings (Rusbult, 1987; Rusbult,
Martz and Agnew, 1998). The model contains four basic constructs contributing to the prediction
of relationship stability; commitment and three bases of dependence — satisfaction level, quality
of alternatives and investment size. Similar to conceptualizations in marketing, commitment level

isdefined asthe intent to persist in a relationship, including long-term orientation toward the
relationship as well as feelings of psychological attachment. The two first sources of dependence,
satisfaction and quality of alternative partners are adopted from the Interdependency model and

thus, described above. The third source of dependence is the investment of resources in the
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relationship (Rusbult, 1980). Relationship investment refers to the magnitude and importance of

the resources that are attached to a relationship — resources that would be lost if the relationship

were to end. Some investments are direct (direct relationship investments) — such astime, money

and other efforts— while other investments may be indirect (indirect relationship investments)

and come into existence when originally extraneous resources such as mutual friends, personal

identity or shared material possessions become attached to the relationship (Rusbult, Martz and

Agnew, 1998). According to the Investment model, an individual’s commitment to a relationship

should increase as to the extent that she is satisfied with the relationship, has no good

dternatives, and has alot of direct and indirect investments in the relationship. Relational

behavior reflects actual behavior among relationship participants. The relationship investment

model can thus be illustrated as follows:

Satisfaction

Quality of
aternatives

Commitment

Direct
relationship

investments

7

I ndirect
relationship

investments

Figure 4.1 The Relationship Investment Model (Rusbult, 1980)

Relational
behavior
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This model is smple and resembles models of satisfaction found in the marketing literature (cf.
Oliver, 1997), athough the quality of alternativesis rarely included. However, one of the main
contributions of the Interdependency model is perhaps the decoupling of satisfaction from
relationship stability (Berscheid and Reis, 1998), since satisfaction in this model is only one of
four predictors of relationship stability. The model is also quite simple in terms of the number of
included relationship dimensions, but highly diagnostic in that it specifies a causal structure
between the independent and mediating variable(s). In these respects we prefer this model over
the more well-known Brand Relationship Quality (BRQ) -model of Fournier (1998) (for amore
thorough discussion of BRQ, see also Nysveen, Pedersen and Thorbjarnsen, 2001; Thorbjgrnsen
and Breivik, 2002; and Thorbjernsen, 2002). Moreover, the investment model has previousy
proven to be diagnostic and predictive in explaining various behavioral outcomes of consumer-
brand relationships for technological products such as PDAs and computers (Thorbjarnsen,

Breivik and Supphellen, 2002).

We extend this model by including brand knowledge as a determinant of brand commitment and -
behavior. Brand knowledge (also referred to as brand equity) consists of brand awareness and
brand associations/image (Keller, 1993). Awareness is an important factor for the brand to be
included in the consumers consideration set, and has also been found to influence behavior
directly in low-involvement and inertia - situations. Brand associations are conceptualized as the
information nodes linked to the brand in memory and contain the personal meaning of the brand
for consumers. The type, strength, uniqueness and favorability of brand association are influential
in determining the consumers’ commitment and subsequent actions towards the brand. When

supplementing Rusbult (1980)’ s Relationship Investment Model with the concept of brand
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knowledge, and incorporating our independent variables (SMS/MMS channel additions), the

conceptual model underlying this study can be depicted as follows:

Brand
knowledge

Brand
satisfaction

SMSMMS
el Quality of Use of

addition adternatives main channel

N

relationship
investments

Indirect
relationship

investments

Figure 4.2 Conceptua Model

As can be seen from figure 4.2, SMS and MM S has been included as antecedents of the variables
proposed to mediate relational behavior. Due to the purpose of the study reported here and the
well established link between the mediating variables included in figure 4.2 and commitment,

commitment as an attitudinal construct was not included in the study reported here. Rather, direct

effects of the mediating variables are postulated on relational behavior - here defined as use of

the brand’ s main channdl.
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4.3 Propositions

Below, propositions regarding effects of SMS and MMS are proposed according to figure 2. First
we present propositions of SMS/MMS on the mediating variables in the model (proposition 1 -
5). Second, propositions regarding effects of the mediating variables on relational behavior (main
channel use) are proposed (Proposition 6 - 10). Although there are a few differences between
SMS and MMS services (in particular media richness), many dimensions are shared between the
two services. We, therefore, do not differentiate between the two services when propositions are
presented. Instead, differences between the findings between SMS and MM S services are

presented and discussed with reference to relevant theory in section 9.

SMSMMS as channel addition - Effects on brand knowledge

Brand knowledge is here defined in terms of brand awareness and brand associations (Kéller,
1998). Customers using brand services through SMS/MMS channel additions are exposed to the
brand logo, symbols, slogans etc. through a different and additional channel. Increased exposure
for brand-elements through a qualitatively different medium contributes to increased brand “top
of mind saliency” and, corsequently, increased recognition and awareness of brand elements.
Due to the possibility to forward mobile messages within social networks (Siau, Lim and Shen,
2002), brand awareness is realized also outside the brand’ s existing customer base. Such an
increased awareness will in turn contribute to a higher confidence among consumers when it

comes to differentiating the relevant brand from competing brands. Increased brand awareness is

associated with increased customer understanding of what are the unique characteristics of the
brand. In sum, this should imply that increased use of channel additions would positively

influence brand knowledge through inflated brand awareness.
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According to Keller (1996), multiple channels should be used in marketing communication to
create positive brand associations. The reason for this is the encoding variability principle;
arguing that information presented in varied contexts “cause information to be encoded in dightly
different ways. As a result, multiple retrieval routes are formed in memory - each converging on
the to-be-remembered information - thereby enhancing recall” (Keller, 1996, p. 113; see also
Melton, 1970; Y oung and Belleza, 1982). An implication of thisisthat companies should take
advantage of various channels and presentation formats for communication with their customers.
This will provide multiple cues to recall information, thus improving the performance of
memory. The improved memory performance, then, will lead to stronger brand associationsin
memory. A related theory, the dual coding theory, predicts that pictures are encoded as imaginal
codes in memory while words are represented as verbal codes (Unnava and Burnkrant, 1992).
The number of memory codes acts as multiple retrieval routes for brand associations. Thus,
presenting brand information in various channels and formats improves the number of retrieval

cues for brand associations, and will, thus, strengthen brand knowledge.

In addition to the line of arguments presented above, Klein (2003) propose that media richness,
defined as the sensory breadth (number of community channels) and depth (quality within each
channel (Steuer, 1992)?, has a positive effect on channel users perception of beliefs about- and
attitude toward the product communicated through the channels. Adding SMS/MM S will

increase the number of communication channels, increase media richness, and thus, have a

positive effect on the evaluation (image) of the product or brand presented in the channels.

2 This definition of mediarichness diverges from the more traditional definition found in information richness theory
(Daft and Lengel, 1984).
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In chapter 3, astudy by Anderssonand Nilsson (2000) was reported. The study revealed a
positive effect of SM S advertisements on brand awareness and intention to purchase a brand.
Based on this empirical result, and the line of arguments presented in the sections above, we

propose the following relationship between SMS/MMS channel addition and brand knowledge.

Proposition 1: Consumer use of SMSMMS channel additions are positively related to brand

knowledge.

SMSMMS as channel addition — Effects on brand satisfaction

Increasing the availability of abrand by adding new channels with access to the brand gives the
consumer a better flexibility and freedom of choice. By adding SMS/MMS as new channels, the
flexibility means access to the brand independent of time and location - i.e. increased information
accessibility. Such channels additions will be perceived as a value-added offer by the customers.
Channels that are time and location flexible are highly valuated by customers (Balasubramanian,
eta., 2002). In particular in the first period of the channel addition, this value-added service will
be perceived as better than expected among the customers, thus, according to the confirmation
paradigm, increasing their satisfaction with the brand (Yi, 1990). Also, the interactive element of
mobile devices, making it possible for customers to have a dialogue with the brand anytime and
anywhere (Lot21, 2001), should have the potential to increase customers’ satisfaction with the

brand. The “send me signals’ element noted by Doyle (2001) points to the possibility a brand has

to notify the customer about special offers, Mother's Day, etc. Thisway of using MMS and SMS
may help to organize customers everyday life, thus increasing their satisfaction with the brand.
Another perspective is presented by Riel, Liljander and Jurriéns (2001). They argue that

satisfaction with supplementary services, defined as services that are not part of the core service,
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will have the potentia to strengthen customers™ perception of the core service. In a study of a
medical publisher service, where online services were added as an extra channel to catalogue,
they found that the addition of an online channel had a positive effect both on value perception of
the core service and on satisfaction with the core service. We therefore argue for a positive

rel ationship between customers’ use of abrands’ SMS/MMS channel additions and brand

satisfaction.

Proposition 2: Consumer use of SMSMMS channel additions are positively related to brand

satisfaction.

SMSMMS as channel addition —effects on quality of alternatives

SMS/MMS as channel addition makes access to the brand place and time independent. Thus, the
relative brand quality is probably increased through increased information accessibility (Siam,
Lim, and Shen, 2002; Watson, Pitt, Berthon and Zinkhan 2002). Also, it seems reasonable to
argue that the use of information personalization through interactive SMS/MMS relationships
between the brand and the customer increases the perceived relative quality of the brand (Lot21,
2001; Andersson and Nilsson, 2000). In the satisfaction literature, a close relatiorship is often
proposed between service quality and service satisfaction. For example, Oliver (1993) and
Fornell et a. (1996) argue for an effect of quality on satisfaction, while Bolton and Drew (1991)

and Cronin and Tayor (1992) argue for an effect of satisfaction on quality. Thus, it can aso be

argued that all the positive effects of SMS/IMM S on brand satisfaction proposed above al so will
be relevant for customers’ perception of a brands quality. Consequently, the relative quality of

the brand increases, thus, reducing the perceived quality of alternative brands. We therefore
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propose a negative relatiorship between SMSMMS channel addition and the perceived quality

of dternative brandsis to be expected.

As argued by Ridl, Liljander, and Jurriéns (2001), supplementary services differentiate a service
from competing services, thus increasing the relative satisfaction of a service. “Supplementary
services are used to differentiatethe service from similar competing offerings and to add value to
customers’ (Riel, Liljander, and Jurriéns, 2001, p. 362). According to Kleinschmidt and Cooper
(1991), the differentiating effect will be higher for higher levels of innovative supplemental
services. Based on this argument, adding SMS/MMS as brand channels will increase the relative

perceived quality of a brand among customers.

Proposition 3: Consumer use of SMSMMS channel additions are negatively related to perceived

quality of alternatives

SVISMMS as channel addition — effects on direct relationship investments

Direct relationships point to time, money and other efforts invested in a brand. Such relationships
can be based on both economic and psychological values. Time refersto the time spent learning
to use the brand, and money includes money spent on building a relatiorship withthe brand -
money that will be considered sunk cost if the relationship is ended. Examples of monetary costs

that may have been invested in a relatiorship can be pre-paid subscriptions, and discounts and

bonus savings based on a long relation that will be lost if the relationship is ended. Examples of
psychological costs may be that persona profiles have to be rebuilt at another brand if the
relatiorship isended. This means that the customer has to go through a procedure with a new

brand to reveal information about herself in order to reestablish a persona profile at the new
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brand. Offering SMS/MMS as channel additions increases the available channels for building
direct relationships. Engaging customers in taking advantage of SMS/MMS as channel additions
increases the number of channels to build direct relationships. The more channels a brand offers
its customers, the greater the potential for strengthening direct relationships is If the customer
has invested time, money and other effortsin a brand through many channels, the total level of
relationship investments are higher than with a lower number of brand channels. Thus, using

SMS/MMS as brand channels wil | increase direct relationship investments.

Proposition 4: Consumer use of SMS'MMS channel additions are positively related to direct

relationship investments.

SMISYMMS as channel addition —effects on indirect relationship investments

Indirect relationship investments come into existence when originally extraneous resources such
as mutual friends, personal identity or shared material possessions become attached to the
relationship (Rusbult, Martz, and Agnew, 1998). The information dissemination dimension
reported in table 3.1 points to the possibility of SMS/MMS to forward and share material. The
possibility for immediate feed-back anywhere and anytime (information accessibility) enables
real time sharing of material in arelatiorship. Material sharing aso makes it possible for
customers to share information about their personal interests and preferences with the brand.

Access to such information about its customers gives a brand the opportunity to personalize their

services and to serve the customer according to its preferences. Functions such as “send me
signas’ (Doyle, 2001) — for example that the brand sends reminders to the customers that e.g. the
car is due to service or that it is Mothers day tomorrow (buy you Mother a present) - may

contribute to a feeling of being cared for by the brand. Thus, the customer may start to look at the
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brand as afriend. SMS/MMS may also be used to express social or personal identity.
Furthermore, information dissemination enabled by SMSMMS helps customers to show who
they are, and using the service reflects customers’ values. We therefore believe that the use of

SMS/MMS as brand channel additions may strengthen indirect relationship investments.

Proposition 5: Consumer use of SMS'MMS channel additions are positively related to indirect

relationship investments.

Effects of Brand Knowledge on Main Channel Use

According to Keller (1993), the higher the brand awareness among consumers and the more
unique, favorable and stronger the brand associations, the stronger become the overall consumer
knowledge of the brand, which in turn increases brand equity and brand usage. Thus, we propose
that the total main channel usage will increase due to the leverage of overall brand knowledge

(awareness as well as associations).

Propositions 6: Brand knowledge is positively related to main channel usage.

Effects of Brand Satisfaction on Main Channel Use
The consumer behavior literature contains hundreds of articles concerning the positive effect of

brand satisfaction on brand loyalty and brand repurchase. Although these effects are not

necessarily simple and straightforward (cf. Bloemer and Kasper, 1995), the vast mgjority of
researchers would certainly agree on the general positive correlation between satisfaction and

loyalty/repurchese. Consequently, and in line with the many studies revealing a positive

43



relationship between overall brand satisfaction and brand product usage, we propose a positive

effect of brand satisfaction on brand main channel usage.

