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INTRODUCTION 

Service plans are combinations of complementary services with fixed specific characteristics of 

service delivery over time. Service plan include such product categories as mobile communication 

tariff plans (cell services), insurance packages and anti-virus software solutions.  

They have several characteristics that make the different both from goods and other services 

which create difficulties with their branding: it’s hard to deliver the value of service plans to 

consumers and help them easily distinguish products among the line of similar proposals. In this 

situation companies tend to use special branding options to help customer make their choice and 

evaluate it more favorably compared to the traditional brand names. 

Previous research shows interest to the topic of service plans in different product categories – 

some works investigate the topic in a broad way and some dedicate their studies to particular one (like 

cell services [Redden, Hoch, 2011], [Corrocher, Zirulia, 2010]). However, this interest was mostly 

limited to investigating the pricing strategies and studying consumer decision-making patterns applied 

for it, while branding still stays an important gap that has not been covered yet.  

Use of numbers in the names of the offers is one of the possible options that is quiet popular - 

more than 50% of all the offers from cell service providers are branded this way. Thus, the topic of 

alphanumeric brand names arises as the probable solution to service plans branding multiple options 

per provider problem. ABs are mixtures of letters/words and numbers considered to be an important 

managerial option in today's marketing environment [Pavia, Costa, 1993] and some of their features 

make them look like a suitable branding option for service plans. Alphanumeric brands has been 

studied by various researchers with the earliest works mentioning the concept issued in 1980s and the 

most intensive studies over the several past decades, however, there is still plenty place for further 

research as there are studies touching upon the link between the strong positive consumers’ 

associations with ABs and the product category but none of the mentioned ones hasn’t been studied 

separately in a determined cultural environment.  

The main assumption for the research is that ABs are an appropriate branding option for service 

plans, they are perceived by consumers in an adequate manner and boost their willingness to purchase.  

The aim of this research is to confirm this assumption and give a set of more specific 

recommendations on service plans branding in general as well as specifically on the example of mobile 

communication tariff plans (cell services) as a benchmark product category that is common to most of 

the people because of their personal experience. The research objectives are: 

 To identify whether ABs are appropriate for service plans’ branding 

 To check whether using ABs over non-ABs gives advantage to the service provider in 

terms of consumer perception and willingness to acquire the offer 
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 To investigate the effect of missing information in a combination with ABs as a potential 

extension of a branding strategy for service plans 

 Study consumer inference-making associated with the numeric part of ABs specifically in 

service plans branding in order to give practical guidance on the ABs composition 

The two dimensions: product attitude and willingness to purchase are used as dependent 

variables in the research, as they are the ones that should cause interest of the service plans providers 

because they define the image of the product and further contribute to the decision of whether to buy 

the product or not.  

The study is using experiments as a research method, the data is obtained through the online 

survey featuring a certain stimuli followed by a series of questions about consumers’ evaluation of the 

product and purchase intentions. The results are further summarized and analyzed using statistical 

methods in order to check the stated research hypothesis. 

The proposed conclusion states that ABs are more effective branding option for service plans 

compared to the non-ABs in terms of product attitude and willingness to purchase the product with 

missing information in the product specifications description increasing the effect even more, the 

combination of ABs and missing information triggering consumer inference-making by giving a 

numeric anchor that helps to “fill in the gaps” in the description by the clients’ suggestion favoring his 

choice. 
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1. THEORETICAL REVIEW ON SERVICE PLANS AND ABs 

This chapter gives an overview of theoretical background of the study. Firstly, it introduces the 

topic of service (or as indicated in some works: tariff) plans - explains its' main features, states the 

problem of their branding and reveal some of the consumer behavior patterns studied previously with 

respect to service plan choice and purchase decision-making. 

Then this chapter gives a systematic overview of the branding options already existent on the 

market, using Russian market of mobile communication tariff plans (or cell services) as a specific 

example of service plans to identify the major trends and branding possibilities. This overview gives a 

clear vision that simultaneously with the usual brand names consistent of letters/words providers use 

brand names combining words and numbers, which lead to the choice of this branding options for a 

more thorough study.  