Propositions 7: Brand satisfaction is positively related to main channel usage.

Effects of Quality of Alternatives on Main Channel Use

Quality of alternatives refers to the perceived desirability of available brand aternatives.
According to Rusbult, Martz and Agnew (1998), quality of alternativesis negatively related to
both commitment and relationship behavior. That is, the more attractive the available brand
partners, the less committed to and inclined to use the brand will the consumer be. Consequently,
we would expect that as the quality of alternatives increases, the consumer’s use of the brand’s

main channel will decrease.

Propositions 8: Quality of alternativesis negatively related to main channel usage.

Effects of Direct Relationship Investments on Main Channel Use

Investment size refers to the magnitude and importance of the resources that are interwoven in a
relationship - resources that would decline in value or be lost if the relationship were to end.
Direct relationships are investments of time, money or other resources tied to the acquisition,

learning and use of the mobile services. As relationships develop, consumers may invest many

resources directly into the relationship in the hope that doing so will improve it. Relationship
investment enhances commitment, and in consumer-brand relationships, it facilitates loyal brand
behavior, since the act of investment increases the cost of ending the relationship serving as a

powerful psychological inducement to persist (Rusbult et al, 1998). Consequently, we propose
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that direct relationship investments will positively influence main channel usage through

processes of dependence and psychological attachment.

Propositions 9: Direct relationship investments are positively related to main channel usage.

Effects of Indirect Relationship Investments on Main Channel Use

Indirect relationship investments are originally extraneous resources (such as friends, socia
networks or socia status) that over time have come attached to the brand relationship. For
example, using a mobile service may leverage the status of a consumer among hisher friends or
give him/her access to new social networks. Hence, these extraneous resources now become
closely intertwined with the consumption of the service and parts of these resources might be lost
if the relationship to the service vendor is terminated. Similar to direct relationship investments,
we expect indirect investments to introduce sunk costs to the relationship, increase brand partner
dependence and leverage consumer-brand relationship ties. This may in turn lead to increased

consumption of the brand’s primary channel.

Propositions 10: Indirect relationship investments are positively related to main channel usage.
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SMETHODOLOGY

Three studies were conducted for three categories of servicesto study the effects of both SMS
and MM S channel additiors on consumer-brand relationships. The first brand, FINN is provider
of the largest newspaper and Internet classifieds service in Norway. The second brand, TV2 is
Norway’s largest commercial TV broadcasting company. It also presents services such as news,
weather forecasts, entertainment and sport on the Internet. Big Brother, the third brand, is a
reality show presented by the Norvegian broadcasing company TV-Norge, through 24 hour cable
and broadband subscriptions channels and on the Internet. In the rest of this report, these three

studies are referred to as the Finn study, the Big Brother study and the Drop study, respectively.

5.1 Design, procedure and sample characteristics

All three surveys included a pre-test study and a post-test study. The pre-studies were announced
on the website of the three services included in the survey, namely www.finn.no,
www.tv2.no/mmsdropp/tv2/, and www.bigbrother.no/2003/. Respondents clicked on the
interactive announcement texts, and got access to an online questionnaire. The first page of the
guestionnaire presented information about the study and the respondents possibilitiesto win
prices by taking part in the study. The respondents were informed that the estimated time of
completing the pre-study was 10 to 15 minutes. At the end of the questionnaire respondents filled
in contact information, either a postal address or their preferred e- mail address. Respondents who

reported a postal address received an information letter and a post-test questionnaire two weeks
later. They were requested to answer the enclosed questionnaire and returned it to usin an
enclosed prepaid envelope or to visit awebsite to fill in the post-test questionnaire. Respondents

reporting their e-mail address were contacted by e-mail two weeks later and asked to visit a
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website to fill in the post-test questionnaire. A sample pre-test questionnaire used in the Big
Brother study is shown in appendix A. Table 5.1 gives a description of respondents’

characteristics.

Table 5.1 Sample characteristics

Big Brother Finn Drop
(n=2374) (n=368) (n=226)

Age
0-19 10.7 4.6 22.2
20- 29 48.5 425 43.6
30- 39 28.7 335 20.4
40 - 49 8.8 155 7.6
50 - 59 29 35 4.9
60 and above 0.3 0.3 13
Education
Primary 12.1 4.4 9.4
Secondary 49.9 29.2 50.9
University =<3 27.9 354 21.9
University =>4 10.2 311 17.9
Sex
Male 317 58.6 75.7
Female 68.3 414 24.3
Mobile Oper ator
Telenor 48.4 45.6 21.8
Netcom 33.7 34.1 68.9
Sense 51 55 18
Tele2 29 2.2 31
Other 9.9 12.6 44

The mgjority of respondents are between 0 - 39 years old. The category of 20 - 29 years old
subjects is the largest category for all three services studied. Secondary school education is the
dominating level of education for two of the services. The exception is FINN where
University=<3 is the dominating group. We also seethat male respondents dominate two of the

services. The exception here is Big Brother, where 68.3 percent of the respondents are female.

When it comes to mobile operators, Telenor and Netcom are the most frequently used. As can be
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clearly seen, Netcom is the dominating operator for the Drop service. The reason for thisis most
likely that Netcom customers can use this service free of charge. In total, table 5.1 illustrates the

variety categories of services and in user characteristics of the three studies reported here.

5.2Measures

The model presented in figure 4.2 includes seven constructs: SMS/MMS as channel addition,
brand knowledge, brand satisfaction, quality of alternatives, direct relationship investments,
indirect relationship investments, and main channel use. All items are found in table 5.2. Main
channel use was measured through two items tapping the respondent’ s actual use of the main
channel (i.e. the Big Brother TV show, Finn Internet services or TV 2 broadcast services). The
items reflect recent recall of service use as well as general recall of service use. Similar items
have been used in several broadcasting and electronic media studies (Conway and Rubin, 1991,
Perse, 1996). Brand knowledge is conceptualized by Keller (1993; 1998) as consisting of brand
awareness and brand associations. Three items were used to tap brand knowledge including one
item focusing brand recognition and two items tapping brand associations. The third item focused
the differentiating and unique profile of the service. Brand satisfaction was based on measures
focusing on satisfaction with the service and degree of expectation confirmation (Fornell,,
Johnson, Anderson, Cha, and Bryant, 1996; Fornell, 1992; Johnsen, Anderson and Fornell, 1995).
In addition, a measure of how pleased (Spreng, MacKenzie, and Olshavsky, 1996) the
respondents were with the service was included. Quality of alternativeswas measured by two

items focusing the relative quality of the service compared to other services that have the
potential to substitute the service. Direct relationship investments were measured by three items.
These items included time invested with the service, emotional relation with the service, and the

importance of the service in respondents’ everyday life. Indirect relationship investmentsfocused
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on the expressiveness of respondents’ personality and values by using the service, in addition to
their perception of how strongly others associate them with the service Measures of quality of
alternatives, direct relationship investments, and indirect relationship investments were based on
Rusbult (1980), Rusbult, Martz, and Agnew (1998), and Thorbjarnsen, Breivik, and Supphellen
(2002). SIMSMMS as channel addition was measured as the level of using SMS and/or MMS as
an additional channel to the service’s main channel. The three items applied included measures of
respondents perception of their level of using additional channels and their intention to use the

additional channel the next six months. Measures are shown in table 5.2.
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Table 5.2 Measures

Useof SMS

| use the SM S news service from “service’” alot (Use SMS 1)

| perceive myself as a heavy user of the “service” SMS news (Use SMS 2)

If BigBrother is sent again, | will use the “service” SMS news service alot (Use SMS 3)

Useof MM S

| use the MMS news service from “service” alot (Use MMS 1)

| perceive myself as a heavy user of the “service” MMS news (Use MMS 2)

If BigBrother is sent again, | will use the “service” MMS news service alot (Use MMS 3)

Brand knowledge

“Service’ has a profile that is easy to recognize (Brandkn 1)
“Service” differs from its competitors (Brandkn 2)

When exposed to “service’ it is easy to recognize it (Brandkn 3)

Brand satisfaction

| am very satisfied with “service’ (Brandsat 1)
“Service’ satisfies my expectations (Brandsat 2)
| am very pleased with “service” (Brandsat 3)

Quality of alternatives
| have access to other services that are better than “service” (Qualt 1)
The best servicein this service category is better than “service” (Qualt 2)

Direct relationship investments

| have spent alot of time with “service” (Dri 1)

Emotionally, | have a good relationship with “service” (Dri 2)
“Service” is an important part of my everyday life (Dri 3)

Indirect relationship investments

“Service” helps me to show who | am (Iri 1)
“Service” reflects my personal values (Iri 2)

| think others associate “service” with me (Iri 3)

Use of main channel
How much did you use “service” yesterday?
How much do you usualy use “service’?

All items were measured on a5 point Likert scale, except for main channel use where the amount
of use was measured through 6 different alternatives (i.e. increasing fixed amounts of time spent

using the service).

Due to a high number of measures (composite measures for three services at two points of time),

the reliability of measures are presented in this chapter for each of the three services. Table 5.3
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shows Cronbach's a for the measures used. All reported values of Cronbach's a are based on the

pre-test measures

Table 5.3 Measure reliabilities for the three studies.

Study Big Brother Finn Drop

Measure

Useof SMS 0.87 0.79 0.87
Useof MMS 0.89 0.85 0.92
Brand knowledge 0.70 0.72 0.70
Brand satisfaction 0.94 0.92 0.89
Quality of alternatives 0.73 0.68 0.56
Direct relationship investments 0.85 0.81 0.80
Indirect relationship investments 0.88 0.92 0.91
Use of main channel 0.84 0.86 0.76

Reliabilitiesare as low as 0.68 and 0.56 for quality of alternatives. According to Hair, et. a
(1998), the lower limit of acceptability range between 0.60 and 0.70. Thus, we consider the

reliabilities to be satisfactory except for quality of alternatives for the Drop study.

5.3 Descriptive information
Before we present results regarding the propositions proposed in chapter 4, descriptive data for
the three studies are presented. The descriptive information are presented to illustrate some

characteristics of the individual services and to make it possible to make comparisons across

services regarding the relation between the three brands and its customers. As can be seen, afew

more variables are added in these descriptive analysis than the variables included in the model

presented in figure 4.2.
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Table 5.4 Description of the three services

Big Brother Finn Drop
Mean St.dev Mean St.dev | Mean St.dev
Use SMS 2.03 1.06 181 0.87 2.27 1.07
Ease of use SMS 3.92 0.91 3.52 0.74 3.78 0.81
Usefulness SMS 3.46 119 3.35 1.07 3.07 1.22
Satisfaction SMS 3.22 1.03 3.29 0.75 3.26 0.91
Use MMS 1.86 1.02 1.56 0.85 2.81 1.39
Ease of use MM S 3.09 111 2.94 0.89 3.61 1.08
Usefulness MM S 2.71 116 2.73 117 3.09 121
SatisfactionMMS 2.87 1.06 2.78 0.85 3.17 113
Brand knowledge 4.61 0.55 4.37 0.62 391 0.76
Brand satisfaction 3.48 111 4.17 0.71 3.82 0.77
Quality of aternatives | 3.25 112 2.34 0.93 3.17 0.91
Dir relationship inv 342 107 3.19 1.00 343 0.93
Indir relationship inv 172 0.98 157 0.87 187 0.95
Brand attitude 3.77 0.97 4.36 0.54 4.05 0.70
Brand loyalty 2.88 117 2.77 0.89 2.87 0.99
Use main service 3.84 1.10 3.80 0.99 3.59 0.99

Results for Big Brother illustrate a relatively high level of Brand knowledge among the
respondents. The SMS services for Big Brother are generally evaluated higher than the MM S
services. Indirect relationship investments are the variable with the lowest score. For Finn, results
show high scores for brand knowledge, brand satisfaction, and brand attitudes. Also for Finn, the
SMS services are evaluated more positive than the MM S services offered. Respondents attitudes
towards Drop are positive. It is aso interesting to notice that the use of MMS services is higher
than the use of SMS services for Drop services users In general, there are only small differences

in the evaluation of SMS and MM S services for Drop.
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The use of SMS and MM S services are somewhat |lower among Finn respondents than among
Big Brother and Drop respondents. However, the respondents have a more positive attitude
toward Finn than toward Drop and Big Brother, and the respondents are in general more satisfied
with Finn than with Big Brother and Drop. A particular characteristic for the Finn serviceis that
quality of alternativesis considered very low when compared to the other services Thus, Finn
seems to have afairly strong brand in the market it operates when compared to Big Brother and

Drop.

5.4 Analyses procedure

The research propositions are analyzed by using two anayses techniques. The effects of
SMS/MMS as channel addition on the mediating variables were analyzed by the use of analysis.
of variance. In this study, the same measurements (brand knowledge, brand satisfaction, quality
of alternatives, direct relationship investments, indirect relationship investments, and main
channel use) were made two times for each subject. There are two ways of anayzing this data
material in SPSS 10.0 — the statistical software chosen for the analyses of variance. One option
would be to perform separate MANOVA analyses for each time of measurement and compare
between-subject effects. The second option would be to use the GLM?® repested measures
procedure to analyze both overall between subject effects and within-subject effects. We chose to

use this second option for two primary reasons. First, performing multiple MANOVAS for testing

the different propositions could inflate the risk of type 1 errors. In multivariate GLM repeated
measures, more analyses can be executed simultaneously. Second, GLM repeated measures allow

for testing both between subject effects and within-subject effects. That is, we are able to analyze

3 General Linear Model
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both the absolute differences in score between the independent variables (that is, level of
SMS/MMS channel addition usage) and their impact on the change in the dependent variables
between measure 1 and 2. When testing the relative impact of channel addition usage on
consumer-brand relationship ties, we are interested in testing both whether the absolute level of
SMS/MMS channel addition usage predicts the overall strength of consumer-brand relationship
ties (called between subjects effects), and whether the decrease/increase in brand relationship
ties between measure 1 and 2 is a function of SMS/MMS usage (called within-subjects effects).
According to the propositions presented in chapter 4, the level of brand relationship ties should
be compared across levels of SMS and MM S use. To analyze differences between customers with
a high level of SMSMMS use and low level of SMSMMS use, these variables were
dichotomized using the median split revealed for each of the three studies, and the binary use

variables were implemented as the independent variables of each analysis of variance.

When analyzing the effects of the mediating variables on the dependent variable, structural
equation modeling (SEM) was used. The software tool used for this analysis was Amos 4.01. The
measures applied in the measurement model are the same as in the analyses of variance except
for the two independent variables SMS use and MM S use which were maintained as the original
ordina variables in these path analyses. It should be noted that the analyses are using
observations at time t-1 (pre-tests) for the mobile channel addition use, brand knowledge, brand

satisfaction, quality of alternatives, direct investments and indirect investments variables,

whereas for main channel use, observations at timet (post-tests) are used. Thisisto avoid the
critique raised against brand relationship based models that commitment effects occur as the
result of investments in brand knowledge and brand relationships over time, and should thus be

measured in timeseries-designs and not in one-shot measures.
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The model presented in section 4 was formulated as a structural path model, and parameters were
estimated and analyzed for al three providers and their corresponding services. These models
were analyzed in four steps. First, the measurement model was estimated and investigated.
Second, the basic model presented in figure 4.2 wasestimated. Third, the models including
intentions to use SMS and MM S services as independent variables were estimated and

investigated, and finally, comparisons were made across models.

In the following, we present the survey results for Big Brother (Chapter 6), Finn (Chapter 7), and

TV2 Drop (Chapter 8), correspondingly. In chapter 9 the results for all three services are summed

up and discussed.
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6 RESULTS-BIG BROTHER STUDY

Although a general discussion of the measures and measure reliabilities for the three studies were
presented in the methodology section, thereliability and validity of the measures for the Big
Brother study are reported in this chapter before the results are presented. The method used to test
validity and reliability is composed of two steps. First traditional confirmatory factor analysisis
applied to test the convergence and discriminant validity of our measures. Next, traditional
measurement model estimations using structural equation modeling is applied. In general, the
method applied for testing the measurement model follows the principles suggested by Hair et al.

(1998) and Agarwal and Karahanna (2000).

6.1 Validity
To test the measurement model, confirmatory factor analysis was first conducted applying
traditional principal components analysis of all indicators using varimax rotationThe results of

this analysis are shown in table 6.1.
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Table 6.1. Confirmatory factor analysis for the Big Brother study (factor loadings below 0.35 not

shown)

|tem/Factor

1

2

3

]

5

6

=

8

SMS-usel

0.84

SMS-use 2

0.85

SMS-use 3

0.80

MMS-use 1l

0.90

MMS-use 2

0.90

MMS-use 3

0.74

Brand knowledge 1

0.76

Brand knowledge 2

0.59

Brand knowledge 3

0.87

Brand satisfaction 1

0.84

Brand satisfaction 2
Brand satisfaction 3

0.88
0.87

Quality of alt. 1

-0.92

Quality of alt. 2

-0.71

Direct investments 1

0.79

Direct investments 2

0.70

Direct investments 3

0.42

0.62

Indirect investments 1

0.85

Indirect investments 2

0.88

Indirect investments 3

0.75

Main channel use 1

0.83

Main channel use 2

0.81

Eigenvalues

8.13

2.89

1.76

1.43

1.20

1.00

0.85

0.70

Explained variance

36.97

13.16

8.01

6.48

5.45

454

3.87

3.17

From table 6.1 we see that the pattern of factor loadings is as expected. The second indicator of

brand knowledge has somewhat low convergence validity. However, when removing the item

from the scale, reliability suffers by Cronbach’s a being reduced from 0.70 to 0.63. Second, the

third item on the direct investments scale has somewhat low discriminant validity. However,

when removing this item from the scale, reliability suffers by Cronbach’s a being reduced from

0.85to 0.76. Thus, we choose to keep the items in the scales. With thisinitial analysis, we

conclude that the discriminant and convergence validity of the concepts used in the measurement

model are fairly acceptable but that further analysis is required before structural modeling can be

applied.
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6.2 ResultsBig Brother - effectsof SMSMM S

According to the propositions presented in chapter 4, increased use of SMS and MMS as a
channel addition should have positive effects on al brand relationship dimensions. More
precisely, this means that respondents which are more frequently using the SMS/MMS channel
addition services would 1) have a higher brand knowledge, 2) have a higher brand satisfaction, 3)
perceive the quality of alternatives as lower, 4) perceive higher direct relationship investments,
and 5) perceive higher indirect relationship investments than respondents ussing SMS/MMSto a

|esser extent.

Asrevedled in table 5.1, the samples for all three studies were biased regarding gender, age,
education and operator. We therefore tested the effects of these biases on the mediating and
dependent variables. No effects of mobile operator or age were revealed for the variables.
However, gender had an influence on brand knowledge (p<0.05) and direct relationship
investments (p<0.05) (higher score for women than for men), and education was reveaed to have
adirect effect on al of the 5 mediating variables (p<0.05) and on the dependent variable (p<0.05)
(higher score among respondents with low level of education than amorg respondents with high
level of education- opposite direction for quality of alternatives). Consequently, both
respondents’ education level and their gender were included as covariates when analyzing effects

of SMS/MMS channel addition on the mediating and dependent variables.

6.2.1 Results- SM S as channel addition
First we present the results regarding the effects of customers’ use of SM S as channel addition on

the brand relationship dimensiors. Next, we investigate the effects on main channel use

58



Effects on Brand Relationship dimensions

Below we present results of SM S as a channel addition for Big Brother. Both between-subject
effects (i.e. does level of SMS channel addition usage predict the overall strength of consumer-
brand relationship ties?) and within-subject effects (i.e. does level of SMS channel addition usage
explain any change in brand relationship ties between measure 1 and measure 2?) are reported.
The between subject test of SM S channel addition usage on brand relationship dimensions are

reported in table 6.2 below.

Table 6.2 Effects of SMS channel addition Between subjects]
SMSUSAGE [MEANS]

Variable F-value p L ow High
Brand Knowledge F1.280=3.68 .056 4517 4,639
Brand Satisfaction F1280=25.74 .000 3,152 3,717
Qudlity of Alternatives F1280=26.05 .000 3,614 3,041
Dir. Rel. Investments F1280=31.75 .000 3,014 3,651
Indir. Rel. Investments F1280=38.80 .000 1,413 2,065

As can be clearly seen from table 6.2, propositions 1 to 5 are all supported. The effect on each
relationship dimension is significant and the mean differences are al in the proposed direction.
Respondents frequently using SM'S channel additions reveal a higher level of brand knowledge
and brand satisfaction, perceive alternative brands as being of lesser quality, and experience a
higher degree of direct and indirect brand relationship investments compared to respondents with
alesser degree of SM'S channel addition usage. These findings are also fairly robust when we

control for gender, education and the respondents MM S usage. However, the effect on brand
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knowledge turned out not to be significant (p=.333) when the covariates were included in the
model. Thus, four of five propositions were supported for SMS channel additions. It should also
be noted that these effects are significant also when controlling for MM S use. Consequently,
SMS has an added effect on the brand relationship dimensions even when possible MM S-effects

have been accounted for.

When investigating the within-subject effects, the analysis revealed no significant changesin

mediating variables from using SM S between the time of the pre-test and the post-test.

Effects on Main Channel Behavior

For the tests of SMS channel additions to be truly interesting for operators and brands, we need to
investigate their effects not only on brand relationship cognition, but also on relationship
behavior. Consequently, we here test the effects of SMS channel additions on consumers

subsequent use of the brands' main channel.

Table 6.3 Effects of SMS channel addition [Between subjects]

SMSUSAGE [MEANS]
Variable F-value 0] L ow High
Main Channel Usage F1314=42.87 .000 2,470 3,479

Table 6.3 clearly illustrates that frequent users of SMS channel additions also are more frequent
users of the brands' main channel, in this case, the Big Brother TV-show. This effect is robust
even when we control for gender, education and MMS channel addition usage. Thus, the result

indicates that SMS is a complementary channel to the brand’s main channel.

60



As was also the case for the mediating variables, no within-subject effects are observed.

6.2.2 Results- MM S as channel addition
Here we first present the results regarding the effects of customers’ use of MM S as channel

addition on the brand relationship dimensiors. Next, we focus the effects on main channel

behavior.

Effects on Brand Relationship dimensions
The effects of Multimedia Messaging Services channel addition usage on the five different

consumer-brand relationship dimensions are presented in table 6.4 below.

Table 6.4 Effects of MM S channel addition [Between subjects]
MMSUSAGE [MEANS]

Variable F-value p Low High
Brand Knowledge F1310=2.041 .154 4,580 4,655
Brand Satisfaction F1310=42.19 .000 3,184 3,839
Qudlity of Alternatives F1310=20.92 .000 3,503 3,006
Dir. Rel. Investments F1310=23.69 .000 3,125 3,671
Indir. Rel. Investments F1310=26.98 .000 1,491 2,021

Table 6.4 shows that effects of usng MMS as a channel addition leads to stronger ties between
the brand and its customers. As for the tests of SMS channel addition usage, we controlled for
gender, education and SM S usage when testing effects of MM S usage on brand relationship
variables. The inclusion of these covariates in the model did not alter the effects listed in table 6.4

significantly, except for quality of aternatives where the p-value now increased to 0.103. The
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results for MM S channel additions thus follow a similar pattern as that of SMS, in that the effects
on brand knowledge are not significant. It should also be noted that these effects are significant
also when controlling for SMS use. Consequently, MM S a hierarchy of mobile channel additions

effects has again been identified.

Within-subject effects were revealed for direct relationship investments. Consequently, there we
identified a significant change in direct relationship investments during the 12 days period
between customers with high and low use of the brand’ sMMS services (F1,280 = 4.54, p<0.05).

The differences are illustrated in figure 6.1.

Direct Rel.Inv. [MMS]

3,7
3,6 T~

3,5 \E

3,4

—*— Low use
3,3 —&— High use

Dir.rel.inv. score

3,2

Time

Figure 6.1 Within-subject effects of MM S on Direct relationship investments.

The results show a decrease in the direct relationship investments among the customers using
MMS extensively during the 14 days period and only marginal changein thedirect relationship
investments among the customer s who use the MM S service less extensively. Thus, the result is

in the opposite direction of what was expected - a positive effect of using MM S channel addition
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on direct relationship investment. However, it should be noted that the effect is significant only
for one of the five variables focusing relational ties between the customers and the brand. Thus,

no genera conclusion should be drawn from the result.

Effects on Main Channel Behavior
The effects of MM S channel additions on actual use (viewing) of the Big Brother show is

illustrated in table 6.5 below.

Table 6.5. Effects of MM S channel addition [Between subjects]

MMSUSAGE [MEANS]
Variable Fvalue p Low High
Main Channel Behavior F133,=17.51 .000 2,639 3,352

Asfor SMS, MMS channel additions appear to boost the use of the main channel. However,
when controlling for respondent’ s gender, education, and SM S channel addition usage, this
significant effect disappears. Hence, the effect of MM S channel additions on Big Brother viewing

can be attributed to consumers SM'S channel usage or to biases due to gender differences.

When investigating the within-subject effects, the analysis revealed no significant changesin

main channel use from using MMS between the time of the pre-test and the post-test.

6.3 ResultsBig Brother - effects of mediating variables
Confirmatory factor analysis of the indicators used in the study was reported in table 6.1. From
this analysis we conclude that the discriminant and convergence validity of the concepts used in

the measurement model are fairly acceptable but that further analysis is required.
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According to Agarwal and Karahanna (2000), all constructs should share more variance with

their indicators than with other constructs. Thisis shown in table 6.6 along with results for the

composite reliabilities of each construct calculated as recommended by Hair et al. (1998).

Table 6.6. Inter-construct correlations and composite reliability

Composite | SMS | MMS | Brand | Brand | Quality | Direct | Indirect | Main
reliability | use use know. | sat. of dt. | inv. inv. channel
use

SMS 0.89 0.87

use

MMS 0.91 0.57 0.85

use

Brand 0.71 0.14 -0.01 | 0.67

Knowledge

Brand 0.94 0.34 0.32 | 047 |0.92

satisfaction

Qudity 0.77 -0.21 |-0.10 |-0.26 |-0.53 | 0.78

of alt.

Direct 0.85 0.37 029 |054 |060 |-053 |0.81

investments

Indirect 0.88 0.42 039 (013 |034 |-027 |060 |084

Investments

Main channel | 0.88 0.39 030 {029 |047 |-051 |0.71 |049 0.89

use

From table 6.6 we see that the composite reliabilities are above the recommended level of 0.5

suggested by Hair et al. (1998). We a so see that the average variances shared between constructs

and their indicators, shown along the diagona of the table, are larger than the corresponding

inter-construct correlations. The final test of the measurement mode! is the estimation of

measurement modd fit. The model was estimated using Amos 4.01 and the fit results are

?2/df=2.22, RFI=0.98, CFI=0.99 and RMSEA= 0.05. These results indicate very good fit of the
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measurement model*, and thus, we now conclude that our constructs have been measured using

sufficiently reliable and valid scales.

Next, we estimated the basic modd presented in figure 4.2. This model provides the frame of

reference for evaluating model fit and explained variances. The model is shown in figure 6.2

Brand knowledge

Brand satisfaction

Quality of
alternatives

Main channel use
54.5%

Direct investments
0.08

?2/df=2.016
RFI1=0.98
CF1=0.99
RMSEA= 0.052

Indirect investments

Figure 6.2. The basic model (** indicates significance at p<0.01)

From figure 6.2 we see that the basic model shows good fit when evaluated by absolute and
parsimony adjusted fit indexes. The model explains 54.5% of the variance in main channel use.