Thus the concluding section reviews the literature concerning Alphanumeric brand names 

(ABs), determining the research gap and formulating research hypotheses, offering to check the 

effectiveness of the AB option use for service plans and applying behavioral patterns associated with 

the use of ABs and number processing to the branding strategy. 

1.1 Service plans: definition, specific features, branding 

The topic of this research is “Using Alphanumeric brand names as an effective branding option 

for service plans”. 

Service plans (also known as tariff plans) are combinations of complementary services with 

fixed specific characteristics of service delivery over time. Service plan include such product 

categories as mobile communication tariff plans, insurance packages and anti-virus software solutions.  

They have several characteristics that make the different both from goods and other services  

 Service plans are durable: they assume you use them during exact (quite long) period of time 

 They can be complex and include a whole bunch of complementary features which create 

unique combination (mobile plans: phone line, internet, sms; car insurance: different types 

of cover ages in different situations; anti-virus protection: online security tools, USB check 

etc) 

 Result is also spread over time and it’s hard for consumer to assess the actual value of 

consumption (consumer gets used to it and starts taking it for granted) before they actually 

use it thus service plans are experience goods 

 Payments can be spread over time as well  

 Payments depend not only on consumption but also on the underlying tariff plan 
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 There is nearly always a line of different service plans offered by the same company and the 

difference usually lies in the combination of services and their amount 

 Service plans nowadays are closely connected with technology 

When it comes to service plans clients are heterogeneous in terms of willingness to pay and 

modes of service usage - switching costs are significant and typically limit the mobility of consumers 

across operator companies [Armstrong, Porter, 2007]. 

The price for mobile communication services, which for consumers is the monthly invoiced 

amount, is not only dependent upon the consumption of multiple units, such as minutes called, text 

messages sent or data used but also on contract specifications. As soon as a provider offers multiple 

tariff plans for one service, it is not unambiguously clear which tariff plan should be chosen to 

determine the service price for a profile that’s why providers offer multiple tariff plan options instead 

one (figure 1) [Corrocher, Zirulia, 2006].  

Hypotheses about consumer behavior must be made in order to select one tariff plan to 

determine the service price to be compared.  

Traditional methods assuming rational behavior and perfect information suggests that one 

should always select the contract that minimizes the price per profile and provider. However, in reality 

consumers do not possess these optimal contracts for their individual profiles as there are lots of 

cognitive biases that prevent them from being fully rational.  

To this point researchers paid much more attention to the pricing of service plans – there are 

works that focus on composing a two-part tariff [Lesgardset al, 2015], comparison of consumer 

perception of tariffs (flat rates vs per unit for example) [Redden, Hoch, 2011], etc. However, the topic 

of service plan branding wasn’t covered yet, although appropriate branding helps managing consumer 

perception and choice. The characteristics of the service (tariff) plans mentioned above indicate that 

branding of the options across products of one provider might be problematic and require special 

approach, so that is the potential research gap that needs covering. 

 

  
Image 1 The problem of product choice in service plans category 

Source: [Lesgardset al, 2015] 
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Mobile communication tariff plans are one of the most common types of service plans – they 

posses all the features mentioned above and are quite widespread and usual to customers which make 

them an appropriate option for further research on the topic of service plans. That’s why for the 

purpose of the study all the materials were designed to check the research hypothesis on mobile tariff 

communication plans, although the findings can be interpreted wider and attributed to the product 

category of service plans in general. 

Mobile communication tariff plans have the following product considered as relevant (because 

they are parts of the invoiced amount typically for that kind of service plan): 

 Minutes mobile: minutes called on another mobile phone. These minutes can also be 

separated into on-net and off-net calls. 

 Short and multimedia message services (SMS/MMS): number of SMS/MMS sent. 

 Gigabytes (GB): number of mobile data traffic consumed, measured in Gb. 

 Roaming units: crossborder service consumption based on special roaming tariffs.  