Thisis agood mode with acceptable fit and explanatory power. We aso see that the two

* According to Browne and Cudeck, cited in Arbuckle and Wothke (1999), a RMSEA less then 0.08 is acceptable.
According to Bentler, cited in Battacherjee (2000), ?2/df should be lessthan 5, preferably lessthan 2, and all other

indexes should be closeto 1 (Taylor and Todd, 1995). In general, we apply the rules of ?2/df"3 or better,
RMSEA<0.08 and all other indexes™1.
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significant paths in the model are the relationship between direct relationship investments and
main channel use and between quality of alternatives and main channel use. Thus, we conclude
that commitment to using Big Brother is mainly explained by perceived direct relationship

investments and by perceived quality of alternatives.

We have already established the relationships between SMS and MMS use and the five mediating
variables of the basic model (chapter 6.2). We have aso investigated the direct effect of SMS and
MMS use on main channel use (chapter 6.2). The relevant investigation here is to see if the
addition of SMS and MM S use contributes to an increase in the explained variance in main
channel use when compared to the basic model and if the relationships between the five
mediating variables and main channel use are moderated by maobile channel addition use. The
path models were estimated for SMS and MM S services respectively, starting with the model of

SMS use shown in figure 6.3.
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SMS use

0.13**
Brand knowledge
-0.10
Brand satisfaction
00
Quality of -0.19"N

Main channel use
55.8%

alternative

0.58™

Direct investments

0.05

?2/df=2.071
RFI1=0.98

CFI1=0.99
RMSEA= 0.054

Indirect investments

Figure 6.3. Path model of SMS service use (** indicates significance at p<0.01)

From figure 6.3 we see that the model fits the data well and that the model explains 55.8% of the

variance in main channel use. We also see that SM'S use has a significant effect on main channel

use. The inclusion of SMS use in the model does not contribute to any improvements in goodness
of fit, but on the other hand it does not represent a significant reduction in fit despite the addition
of new parameters. SM S use contributes to an increase in explained variance in main channel use

of 1.3%.

To assess if SMS use moderates the influence of the constructs in the basic model or if there are

direct effects only, we conducted five hierarchical regression analyses of the main effects and
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interaction effects of the brand dimensions and SMS use on main channd use. The results are

shown in table 6.7.

Table 6.7. Hierarchical regression illustrating moderating effects of SMS use

Independent variables df. R* ?R° | B SEB [ R
Brand knowledge 361 54 |- 0.62 0.14 0.23**
Brand knowledge 348 175 | 12.1 | 047 0.13 0.18**
SMSuse 0.50 0.07 0.36**
Brand knowledge 347 176 |01 | 065 0.30 0.24*
SMSuse 0.95 0.68 0.68
Interaction term -0.01 |0.14 -0.34
Brand satisfaction 358 183 | - 0.85 0.07 0.43**
Brand satisfaction 345 244 |61 0.46 0.07 0.34**
SMSuse 0.37 0.07 0.26**
Brand satisfaction 344 245 101 |0.39 0.14 0.29**
SMSuse 0.23 0.27 0.16
Interaction term 0.00 0.07 0.13
Quality of alternatives 358 205 | - -0.61 | 0.07 -0.45**
Quiality of aternatives 345 285 |80 |-051 |0.06 -0.39**
SMSuse 0.42 0.07 0.30**
Quality of alternatives 344 285 [0.0 |-050 |0.13 -0.37**
SMSuse 0.45 0.19 0.32*
Interaction term 0.01 0.05 -0.02
Direct investments 360 36.8 | - 0.84 0.06 0.61**
Direct investments 347 402 |34 |[0.76 0.06 0.55**
SMSuse 0.25 0.06 0.18**
Direct investments 346 410 (0.8 [0 0.12 0.39**
SMSuse -0.21 | 0.22 -0.15
Interaction term 0.12 0.06 0.42*
Indirect investments 359 219 | - 0.72 0.07 0.47**
Indirect investments 346 272 |53 0.61 0.08 0.39**
SMSuse 0.29 0.07 0.21**
Indirect investments 345 273 | 0.1 0.73 0.18 0.47**
SMSuse 0.37 0.13 0.27**
Interaction term 0.00 0.06 -0.12

(** and * indicate significance at p<0.01 and p<0.05, respectively)

From table 6.7 we see the problems with using regression analyses due to high correlations of
latent constructs. Still, as atest of the moderating effect of SMS use it is suitable. We see the

main effect of SMS use asidentified above. We only find a moderating effect for direct
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relationship investments. In this case, the main effect of SMS use is lost when introducing the
interaction effect. However, the improvement in explained variance is very small. Thus, we have
identified a main effect of SMS use as well as a margina moderating effect of SMS use on the
relationship between direct relationship investments and main channel use. To further investigate
this effect, a hierarchical regression analysis including all main effects and the added interaction
effect of SMS use and direct relationship investments was conducted. It showed that the
interaction term was still significant at the 5% level and increased the explained variance in main

channel use by 0.6%.

In figure 6.4, a similar estimation of the model using MMS use as the independent variable is

shown.
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Figure 6.4. Path model of MMS service use (** indicates significance at p<0.01)

From figure 6.4 we naturally find that the model of MM S use is very similar to the SMS mode.
The model fits the data well and explains a similar, but somewhat smaller proportion of the
variance in main channel use. The significant path coefficients from the basic model are found

here as well, but MM S use does not seem to have a main effect on main channd use.

To investigate any moderating effects of MM S use we used hierarchical regression analysis in the

same way as for SMS use. For MM S use we identified a positive interaction effect of both brand

satisfaction and direct relationship investments and MM S use on main channel use. In both cases,
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the main effect of MM S use identified in individual regression analyses where lost when
including the interaction term. The increase in explained variance in main channel use from
adding the interaction term was 1.2% for brand satisfaction and 0.9% for direct relationship
investments. To further investigate this, hierarchical regression analyses was conducted including
all main effects and the added effects of the two interaction terms. They showed that both
interaction terms were significant if added individually. Thus, MMS use has no main effect in the
model but has a moderating effect on the relationship between brand satisfaction and main
channel use and direct investments and main channel use. Because only direct relationship
investments had a significant main effect in the path model we may conclude that only this
interaction effect is significant in the path model as well for this construct investigated

individualy.

When comparing the basic model and the models of SMS use and MMS use, we see that
including SMS and MM S use in the model does not contribute to a significant increase in fit. For
SMS use it increases explained variance in main channel use by 1.3%, and a direct effect of SMS
use on main channel use isidentified. Furthermore a moderating effect of SMS use and direct
investments was found on main channel use. For MM S use, the increase in explained variance is
only marginal and consequently, the main effect of MMS use is not found significant. However, a
significant moderating effect of MM S use and direct relationship investments on main channel

use was identified.

6.4 Conclusions- Big Brother
The results reveaed for Big Brother indicate positive effects both on the mediating variables and

on the dependent variable included in figure 4.2. However, the effect of SMS on brand
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knowledge is weak, and the effect is not significant when control variables are included. Also for
MMS, there are no effects on brand knowledge. The effect on quality of aternatives also
disappears for MM S when control variables are included in the analysis. Only one within-subject
effectswasrevealed - a negative effect of MM S use on direct relationship investments. Thus, this

effect was in the opposite direction of what was expected.

Analysis based on structural equation modeling revealed main effects of direct relationship
investments, quality of alternatives, and use of SMSon main channel use. In addition, interaction
effects of SMS use and direct relationship investments, MM S use and brand satisfaction, and

MMS use and direct relationship investments on main channel use were found.
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7TRESULTS—-FINNSTUDY

A general discussion of the measures and measure reliabilities for the three studies were reported
in the methodology section. However, before we present the results of the Finn study, further
analyses of the vaidity of the measures used in the Finn study are reported. We also report
analyses of the reliability and validity of the measurement model applying the same procedures

as in the Big Brother study.

7.1 Validity
To test the measurement model, confirmatory factor analysis was first applied using traditional
principal components analysis with varimax rotation. The results of the analysis are shown in

table 7.1.
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Table 7.1. Confirmatory factor analysis for the Finn study (factor loadings below 0.35 not

shown)

|tem/Factor

1

2

3

]

5

6

=

SMS-usel

0.42

0.77

SMS-use 2

0.40

0.79

SMS-use 3

0.78

MMS-use 1l

0.90

MMS-use 2

091

MMS-use 3

0.60

0.42

Brand knowledge 1

0.81

Brand knowledge 2

0.35

0.67

Brand knowledge 3

0.78

Brand satisfaction 1

0.81

Brand satisfaction 2
Brand satisfaction 3

0.88
0.87

Quality of alt. 1

0.88

Quality of at. 2

0.80

Direct investments 1

0.75

Direct investments 2

0.80

Direct investments 3

0.36

0.35

0.68

Indirect investments 1

0.90

Indirect investments 2

0.91

Indirect investments 3

0.86

Main channel use 1

0.93

Main channel use 2

0.91

Eigenvalues

5.88

3.87

2.07

1.59

1.26

1.05

0.94

0.84

Explained variance

26.71

17.58

9.43

7.24

5.73

4.76

4.27

381

From table 7.1 we see that the pattern of factor loadings is as expected. The second indicator of

brand knowledge and the third indicator of direct investments have somewhat lower convergence

and discriminant validity. However, when removing the brand knowledge item from the scale,

reliability suffers by Cronbach’s a being reduced from 0.72 to 0.65. When eliminating the direct

investment item, reliability again suffers by Cronbach’s a being reduced from 0.81 to 0.69. Thus,

we choose to retain the items in the scales.

The third item on the MM S use scale has somewhat low convergence and discriminant validity

while the first and second SM S use items have somewhat low discriminant validity. When
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removing the third item on both scales, both reliability and validity isimproved. However,
according to Frankforth-Nachmias and Nachmias (1996), the difference between the loadings an
item has on two or more factors should be higher than 0.1 to indicate which factor the item
reflects. The differences in the cross-loadings reported fro SMS use and MMS usein table 7.1 is
all higher than 0.1. In addition, the items used in the variables SM S use and MMSS use should not
differ across the three studies reported here (Big Brother, Finn, Drop) because thismay harmthe
possibilities for comparing results across services. Thus, both SMS use and MM S use were

measured by the three items shown in table 7.1.

7.2 ResultsFinn - effectsof SMS/MM S

Since table 5.1 revealed that the samples for al three studies were biased by gender, age,
education and operator, the effects of these biases on the mediating and dependent variables were
tested also for Finn. As for Big Brother, no effects of mobile operator or age were revealed for
the variables. However, gender had asignificant influence on brand knowledge (p<.0.01),
satisfaction (p<.0.01) and direct relationship investments (p<.0.01) (higher score for women than
for men), and education was revealed to have an effect on indirect relationship investments
(p<.0.01) (higher score among respondents with low level of education than among respondents
with high level of education). Consequently, both respondents’™ education level and their gender
were included as covariates when analyzing effects of SMS/IMMS channel additions on the

mediating and dependent variables.

7.2.1 Results- SM S as channel addition
First we present the results from investigating the effects of customers’™ use of SMS as channel

addition on the brand relationship dimensiors. Next, we focus the effects on main channel use.
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Effects on Brand Relationship dimensions
The effects of SMS channel additions on consumer-brand relationship dimersions are shownin
table 7.2 below. These are the results of the analyses of between subject effects (i.e. does level of

SMS channel addition predict the overall strength of consumer-brand relationship ties?).

Table 7.2 Effects of SMS channel addition [Between subjects]
SMSUSAGE [MEANS]

Variable F-value p L ow High
Brand Knowledge F1278=3.08  .080 4,234 4,360
Brand Satisfaction F1278=5.04  .026 4,059 4,230
Quality of Alternatives F1,278=.023 .880 2,327 2,342
Dir. Rel. Investments F1278=5.00  .026 3,009 3,263
Indir. Rdl. Investments Fi076=17.74 .000 1,343 1,740

At first glance, these results appear promising. However, when controlling for gender, education
and MMS channel addition usage, al of the significant effects above disappear (become
insignificant). Hence, all positive effects of SM'S channel addition usage on brand relationship
ties can be explained by (interactions with) differences in scores between male and female users,

levels of education and/or the respondents MMS usage.

Tests of within-subject effects were also undertaken (i.e. does level of SMS channel addition

usage explain any change in brand relationship ties between measure 1 and measure 2?). No

significant within-subject effects were revealed
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Effects on Main Channel Behavior
Probably, the effects of using SMS as channel addition on actual customer use of their main
channel service (web) is even more interesting than the effects focused above. The effects of
SMS channdl additions on actual Finn main channel use are displayed in table 7.3 below.
Table 7.3 Effects of SMS channel addition [Between subjects]

SMSUSAGE [MEANS]

Variable Fvalue p L ow High
Main Channel Use F1194=19.29 .007 3,187 3.563

As can be clearly seen, SMS channel additions influences the use of Finn’s web-based servicesin
a positive way, indicating that this effect is not mediated through brand relationship dimensions.
Controlling for gender, education and MM S channel addition use does not change this significant
influence. Thus, asfor Big Brother, SM S seens to be a complementary channel to the main

channel of the brand (web). No significant within-subject effects are found in the Finn study.

7.2.2 Results- MM Saschannel addition
We first present the results from investigating the effects of customers’ use of MM S as channel

addition on the brand relationship dimensiors. Next, we focus the effects on main channel use.

Effects on Brand Relationship dimensions

In table 7.4, weillustrate the between subject effects of MM S channel addition on the brand

relationship dimensions of Finn.
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Table 7.4 Effects of MM S channel addition [Between subjects]
MMSUSAGE [MEANS]

Variable F-value p L ow High
Brand Knowledge Fias=1.44  .230 4,328 4,253
Brand Satisfaction F135=.048  .826 4,104 4,119
Qudlity of Alternatives F1355=1.36  .245 2,305 2,402
Dir. Rel. Investments F135=7.14 .008 2,953 3,215
Indir. Rel. Investments F1345=27.14 .000 1,352 1,757

The results show that MM S as a channel addition has a positive effect on both direct and indirect
relationship investments. The resultsin table 7.4 are robust even when controlling for gender,
education and SM S channel addition usage. The significant effects for direct and indirect
relationship investments do not change when these three covariates are introduced in the model.

Asfor SMS use, no significant within-subject effects are observed from MMS channel addition

Effects on Main Channel Behavior
The effects on Finn main channel usage of MM S channel additions are displayed below in table

1.5.

Table 7.5 Effects of MM S channel addition [Between subjects]

MMS USAGE [MEANS]
Variable F-value 0] L ow High
Main Channel Use F135=11.09 .037 3.223 3.470

Although the effect is not very strong, it is significant at the p>.05 level. MM S channel additions
significantly contributes to increasing the traffic at the Finn website. However, when controlling

for the education level, gender and SM S usage of respondents, this effect vanishes.
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Again, no significant within-subject effects are observed.

7.3 ResultsFinn - effects of mediating variables

The indicators applied in the measurement model are the same as in the analyses of variance
presented above except for the two independent variables SM S use and MM S use which was
maintained as the origina ordina variables in the path analyses. In this study, the time frame was
set to 14 days between the pretest measures of the independent variables and the posttest of the

dependent variable indicators.

Confirmatory factor analysis of the al indicators was reported in section 7.1. From this analysis
we conclude that the discriminant and convergence validity of the constructs used in the

measurement model are acceptable but that further analysisis required.

According to Agarwal and Karahanna (2000), all constructs should share more variance with
their indicators than with other than with other constr ucts. This is shown in table 7.6 along with
results for the composite reliabilities of each construct calculated as recommended by Hair et al.

(1998).
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Table 7.6. Inter-construct correlations and composite reliability

Composite | SMS | MMS | Brand | Brand | Quality | Direct | Indirect | Main
reliability | use use know. | sat. of dt. |inv. inv. channel
use

SMS 0,85 0,79

use

MMS 0,88 0,63 0,84

use

Brand 0,74 0,09 -0,02 | 0,70

Knowledge

Brand 0,92 0,15 0,01 (069 |0,89

satisfaction

Quality 0,79 0,05 0,11 |-0,28 |-0,30 | 0,78

of alt.

Direct 0,81 0,21 0,16 (047 |056 |-013 |0,76

investments

Indirect 0,93 0,39 038 (018 [018 | 0,12 0,55 | 0,9

investments

Main channel | 0,90 0,13 003 (024 |[029 [-012 |053 |[0,24 0,90

use

From table 7.6 we see that the composite reliabilities are above the recommended level of 0.5
suggested by Hair et al. (1998). We also see that the average variances shared between constructs
and their indicators, shown along the diagona of the table, are larger than the corresponding
inter-construct correlations. The final test of the measurement model is the estimation of
measurement model fit. The measurement model was estimated using Amos 4.01 and the fit
results are ?2/df=2.065, RFI=0.98, CFI=0.99 and RMSEA= 0.05. These results indicate very
good fit of the measuremert model, and thus, we now conclude that our constructs have been

measured using sufficiently reliable and valid scales.

Next, we estimated the basic model presented in figure 4.2. This model provides the frame of

reference for evaluating model fit and explained variances. The modd is shown in figure 7.1.
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Figure 7.1. The basic model (** indicates significance at p<0.01)

From figure 7.1 we see that the basic model shows good fit when evaluated by absolute and

parsimony adjusted fit indexes. However, the model explains only 28.1% of the variance in main

channel use. Thisis a good model with acceptable fit but the explained variance is considerably

smaller than in the Big Brother study. We also see that the only significant path in the model is
the relationship between direct relationship investments and main channel use. Thus, we

conclude that commitment to using Finnis mainly explained by perceived direct relationship

investments.
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We have aready investigated the relationship between SMS and MM S use and the five mediating

variables of the basic model. We have also investigated the direct effect of SMS and MMS use on

main channel use. Thus, to investigate if the addition of SMS and MM S use contributes to an
increase in the explained variance in main channel use when compared to the basic model, the

path models were estimated for SMS and MM S services respectively. In figure 7.2 the model

adding SMS use is illustrated.

0.05

Brand knowledge

Brand satisfaction

Quality of
alternative

Main channel use
28.2%

Direct investments

-0.08

?2/df=1.927
RFI1=0.98
CFI1=0.99
RMSEA= 0.050

Indirect investments

Figure 7.2. Path model of SM S service use (** indicates significance at p<0.01)
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From figure 7.2 we see that the model fits the data well and that the model explains 28.2% of the
variance in main channel use. Thus, the fit is somewhat better than for the basic model when
evaluated by parsimony adjusted fit indexes as well, but the model shows no increasein
explained variance in main channel use. Neither was the influence of SM'S use on main channel

use found significant.

To assess if SMS use moderates the influence of the constructs in the basic modedl, we conducted

five hierarchical regression analyses of the main effects and interaction effects of the constructs

and SMS use on main channel use. The results are shown in table 7.7.
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Table 7.7. Hierarchical regression illustrating moderating effects of SMS use

Independent variables df. R ?R° | B SEB | R
Brand knowledge 356 32 |- 0.36 0.10 0.18**
Brand knowledge 350 48 |16 |[0.33 0.10 0.17**
SMSuse 0.18 0.08 0.12**
Brand knowledge 349 57 |09 |[0.74 0.24 0.37**
SMSuse 1.28 0.60 0.89**
Interaction term -0.25 0.13 -0.82
Brand satisfaction 356 6.8 |- 0.46 0.09 0.26**
Brand satisfaction 350 8.1 1.3 1043 0.09 0.25**
SMSuse 0.16 0.08 0.11**
Brand satisfaction 349 88 |07 |[0.75 0.22 0.42**
SMSuse 0.96 0.50 0.66
Interaction term -0.18 0.11 -0.61
Quality of alternatives 355 05 |- -0.10 0.07 -0.07
Quality of aternatives 349 28 |23 |-011 0.07 -0.08
SMSuse 0.22 0.08 0.15**
Quiality of aternatives 348 29 |01 |[-0.06 -0.06 | -0.04
SMSuse 0.28 0.28 0.19
Interaction term -0.03 -0.03 | -0.06
Direct investments 355 165 | - 0.50 0.06 0.41**
Direct investments 349 17.2 | 0.7 | 0.49 0.06 0.40**
SMSuse 0.10 0.07 0.07
Direct investments 348 17.4 | 0.2 |0.61 0.14 0.49**
SMSuse 0.32 0.26 0.22
Interaction term -0.06 0.07 -0.20
Indirect investments 354 4.0 - 0.29 0.08 0.20**
Indirect investments 348 47 |07 |024 0.08 0.17**
SMSuse 0.13 0.08 0.09
Indirect investments 347 6.8 21 1064 0.16 0.44**
SMSuse 0.46 0.14 0.32**
Interaction term -0.17 0.06 -0.44**

(** and * indicate significance at p<0.01 and p<0.05, respectively)

From table 7.7 we again see the problems with using regression analyses due to high correlations
of latent constructs. Still, as atest of the moderating effect of SMS useit is suitable. We see a
main effect of SMS use for some of the constructs, but this was not found significant in the path
model. Only for indirect investments can we identify a significant interaction effect. To further
investigate if this effect is consistent in the complete path model we investigated the effect of

adding this term to the model including all mediating variables. This analysis revealed that there
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is an interaction effect of SMS use and indirect relationship investments on main channel use.
Adding the term increased the explained variance of main channel use by 1.4% and the effect was
significant at the 5% level. Most interesting with this finding is that the interaction effect is
negative. Thus, SMS use moderates the effects of indirect relationship investments on main
channel use by reducing its influence. This may be interpreted as if SMS use in this case partly
replaces the effects of other indirect investments made in brand relationships on main channel

use.

In figure 7.3 a similar estimation of the model adding MMS use as the independent variable is

shown.
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Figure 7.3. Path model of MMS service use (** indicates significance at p<0.01)

From figure 7.3 we naturally find that the model of MM S use is very similar to the SMS mode.
The mode fits the data well and explains asimilar proportion of the variances in main channel
use. The significant path coefficient from the basic model is found here as well, but as for SMS

use, MMS use does not seem to have a main effect on main channe use.

To investigate any moderating effects of MM S we again applied hierarchical regression analysis

in the same way as for SMS use. For MM S use we identified a negative interaction effect of

indirect relationship investments in the same way as for SMS use. The interaction effect was aso
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tested in a hierarchical regression analysis including all main effects. In this model, adding the
interaction term increased the explained variance in main channel use by 0.9%, and the effect was
significant at the 5% level as for SMS use. Thus, MMS use has no main effect in the model but it

has a moderating effect on the relationship between indirect investments and main channel use.

When comparing the basic model and the models of SMS use and MMS use, we see that
including SMS and MMS use in the model does not contribute to a significant increase in fit.
SMS and MMS use increase explained variance in main channel use by only 0.1 and 0.2%, and
no significant main effects of these two constructs were identified. A moderating effect of SMS

and MM S use and indirect investments was found on main channel use.

7.4 Conclusions— Finn

The results revealed main effects of SM'S channel addition on brand satisfaction, direct
relationship investments and indirect relationship investments. However, when controlling for
alternative explanations, these effects disappeared, and we cannot conclude that SM'S channel
addition has any effect on brand relationship ties. The effect of SMS use on main channel use
was, however, more robust, and the effect remained significant even after the inclusion of the
control variables. MM S use was found to have an effect on both direct and indirect relationship
investment. An effect of MMS as channel addition was also revealed for main channel use, but

this effect vanished when control variables were included in the analysis. Thus, for between

subjects effects, we conclude that SMS use influences main channel use and that MM Suse
influences direct and indirect relationship investments. No significant within-subject effectswere

revealed neither for SMS or MMS.
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Anayses based on structural equation modeling revealed a main effect of direct relationship
investments on main channel use only. SMS and MM S use showed no direct effects on main
channel use. However, interaction effects of SMS and MMS use and indirect relationship
investmentson main channel use were found. However, the interaction effects were both

negative, indicating that the effect of indirect relationship investments on main channel use

decreases when use of SMS and MMS increases.
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8RESULTS-DROPSTUDY

A genera discussion of the measures and measure reliabilities for the three studies were reported
in the methodology section. However, before we present the results of the Drop study, further
analyses of the validity of the measures used in the Drop study are reported. We aso report
analyses of the reliability and validity of the measurement model applying the same procedures

as in the two studies reported above.

8.1 Validity
To test the measurement model, confirmatory factor analysis was first applied using traditional
principal components analysis with varimax rotation. The results of the analysis are shown in

table 8.1.
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Table 8.1. Confirmatory factor analysis for the Drop study (factor loadings below 0.35 not
shown)

|tem/Factor 1 2 3 4 5 6 7 8

SMS-us 1 0.81

SMS-use 2 0.86

SMS-use 3 0.74

MMS-use 1 0.93

MMS-use 2 0.91

MMS-use 3 0.77 0.41

Brand knowledge 1 0.84

Brand knowledge 2 0.38 0.68

Brand knowledge 3 0.70

Brand satisfaction 1 0.83

Brand satisfaction 2 0.85
Brand satisfaction 3 0.82

Quality of alt. 1 0.89

Quality of alt. 2 0.70

Direct investments 1 0.37 0.65

Direct investments 2 0.40 0.75

Direct investments 3 0.63 0.37

Indirect investments 1 0.87

Indirect investments 2 0.85

Indirect investments 3 0.85

Main channel use 1 0.83

Main channel use 2 0.81

Eigenvalues 7.45 3.24 1.94 1.29 1.15 0.98 0.93 0.77

Explained variance 33.86 | 14.74 | 881 5.88 523 445 4.22 3.51

From table 8.1 we see that the pattern of factor loadings is as expected. The second indicator of
brand knowledge and the first and third indicators of direct investments have somewhat lower
convergence and discriminant validity. However, when removing the brand knowledge item from
the scale, reliability suffers by Cronbach’s a being reduced from 0.70 to 0.55. When eliminating

the first direct investment item, reliability again suffers by Cronbach’s a being reduced from 0.80

to 0.75 and when removing the third indicator, Cronbach’s ais reduced from from 0.80 to 0.68.
Thus, we choose to retain the items in the scales. The third item on the MMS use scale has
somewhat low discriminant validity. When removing the third item on both the SMS and MM S

use measures, reliability as well as validity isimproved. However, to enable comparison of

90




results across the three services investigated (and other arguments presented in section 7.1), the

measures of the constructs were kept as shown in table 8.1.

8.2 ResultsDrop - effectsof SMSIMM S

Education has a significant effect on satisfaction (p<0.01), quality of alternatives (p<0.01), direct
relationship investments (p<0.01) and indirect relationship investments (p<0.01) (higher score
among respondents with low level of education than among respondents with high level of
education - opposite direction for quality of alternatives), whereas gender has a significant effect
on brand knowledge (p<0.05) and direct relationship investments (p<0.01) (higher score among
women than among men). Age and operator does not significantly influence the five relationship
dimensions or the dependent variable. Consequently, we chose to control for education and

gender in the analyses of variance applied to test the propositions of section 4.

8.2.1 Results- SM S as channel addition
We first present the results from investigating the effects of customers’ use of SMS as channel
addition on the brand relationship dimensiors. Next, the effects onmain channel use are

presented.

Effects on Brand Relationship dimensions

The results of the GLM repeated measures analysis of the effects of SM'S channel addition on

brand relationship ties are displayed in table 8.2 below.
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Table 8.2 Effects of SMS channel addition [Between subjects]

SMSUSAGE [MEANS]

Variable F-value p L ow High
Brand Knowledge F1203=14.25 .000 3,685 4,036
Brand Satisfaction F1203=11.15 .001 3,611 3,962
Quality of Alternatives F1203=1.15 284 3,226 3,135
Dir. Rel. Investments F1203=15.37 .000 3,118 3,450
Indir. Rel. Investments F1203=25.94 .000 1,598 2,156

When inspecting table 8.2, we clearly see that SMS channel additions positively influences all
relationship dimensions but quality of alternatives. When controlling for gender, education and
MMS use, the level of significance remains largely unchanged, indicating that the findings are

robust and the displayed effects are independent from these covariates.

In addition to these betweensubject effects, within-subject effects of SMSon indirect

relationship investments and brand satisfaction were found as well. The results are presented in

figure 8.1.
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Figure 8.1 Within-subject effects of SMSon indirect relationship investments and brand

satisfaction

The results reflect the same pattern as that revealed for direct relationship investments in the Big
Brother study. Indirect relationship investments and brand satisfaction actually decrease among
the customers using the brand’ s SM S services most extensively during the 14 days period
between the pre-study and the post-study. The relationship ties of these customers changes more
negatively than that of the customers using the brands MM S channel addition less extensively.

Surprisingly, the result is in the opposite direction of what was expected.

Effects on Main Channel Behavior
The effect of SM S channel additions on actual usage of TV2' smain channel is shownin table 8.3

below.

Table 8.3. Effects of SM S channel addition [Between subjects]

SMSUSAGE [MEANS]
Variable F-value p L ow High
Main Channel Use F1218=28.60 .000 3,182 4,118
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As can be seen from table 8.3, consumers using SMS channel additions have a significant higher
use of the main channel as well. This observation still holds when we control for users gender,
education and MMS use. Again, we can conclude that SMS is a complementary channel to the
brands main channel. When investigating the change in main channel use between pre-test and

post-test, o within-subject effects were observed.

8.2.2 Results- MM S as channel addition
We first present the results of investigating the effects of customers™ use of MM S as channel

addition on the brand relationship dimensiors. Next, we focus the effects on main channel use.

Effects on Brand Relationship dimensions

The effects of MM S channel additions on brand relationship dimersions are displayed in table

84.

Table 8.4. Effects of MMS channel addition [Between subjects]
MMSUSAGE [MEANS]

Variable F-value p L ow High
Brand Knowledge F1203=9.80  .002 3,691 3,989
Brand Satisfaction F1203=4.87  .028 3,663 3,880
Quality of Alternatives F1203=.147 .702 3,181 3,228
Dir. Rel. Investments F1203=3.27  .072 3,227 3,439
Indir. Rel. Investments F1203=11.09 .001 1,690 2,079
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Table 8.4 shows us that significant effects exist on three out of five relationship dimensions. Still,
when introducing gender, education and SMS usage to the model, all significant effects are

offsat.

A within-subject effect was revealed for MM S on indirect relationship investment during the
period of two weeks between the pre-study and the post-study ( F1,203 = 4.868, p <0.05). The

effect is illustrated in figure 8.2.
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Figure 8.2. Within-subject effects of MM S on indirect relationship investments.

The result shows that perceived indirect relationship investments increases during the period
among the heavy users of the brand’s MMS services. Figure 8.2 also illustrate that the change in
indirect relationship investments is more positive among the heavy users of the brand’s MMS
services than among the light users of the MMS services. This result supportsthe expectation that

MMS use increases brand relationship ties.
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Effects on Main Channel Behavior
The effect of MM S as a channel addition on actual use of the main channel is reported in table

85.

Table 8.5. Effects of MMS channel addition [Between subjects]

MMSUSAGE [MEANS]
Variable F-value p L ow High
Main Channel Use F136=11.09 .037 3,223 3,470

The effect of MMS use on main channel use is significant and positive. However, this effect can
be attributed in full to gender, education and SM S usage differences among respondents. No

within-subject effects were revealed from MM S use on main channel use.

8.3 ResultsDrop - effects of mediating variables

The indicators applied in the measurement model are the same as in the analyses of variance
presented above except for the two independent variables SMS use and MM S use which again
was maintained as the original ordina variables in the path analyses. In this study, the time frame
was set to 14 days between the pre-test measures of the independent variables and the post-test of

the dependent variable indicators.

Confirmatory factor analysis of all indicators applied in the study was reported in section 8.1.

From this analysis conclude that the discriminant and convergence validity of the concepts used

in the measurement model are acceptable but that further analysisis required.
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According to Agarwal and Karahanna (2000), all constructs should share more variance with
their indicators than with other than with other constr ucts. This is shown in table 8.6 along with
results for the composite reliabilities of each construct calculated as recommended by Hair et al.

(1998).

Table 8.6. Inter-construct correlations and composite reliability

Composite | SMS | MMS | Brand | Brand | Quality | Direct | Indirect | Main
reliability | use use know. | sat. of dt. | inv. inv. channel
use

SMS 0,90 0,86

use

MMS 0,93 0,61 0,90

use

Brand 0,72 0,22 0,21 | 0,67

Knowledge

Brand 0,90 0,27 0,18 | 0,64 |0,86

satisfaction

Qudity 0,63 -005 |0,03 |-041 |-058 | 0,66

of alt.

Direct 0,81 0,32 023 (057 |058 |-044 |0,76

investments

Indirect 0,91 0,35 019 (032 |037 |[-018 |0,69 |0,88

Investments

Main channel | 0,77 0,43 025 |041 |045 |-031 |066 |051 0,79

use

From table 8.6 we see that the composite reliabilities are above the recommended level of 0.5
suggested by Hair et al. (1998). We a so see that the average variances shared between constructs
and their indicators, shown aong the diagonal of the table, are larger than the corresponding
inter-construct correlations. The final test of the measurement model is the estimation of
measurement model fit. The measurement model was estimated using Amos 4.01 and the fit

results are ?2/df=1.63, RFI=0.97, CFI=0.99 and RMSEA= 0.05. These results indicate very good
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fit of the measurement model, and thus, we now conclude that our constructs have been measured

using sufficiently reliable and valid scales.

Next, we estimated the basic model. This model provides the frame of reference for evaluating

model fit and explained variances. The model is shown in figure 8.3.

Brand knowledge

0.01

Brand satisfaction

Quality of
alternatives

Main channel use
44.4%

Direct investments
0.12

?2/df=1.772

RFI1=0.98
CF1=0.99

RMSEA= 0.059

Indirect investments

Figure 8.3. The basic model (** indicates significance at p<0.01)

From figure 8.3 we see that the basic model shows good fit when evaluated by absolute and
parsimony adjusted fit indexes. The model explains 44.4% of the variance in main channel use.
Thisis agood model with acceptable fit, and the explanatory power is somewhat less than for the

Big Brother study but considerably better than that of the Finnstudy. We also see that, consistent
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with the results of the Finn study, the only significant path in the model is the relationship
between direct relationship investments and main channel use. Thus, we conclude that
commitment to using the Drop services is mainly explained by perceived direct relationship

investments.

We have already investigated the relationship between SMS and MMS use and the five mediating
variables of the basic model. We have also investigated the direct effect of SMS and MMS use on
main channel use. Thus, to investigate if the addition of SMS and MM use contributes to an
increase in the explained variance in main channel use when compared to the basic model, the
path models were estimated for SMS and MM S services respectively. In figure 8.4 the model

adding SMS use is shown.
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Brand knowledge
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Quality of
alternative

Main channel use
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Direct investments
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22/df=1.634
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CF1=0.99
RMSEA= 0.053

Indirect investments

Figure 8.4. Path model of SMS service use (** indicates significance at the 1% level)

From figure 8.4 we see that the model fits the data well and that the model explains 49% of the
variance in main chamel use. Thus, the fit is somewhat better than for the basic model when
evaluated by parsimony adjusted fit indexes as well, and he model also shows an increase in the
explained variance of main channel use of 4.6%. We also now see that as opposed to the Finn

study and consistent with the Big Brother study, SMS use has a main effect on main channel use.

To assess if SMS use moderates the influence of the constructs in the basic model or if there are

direct effects only, we conducted five hierarchical regression analyses of the main effects and
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interaction effects of the constructs and SMS use on main channd use. The results are shown in

table 8.7.

Table 8.7. Hierarchical regression illustrating moderating effects of SMS use

Independent variables df. R® |[?R° [ B SEB [ R
Brand knowledge 217 83 |- 0.56 0.13 0.29**
Brand knowledge 210 21.2 | 129 | 0,46 0,12 0,23**
SMSuse 0,48 0,09 0,34**
Brand knowledge 209 213 101 [0,35 0,29 0,18
SMSuse 0,27 0,49 0,19
Interaction term 0,05 0,12 0,18
Brand satisfaction 216 12.2 | - 0.67 0.12 0.35**
Brand satisfaction 209 22.3 | 10.1 | 0,55 0,12 0,29**
SMSuse 0,41 0,09 0,30**
Brand satisfaction 208 223 |00 |0,64 0,30 0,33*
SMSuse 0,56 0,43 0,41
Interaction term -0,04 0,11 -0,13
Quiality of alternatives 218 6.2 |- 0.40 0.11 0.25**
Quiality of aternatives 211 19.3 | 13.1 | -0,35 0,10 -0,22
SMSuse 0,50 0,08 0,37
Quality of alternatives 210 193 | 0.0 |-041 0,23 -0,26
SMSuse 0,42 0,30 0,31
Interaction term 0,03 0,09 0,07
Direct investments 218 247 | - 0.79 0.09 0.50**
Direct investmerts 211 30,5 | 58 |0,66 0,09 0,42**
SMSuse 0,36 0,08 0,26**
Direct investments 210 3.7 | 1.2 |0,74 0,12 0,47**
SMSuse 0,45 0,10 0,33**
Interaction term -0,03 0,02 -0,11
Indirect investments 218 178 | - 0.65 0.09 0.42**
Indirect investments 211 235 |57 |0,50 0,10 0,32**
SMSuse 0,38 0,09 0,28**
Indirect investments 210 26.7 |32 |[117 0,26 0,74**
SMSuse 0,80 0,17 0,58**
Interaction term -0,24 0,09 -0,62**

(** and * indicate significance at p<0.01 and p<0.05, respectively)

From table 8.7 we again see the problems with using regression analyses due to high correlations

of latent constructs. Still, as atest of the moderating effect of SMS use it is suitable. We find a
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main effect of SMS use for all the constructs. For indirect investments, we identify a significant
interaction effect as well. This interaction effect is negative. Thus, SM S use moderates the effect
of indirect relationship investments on main channel use by reducing its influence. This may be
interpreted as if the main effect of SMS use in this case replaces the effects of other indirect
investments made in brand relationships on main channel use. To further investigate if the
interaction effect is consistent in the complete path model, we investigate the effect of adding this
term to the model including al mediating variables. This analysis revealed that the interaction
effect adds 2.4% in explained variance to main channel use, and the interaction effect is
significant at the 1% level. The model includes two main effects of direct investments and SMS
use as well as the negative interaction effect between indirect investments and SMS use. Thus,
SMS use seems consistently to moderate the influence of indirect relationships investments on

main channd use.

In figure 8.5, asimilar estimation of the model adding MMS use as the independent variable is

shown.
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Figure 8.5. Path model of MMS service use (** indicates significance at p<0.01)

From figure 8.5 we naturaly find that the model of MM S use is similar to the SMS model. The
model fits the datawell and explains a similar, but somewhat smaller proportion of the variance
in main channel use. The significant path coefficient from the basic model is found here as well,

but unlike SMS use, MM S use does not seem to have a main effect on main channdl use.

To investigate any moderating effects of MM S use we used hierarchical regression analysisin the

same way as for SMS use. The results for the constructs with significant interaction terms are

shown in table 8.8.
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Table 8.8. Hierarchical regression showing significant interaction terms

Independent variables df. R* ?R° | B SEB [ R
Direct investments 218 24.7 | - 0.79 0.09 0.50**
Direct investments 210 268 [ 21 | 0,74 0,10 0,47**
SMSuse 0,15 0,06 0,14*
Direct investments 209 288 |20 |[1,20 0,21 0,76**
SMSuse 0,71 0,24 0,67**
Interaction term -0,16 0,07 -0,67*
Indirect investments 218 178 | - 0.65 0.09 0.42**
Indirect investments 210 202 | 24 |0,59 0,10 0,39**
SMSuse 0,17 0,07 0,16**
Indirect investments 209 238 |36 [1,34 0,25 0,87**
SMSuse 0,59 0,15 0,56**
Interaction term -0,23 0,07 -0,71**

(** and * indicate significance at p<0.01 and p<0.05, respectively)

For MMS use we identified negative interaction effects for both direct and indirect relationship
investments. The interaction effects were also tested in hierarchical regression analyses including

all main effects adding only the interaction terms. In these models, adding the interaction term for

direct investments increased the explained variance in main channel use by 2.1% and the effect
was significant at the 5% level. For the interaction term of indirect investments and MMS use,
explained variance was increased by 2.9% and the effect was significant at the 1% level. Thus,
MMS use has no main effect in the model but has a moderating effect on the relationship between
direct and indirect relationship investments and main channel use. As for SMS use, this
interaction effect is negative indicating a moderating role of MMS use on the effect of direct and
indirect relaionship investments on main channel use. Again this shows that MMS use is
considered an investment in the relationship with the main channel that partly replaces the effects
of other relationship investments. If this reflects a boundary in the maximum perceived

relationship investments that customers feel they can make remains an open question.
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When comparing the basic model and the models of SMS use and MM S use, we see that
including SMS use in the model contributes both to a main effect and a moderating effect. For
MMS use, no main effect was reveaed in the path model, but strong interaction effects were

revealed for both direct and indirect relationship investments and MMS use on main channel use.

8.4 Conclusions- Drop

The results indicate between-subjects effects of SM'S as channel addition on brand knowledge,
brand satisfaction, indirect relationship investments, direct relationship investments, and use of
TV2’smain channel (TV). These effects are significant even when control variables are included
in the analysis. However, when including control variables in the analysis, no MMS use effects
remained significant. Thus, we can not conclude that MM S channel addition has any main effects

on the variables included in this study.

Within-subject effectswere found for SMS on brand satisfaction and on indirect relationship
investments. However, the results were in the opposite direction of what was predicted. Also,

MMS effects (in the expected direction) were found for indirect relationship investments.

Analysis based on structural equation modeling revealed main effects of direct relationship
investments and use of SMS. Interaction effects of SMS use and indirect relationship investments

were also revealed. In addition interaction effects of MMS use and both indirect relationship

investments and direct relationship investments on main channel use were found. However, all
the observed interaction effects were negative, indicating that the effect of indirect relationship

investments on main channel use decrease when use of SMS and MMS increase and that the
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effect of direct relationship investments on main channel use decrease when use of MM S

increase.
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9 CONCLUSIONSAND DISCUSSION

This report has focused on effects of SMS and MM S as channel addtion for three services.
Effects have been reported for relationship ties (brand knowledge, brand satisfaction, quality of
alternatives, direct relationship investments, and indirect relationship investments) and for actual
use of the brands main channels Effects of using SMS/MMS as channel addition are reported as

both between-subjects and within-subject (12/14 days period) effects.

9.1 Summary of results
The results for between-subjects effects and within-subject effects are summarized in table 9.1

and 9.2 and discussed in section 9.1.1 and 9.1.2.

9.1.1 Effects of SMSM M S on mediating variables
These analyses were undertaken by two versions of analysis of variance. First we sum up the

results from the between subjects investigations. Next, the within-subject results are presented.

Between-subj ects effects
The results presented in table 9.1 gives a summary of the results of the between subjects effects
revealed for the three services. These results are based upon the analyses of variance presented in

sections 6-8.
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Table 9.1 Summary of between-subjects effects

Big Brother Finn Drop
SMS MMS | SMS MMS | SMS MMS
Brand knowledge NS NS NS NS Sign NS
Brand satisfaction Sign Sign NS NS Sign NS
Quality of alternatives Sign NS NS NS NS NS
Dir relationship invest Sign Sign NS Sign | Sign NS
Indir relationship invest Sign Sign NS Sign | Sign NS
Use of main channel Sign NS Sign NS Sign NS

NS = Not significant / Sign = Significant

The results are somewhat mixed, and conclusions should be drawn carefully. However, based on
the summary presented in table 9.1, two conclusions are indicated. First, currently there seens to
be a stronger effects of adding SMS as en extra channel than for MMS. In particular, this seems
to be the conclusion for the Drop and Big Brother studies, while this conclusion is more

questionable for the Finn study where very few effects were revealed at all.

The second conclusion indicated by the summary presented in table 9.1 is that effects on brand
knowledge and quality of aternatives, in general, are lower than for the other variables. In
general, and across al services, we would expect the effects on brand knowledge to be weaker
than for the remaining relationship dimensions. The reason for this is twofold. First, asillustrated
in hierarchy-of-effects models of brand relationships (Shimp, 2000), brand knowledge is a
prerequisite for brand satisfaction and perceived relationship investments. One must be aware of

and know the brand before entering into a relationship with it. Since the threshold for brand

knowledge is lower than for the remaining brand relationship dimensions, and thus more people
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knowing about abrand than being a committed relationship with it, we would expect SMSYMMS
channel useto have a stronger effect on the remaining brand relationship dimensions. Second,
and related to this point, we would expect ceiling effects in questionnaire response for brands
with a high degree of awareness and associations among the respondents. When brand knowledge
already is high across all groups of respondents, the fixed anchors of the questionnaire scale does
not alow for much increase in response due to channel addition usage. Rather, increased
associations and ties with the brand would be reflected in the remaining relationship dimensions.
This is supported by the fact that effects seem to be strongest for direct and indirect relationship

investments.

Related to effects on brand knowledge, theories predict that information presented in various
contexts is encoded in dightly different ways. Also, the dual coding theory predicts that pictures
and text will be coded in different ways. Both perspectives argue that this will provide multiple
retrieval cues, and thus, increase brand knowledge. Related to the variation in formats and
richness in information presented in SMS and MM S, MM S should be a more effective channel
addition than SMS. Results from this study reveal SM S effects on brand knowledge only for the
Drop study. No effects were revealed for MMS. Thus, the results do not support the theoretical
predictions of a causal effect from channel richness via multiple retrieval cues to brand

knowledge.

Within-subject effects
Results of within-subject effects (i.e. does level of channel addition usage explain any change in
brand relationship ties between measure 1 and measure 2?) are summarize in table 9.2. As can be

seen, only afew within-subject effects were revea ed.
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Table 9.2. Summary of within-subject effects.

Big Brother Finn Drop
SMS MMS | SMS MMS | SMS MMS
Brand knowledge NS NS NS NS NS NS
Brand satisfaction NS NS NS NS Sign NS
Quality of aternatives NS NS NS NS NS NS
Dir relationship invest NS Sign NS NS NS NS
Indir relationship invest NS NS NS NS Sign Sign
Use of main channel NS NS NS NS NS NS

NS = Not significant / Sign = Significant

The results show that within effects of SMS were found for direct relationship investment in the

Big Brother study and for brand satisfactionand indirect relationship investments in the Drop

study. Within-subject effects were revealed for MM S on indirect relationship investments in the

Drop study. Consequently, within-subject effects are very rare in the studies presented in this

report. It should also be noticed that only the within-subjects effects of MM S on indirect

relationship investments observed in the Drop study was in the expected direction. Overall, there

was a decrease in respondents’ evaluation of the relational measures during the 12/14 days period

of the studies. According to the propositions, this reduction should have been lower among the

heavy users of SMS/MMS channel addition services than among the other respondents. No other

within-subject effect than the MM S effect on indirect relationship investments (in the Drop

study) supported the propositions.
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Only marginal within-subject effects were revealed. This finding is not very surprising and can be
attributed to two primary causes. First, the time between measure 1 and 2 is quite short. A period
of two weeks is not avery long time for respondents to strengthen brand relationships
considering the total amount of timethat has beenavailable for getting to know the brand.
Second, most respondents have already established (mature) relationships with the brands studied
through other channels. The incremental increase in brand relationships attributable to

SMS/MMS channel additionsin this two week period would most likely be rather marginal.
Third, since measure 1 was conducted after most respondents had started using the channel
addition service, we may expect most of the effects of the channel addition use on brand
relationships to have already materialized. Consequently, the abovementioned between subject
anaysis is a more redlistic and appropriate test of the proposed effects than the within-subject

analysis.

9.1.2 Effects of mediating variables on main channel use

While the effects presented in table 9.1 and 9.2 focus effects of SMS/MMS use on the mediating
and dependent variables, results presented in table 9.3 focuses the effects of the mediating (and
independent) variables on the dependent variable (main channel use). These results are based

upon the structural equations modeling presented in sections 6-8.
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Table 9.3. Summary of effects from mediating variables on main channel use.

Big Brother Finn Drop
Main effects
Brand knowledge NS NS NS
Brand satisfaction NS NS NS
Quality of aternatives Sign NS NS
Dir. relationship investments Sign Sign Sign
Indir. relationship investments NS NS NS
SMSuse Sign NS Sign
MMS use NS NS NS
I nteraction effects
Dir. rdl. inv. * SMS use Sign NS NS
Indir. rel. inv. * SMS use NS Sign Sign
Dir. rel. inv. * MMS use Sign NS Sign
Indir. rel. inv. * MMS use NS Sign Sign
Brand sat. * MM S use Sign NS NS

NS = Not significant / Sign = Significant

In short, the results show that direct relationship investments are the main antecedent of main

channel use. The variable has a significant effect on main channel use across al three services. In

addition, we see that SMS use aso has a direct effect on main channel use for the Big Brother

and Drop services. In table 9.3, only the results for interaction effects found significant in at least

onesudy are shown. A fewsignificant interaction effects were revealed. However, the

interaction effects did not show any clear pattern across the three studies. Thus, one should be

careful to conclude regarding interaction effects in general.
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9.2 Implications

Combining the results presented in table 9.1 and 9.3, some interesting indications are present. As
can be seen, effects of SMS and MM S are strongest on indirect relationship investments and
direct relationship investments. If we combine this with the results from table 9.3, we see that
effectsof direct relationship investment are the single most important antecedent for main
channel use. Thus, the causal chain from SMSYMMS use, via direct relationship investment, on
main channel use seens to be the most promising chain for further elaboration. Following this
causal chain, the strategies for companies should be to use SMS/MMS channel additiors to
increase direct relationship investments. This means that companies should 1) strive to build an
emotional relationship with their customers by the use of SMSMMS, 2) strive to be an important
part of the customers everyday life, and 3) strive to make their customers use their added

services alot. If thisis attained, customers will increase the use of the brand’s main channdl.

The open questions then are 1) how can companies build an emotional relationship with their
customers by the use of SMSMMS, 2) how can the company be an important part of the
customers everyday life, and 3) how can the company make their customers use their added
services a lot. The answers to these questions depend on situational factors. Two examples are the
type of brand and category of customer segments using the brand. However, some general
recommendations can be made. Related to the first point (build emotional relationships), several
authors point to the fact that mobile devices are very personal (The Economist, 2001; Lot21,

2001; Andersson and Nilsson, 2000). By using the consumers' permission to offer them
personalized, timely, and relevant information, the relationship is deepened (Lot21, 2001).
Furthermore, two way communication help to build the relationship between the customer and

the brand (Barbieri, 2002). Thus, serving the customers on a personal and individual basis, for
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exampl e by sending relevant and time sensitive information to aloyalty card customer, may
strengthen the emotional relationship between a brand and its customers. Related to the second
point (be an important part of customers life) an idea called “send me signals’ was introduced by
Doyle (2001). Examples of such signal are reminders sent from the brand to the customers - for
example that the customer’s car is due to service (Doyle, 2001) or reminders of Mother’s Day the
upcoming Sunday (Barwise and Strong, 2002). Through such services, the brand may help
customers organize their everyday life, and thus, be an important part of the customers' life. The
third point (make their customers use their added services a lot) reflects the information
accessibility element (see table 3.1). One way to make the customers use a service alot isto be
available anytime and everywhere. Thisis in particular relevant for time and location based
sarvices. The brand may also offer subscription services alowing the brand to contact the

customer.

Another result from table 9.1 worth mention is that the use of SMS has a direct and positive
effect on the use of the brands’ main channel use. The result is valid for al of the three services,
while such an effect is not present for MMS for any of the three services. In chapter 2 we
discussed channel complements, channel supplements and channel substitution. The result
indicate that SM'S channel additions are perceived as complements to the brands’ main channels
while the MMS services are supplements to the brands’ main channels. Although the MM S

services seem to be supplementary, it is argued by Riel, Liljander, and Jirrens (2001) and

Anderson and Narus (1995) that supplementary services have the potentia to add value to the
core product. This may be the reason why we observe some MM S effects on the mediating
variables (brand satisfaction, direct relationship investments, indirect relationship investments)

without observing any effect on use of the main channel.
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9.3 Discussion

This sudy includes three individual surveys investigating the effects of SMSMMS as channel
addition on customers’ relatiorshipswith a brand and customers main channel use. Procedures
and measures are very similar across the three studies. In general the measures used are well
founded in research reviewed in section 4. Thus the construct validity should be considered
acceptable. However, as discussed in sections 6.1, 7.1, and 8.1, there are some problems related
to cross loadings in the confirmatory factor analyses for SMS use and MMS use. Due to the
importance of keeping the measures alike across the three studies, both SMS use and MM S use
were measured by three indicators inn all of the three studies. Further refinement of the two
constructs SMS use and MMS use istherefore required. Still, comprehensive analyses of the
measurement models investigating convergence and discriminant validity as well as composite

reliability showed god fit and acceptable indexes.

The procedure used to recruit subjects in the three studies was similar. A link to a questionnaire
was presented at the website of the three brands taking part in the survey - TV2 Drop, Finn, and
Big Brother. Visitors of the website had to “click” on the link to get access to the questionnaire.
Thus, the recruitment was initiated by the respondents. This means that the respondents were
users of the service offered on the website or that they had an explicit interest in expressing their

opinions about SMS and MM S channel addition for the three brands. The recruitment method is

based on saf-selection of respondents. For all three surveys, sample demographics on gender,
age, education, and mobile operator are reported. Sample characteristics show that the samples
are not representative of the general population However, gender and education was the only

sample characteristics reveaed to influence the dependent variables studied here. These variables
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areincluded as covariatesin all analysis, and effects of the sample biases are commented on in
each of the three studies. The size of the samples in the three surveys ranged from 226 to 374. In
general, sample size should be large enough in al three studies to guarantee statistical conclusion
vaidity. In genera, internal validity of the results presented in this report is considered
acceptable. However, internal validity was limited to the constructs, measures, samples and
services (brands) we have studied. Thus, conclusions regarding the effects of SMSMMS as
channel addition for TV2 are in principle limited to the users of TV2's Drop website.
Conclusions regarding effects of SMS/MMS as channel addition for Finn are in principle limited
to the users of Finn’s website. And, conclusions regarding effects of SMSMMS as channel
addition for Big Brother are in principle limited to the users of Big Brothers' website. However,
we have no indication that the samples resulting from the self-selection procedure applied differ

considerably from the population of main channel usersin any of the three studies.

Timing may also be an issue threatening external validity. For example, the phase of the adoption
process or external events may have interacted with our service categories and subject selection
methods in ways that have reduced the external validity of our results. TV 2’s Drop service was
introduced March 8, 2003 while Finn has been available on SMS for afew years now (athough
the MMS services are newer). The Big Brother services were available only for a period of 68
days from March 9 to May 14. The Big Brother main channel service (and some of the channel

addition services) was heavily advertised during the survey period when compared to the two

other services reported. It should also be noticed that the Drop service was free during the survey
period while users had to pay for the use of the two other services. Consequently, timing may
have limit the external validity of the results presented here. Despite these issues threathening

externa validity, the findings reported as most important here have been found consistent across
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three service,s including services used mainly for instrumental as well as for entertainment
purposes. The services also appeal to different customer segments but our findings have also
proved to be fairly consistent across customer segments. Thus, we suggest that the findings
revealed in this study represent a solid basis for further exploration and investigation of the

effects of mobile channel additions in commercial contexts.

The results revealed more effects of SM S than of MM S (see table 9.1). One potential explanation
of this observation may be found in the adoption process of the services. SMS services are
adopted among most of the customersin the populations studied. Thus, the respondents have
tried SMS services many times, and they have realistic expectations about SMS services. MM S
services, however, are till only used among a few customersin the population studied. Also,
MMS services are still available for a narrow range of services. Thus, the expectations related to
the quality of MM S services may be less redlistic, and the possibility for being disappointed
(disconfirmed expectations) is higher. According to theory (Yi, 1990), disconfirmed expectations
about a service lead to dissatisfaction with the service. This may explain why MMS as channel
addition did not seem to be as effective as SM S services. However, if this explanation is correct,
MMS as channel addition should be more effective in the future as MM S services become more

common.
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Appendix A. Sample pre-test questionnaire-Big Brother

Side 1 av 4

BB-huset.

du vet eller tror om disse tienestene

Konsentrer deg farst om SMS-nyhetene til BigBrother. SMS-nyhetene gjer at du f3r melding nar det skjer noe spennede i

Svar pd spersmalene ut fra dine erfaringer. Hvis du ikke har erfaringer vil vi likevel at du svarer pd spersmalene ut fra det

SINF)

vennligst ta stilling til felgende utsagn om SMS-nyhetene til BigBrother p2 en skala fra 1 til 5 der
1 er swaert uenig cg 5 er swart enig:

Swva
enig|f

IElruF-cen av SMS-nyhetene er enkel og forstielig

IDet er lett 3 bruke SMS-nyhetene til BigBrother

Jeg er sveert tilfreds med SMS-nyhetene til BigBrother

SMS-nyhetene til BigBrother tilfredstiller mina forventninger

Jeg bruker SMS5-nyhetene fra BigBrother mye

Ueg ser pd meg selv som en som bruker SM3-nyhetene fra BigBrother mye

Oeg har tenkt & bruke SMS-nyhetene fra BigBrother hvis det starter opp igjen pa nytt

ellelieilelolle]iol®
elleliellellolle]ie]®
ellelieiielelle]ie N

SMS-nyhetene gjer at jeg kan felge bedre med pa det som skjer pa BigBrother

SMS-nyhetene er nyttige n3r man vil felge med p3 det som skjer pd BigBrother

Jeg snakker ofte med andre om SMS-nyhetene til BigBrother

& bruke SMS-nyhetene er en del av den maten jeg uttrykker min personlighet pd

SMS-nyhetene far meg til & bli mer interessert i 3 felge med pa TVW-programmet EigBrother

SMS-nyhetene har lite med innholdet pd TV-programmet BigBrother 3 gjere

Ting som jeg fer m3tte se pd TV-programmet BigBrother for 3 f8 med meg kan jeg nd i stedet f3
med meg ved & bruke SMS-nyhetene

i

+
ololojoloololLsilo|el00 000

o 4

ellellellelellol(e]™
O |(0|0|0|10(0|0|w
Q00|00 0|0

Wennligst besvar nd felgende sparsmal om SMS og telefon-avstemmingen p3
[BigBrother:

‘Omtrent hvor mange ganger har du brultt SMS-avstemmingen pd BigBrother O Ingen
siste uke? 0
3-3 ganger

D 1-2 ganger

D Mer ann 3 ganger

Omtrent hvor mange ganger har du brukt telefon-avstemmingen [(825- D Ingen
A ; i
nummer] pa BigBrother siste uke? 03_5 n—

O 1-2 ganger
OMer enn 35 ganger

Wennligst ta stilling til falgende utsagn om SMS og telefon-avstemmingen til BigBrother p3 en
iskala fra 1 til 5 der 1 er swaert wenig ocg 5 er svart enig:

liDet er enklere & bruke SMS-avstemmingen enn telefon-avstemmingen

SMS-avsternmingen tilfredstillier mine forventninger bedre enn telefon-avstemmingen

Jeg har tenkt & bruke SMS-avstemmingen mer enn telefonavstemmingen hvis BigBrother starter
opp igjen pa nytt

SMS-avstemmingen er mer nyttig enn telefon-avstemmingen

& bruke SMS-awstemmingen stemmer bedre med min personlighet enn 3 bruke telefon-
avstemmingen

IDen reelle prisen pd SMS-avstemmingen er mye heyere enn prisen pa telefon-svstemmingen

Swaart
enig
@)
O
O
(]
O
O

OO0 (0|0 (00|

Klikk pd "Send"” ndr skjemaet er utfylt og du er klar til & ga til side 2
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[==]

F

Side 2 av 4

Konsentrer deg nd om MMS-nyhetene til BigBrother. MMS-nyhetene gjer at du f3r bilder og lengre meldinger sem
oppsummerer hva som har hendt i BB-huset.

Svar p3 spersmalene ut fra dine erfaringer. Hvis du iklke har erfaringer vil vi likevel at du svarer p3 spersmalene ut fra det
du wet eller tror om disse tjenestene.

Swamrt
wennligst ta stilling til felgende utsagn om MMS-nyhetene til BigBrother pd en skala fra 1 til 5 der |uenig
1 er swaart uenig og 5 er svaert enig: 1

IBruken av MMS-nyhetene er enkel og forstielig

IDet er lett & brulee MMS-nyhetene til BigBrather

IJe-g er svart tilfreds med MMS-nyhetene til BigBrother

IMMS-n}rhetene til BigBrother tilfredstiller mine forventninger

Jeg bruker MMS-nyhetene fra BigBrother mye

Deg ser p& meg selv soem en som bruker MMS-nyhetene fra BigBrother mye

elleliollelellele]™
Q000|000
Q000|100 |0

Ueg har tenkt & bruke MMS-nyhetene fra BigBrother hvis det starter opp igjen pa nytt O
Swesrt Swvaerh
uenig enig
1 2 3 4 3
IMMS—nyhetene gjer at jeg kan felge bedre med pa det som skjer pd BigBrother D 0 O O O
I|MMS-r11_,.rheter1e ar nyttige nar man vil felge med p3 det som slger pd BigBrother o g 6 8 8
I|Jeg snakker ofte med andre om MMS-nyhetene til BigBrother O D D O D
I|A bruke MMS-nyhetene er en del av den maten jeg uttrykker min personlighet p3 O O O O O
I|MMS—nyheter1e far meg til & bli mer interessert i & falge med pd TV-programmet BigBrother D D O O O
I|MMS-n}rheter1e har lite med innholdet p& TV-programmet BigBrother 3 gjere {:} O O O O
ing som jeg fer matte se pa TV-proegrammet BigBrother for 3 f& med meg kan jeg na i stedet fa O D O O O
med meg ved & bruke MMS-nyhatene

ennligst besvar n3 felgende spersmil om SMS-nyhetene og MMS-nyhetene
il BigBrother:

Omtrent hvor mange ganger har du brukt/mottatt SMS-nyhetene pa C Ingen (@S] ganger

: ; =
BigBrother siste uke? (a5 ganger e enn 'S ganger
Omtrent hvor mange ganger har du brukt/mottatt MMS-nyhetene pa @] Ingen OFS-] ganger

i : 2
BigBrother siste ukes Oa-s ganger O Mer enn 5 ganger
wennligst ta stilling til felgende utsagn pd en skala fra 1 til 5 der 1 er svaert uenig cg 5 er svaert  |Svaert Swaert
enig: uenig anig

leg ser pd meg selv som en erfaren mobilbruker

2 3 4
©O 00O O
Jeg ser pd@ meaq selv som en erfaren bruker av SM5 EIET T I
© 606 00O

Deg ser pa meg selv som en erfaren bruker av MMS

Klikk pd "Send"” ndr skjemaet er utfylt og du er klar til & g4 til side 3 Mullstill
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Side 2 av 4

Vi vil nd at du kensentrerer deg om TV-programmet BigBrother.

du wet eller tror om TV-programmet BigBrother.

Svar pd spersmalene ut fra dine erfaringer. Hvis du ikke har erfaringer vil vi likevel at du svarer pd spersmalene ut fra det

Wennligst ta stilling til felgende utsagn p3 en skala fra 1 til 5 der 1 er svaart uenig cg 5 er swvrt
enig:

Svazrt
uenig

Swva=
I

IEI-l'gEI-ruther har en profil det er lett 3 kjenne igjen

I|EI-igEI-ruther skiller seg klart ut fra andre underheldningspregrammer

I|Jeg trenger ikke se etter kanal-logoen pi skjermen for se at det er BigBrother jeg ser p3

Mar noen sper meg hva som er pa TV i kveld husker jeg BigBrother farst

ellellelely
ellellellely
eliellelieid

I|Jeg er svaert tilfreds med BigBrother

I|EI-igEI-ruther tilfredsstillar mine forventninger

I|Jeg er veldig forneyd med BigBrother

I|Jeg har tilgang til andre underheldningspregrammer som er like bra som BigBrother

I|Det beste underholdningspregrammet er mye bedre enn BigBrother

elle]le]le]lc]N X {lc]lc]le] o]
o 4

Q|00 |0|C|
elleliellele]l

O|o|ojo|oj»2i 00|00

elleliellelelt

Angi pd en skala fra 1 til 5 hvordan du, sett under ett, vurderer TV-programmet BigBrother

Darlig| () 1 iz @) a Os Era
Forferdelig O 1 D 3 O =] O 4 O 5 Utmerket
MNegativt O 1 {:}2 Og 04 05 Positivt

ennligst ta stilling til felgende utsagn pd en skala fra 1 til 5 der 1 er sveert uenig cg 5 er svaart
mig:

Swart

uenig

I|Jeg har brukt mye tid sammen med BigBrother

I|Rent felelsesmessig har jeg et godt forheld til BigBrother

I|EI-igEI-rcrther ar en viktig del av min hverdag

I|EligElrUther hjelper meg 3 vise hvem jeg ensker & vere

IEll'gElrl:lth ar viser hvilke verdier jeg star for

Ueg tror at andre forbinder BigBrother med meg

eoliellellellele]ls
olielleliellelie]s
O[C0|IC|O0|w
oliellelieleliell

Swva=rt
uenig

Jeg opplever meg selv som lojal til BigBrother

leg feler meg knyttet til BigBrother

Jeg er willig til & gjere sma offer for & kunne fortsette 3 se BigBrother

Deg @nsker & holde meg til BigBrother i fremtiden

Jeg anbefaler gjerne BigBrother til mine venner

elleliellelies
elleliellele]iy
elleliellellell

elleliellelois
ellellelleleil

Klikk pd "Send"” ndr skjemaet er utfylt og du er klar til 4 ga til side 4
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Side 4 av 4

Fortsett 2 konsentrere deg om TV-programmet BigBrother.

wennligst ta stilling til felgende utsagn pd en skala fra 1 til 5 der 1 er svaert uenig cg 5 er svart enig!

Jeq ser mye pa BigBrother

leg ser pd meg selv som en som ser mye pa BigBrother

Ueg har tenkt & se mye p3 BigBrother hvis det starter opp igjen pa nytt

I|_Hr:is kvaliteten pa BigBrother blir lavere enn den er na vil jeg heller primzert felge med pa et annst
-program

Dersom BigBrother skuffer meg vil jeg heller primart felge med p& andre TV-program

Q|0 [0|OCaw
GO OO O|w
GO OO O

ngi pa en skala fra 1 til 5, der 1 er sveert lite eller ikke i det hele tatt g 5 er sv=ert mye i hvilken
rad du ser p2 felgende sendinger fra BigBrother.

Diaglige sendingene med oppsummeringer (ma-fre + lg-sa@, 20:30-21:30)

I|EI-igEI-ruther direkte med Trygve Renningen (te, 21:00-22:00)

I|EligElrcrther Online med chat (ma-fre, 19:00-19:30)

I|EligElrUther uten filter (to 22:45-23:20])

I|EI-|'gEI-r|:lther streaming pa web

I|EI-igEI-ruther 24 p& Canal Digital

olielleliellolielR
CC|00|0|0)] «
O QO [O|0|C] «

ngi pa en skala fra 1 til 5, der 1 er svert lite eller ikke i det hele tatt g 5 er sv=ert mye i hvilken
rad du ser/har sett pd felgende TV-programmer:

1§ lojojojojojo| »ii [O|o|0/0|O)-

o

mp Molloy (TV3)

I|Ida| (Tva)

I|Rnbin5nr| (TWV3)

I|?]_ Grader Nord (TWVN)

ololo|o| ~75 lolo|elole|o| ~i§ |00 000
+ +

o000~
CI0|0|I0| «
O0|0|0| «
sllellelie;

|}Venn|igst beswar felgende spersmal:

{0.5- 1 time
() z-2.5 timer

O Under 0.5 time

Hvor mye s3 du p3 BigBrother i gir
() 1.5-2 timer

() 1-1.5 time
O Mer enn 2.3 timer

Oo.5-1time
) 2-2.5 timer

O Under 0.5 time
) 1.5-2 timer

Hvor mye ser du vanligvis pd BigBrother i lapet
av en dag?

(J1-1.5 time
D Mer enn 2.5 timer

D Kvinne D Mann

I|Er du kvinne eller mann?

I|Hva er din alder?

O o-15 O zo-28 O 30-29 O 40-45 O 50-55 O 60 og over
OGl'fh’sameer OEnsligfseparerU'skilt OAnnen

O Grunnskole

O Universitet/heyskole 1-2 3r
(2 under 200 000

{2 200 ooo - 500 DOO

I|H\.ra er din sivilstand?

OVidErE 2ende skole
Hva er din heyeste utdanning? s

D Universitet/hayskeole 4 3r eller mer

{0 200 000 - 299 000
) over 600 00D

O Sense O Telez

mtrent hva er din personlige bruttoinntekt
(kroner)?

O Annen operater

I|H\mr har du ditt primazre meobilabennemeant? OTelenor O Netcom

Klikk pd "Send"” ndr skjemaet er utfylt
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