These differences define the main difficulties companies face when branding this plans: it’s 

hard to deliver the value of service plans to consumers and make them easily distinguished from each 

other in the line of similar products even of one company. In this situation companies face basically 

several branding options presented in table 2, with the more promising option seeming to be the use of 

alphanumeric brand names which are mixtures of letters/words and numbers. Brand names and 

numbers are both important, yet relatively distinct parts of a consumer's world. However, brand names 

with numbers in them are an important managerial option in today's marketing environment [Pavia, 

Costa, 1993].  Alphanumeric brand names are widely used today and I assume that many of the 

features of the service plans (such as the fact that they are closely connected with technology, that they 

are usually parts of extensive product lines, that their real value is hard to assess etc.) make 

Alphanumeric brand names a suitable branding option for this kind of products which could be 

perceived by the consumers more adequate than the other ones. The aim of this research is to confirm 

this and give a set of more specific recommendations on service plans branding in general as well as 

specifically on the example of mobile communication tariff plans using experiments and statistical 

analysis of the market data as the main research techniques. 

To the moment service plans branding hasn’t been studied properly – there is very little 

information considering it. Alphanumeric brands has been studied by various researchers with the 

earliest works mentioning the concept issued in 1980s and the most intensive studies over the several 

past decades, however, there is still plenty place for further research as there are studies touching upon 

the link between the strong positive consumers’ associations with ABs and the product category but 

none of the mentioned ones hasn’t been studied separately in a determined cultural environment. 
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To investigate the issue further a systematic examination of the options presented in the market 

was conducted. Cell services were chosen as a very typical product for tariff plans. On the example of 

Russian market – all the possible tariff plan branding options were collected across the four major 

communication plan providers (MTS, Megafon, Beeline, Tele2).  

4 telecommunication companies brands amounting all in all 31 mobile tariff options: 13 of 

which were independent and 18 of which belonged to one of the 9 product lines were included into the 

comparison.  

The full table containing the branding options is presented in Appendix 2. The comparison of 

the chosen products showed the following ratio of ABs: 16/31, which accounted for more than the half 

of all the options used (51,6%) with nearly all ABs belonging to the product lines. The analysis 

identified a clear tendency of the service plans providers to distinguish tariff options among one 

product line using some size and/or features indicators – either more emotional (MTS – 

mini/nonstop/withoutlimits/plus, Tele2 – very/the most/super/unlimitedly) or more formal (Beeline – 

ABs using price or amount of Internet traffic in the numeric part, Megafon – XS/S/M/L/VIP, MTS – in 

the archive Business and Profi lines using ABs with price). Also it was noted that at some point MTS 

changed its branding strategy and completely changed its product lines as well as naming and the 

amount of ABs declined dramatically (they were mainly used for corporate offers). Thus an 

assumption was made that this kind of branding strategy has a particular ground.  

To check this assumption the first step was to dig deeper into the topic and study existing 

literature on the topic. 

The relevant literature on the topic primarily concerns the concept of alpha-numeric brand 

names and its effect on consumer behavior when used for branding various kinds of products both 

from the theoretical and practical sides. Some of the articles also touches the point of fluency, in other 

words of how to make the consumer choice easier and help him to distinguish among the variety of the 

similar product options The research on the topic became more intensive in the last decade although 

one of the pioneering articles on the topic “The Winning Number: Consumer Perception of Alpha-

Numeric brand Names,” by Pavia and Costa was published in 1993. However, it is still quiet limited.  

The literature reviewed consists of recent articles retrieved from various scientific journals: 

Journal of Marketing Research, Journal of Brand Management, Journal of Consumer Research, Journal 

of Marketing and covers information about consumer choices and the effects that should be taken into 

consideration while branding specific items that is relevant to the topic of the study. 

1.2 Definition and taxonomy of alphanumeric brand names 

Pavia and Costa (1993) define alphanumeric brand names (Alphanumeric brand names) as 

those which include a mix of letters (as well as words) and numbers (“one or more numbers in a digit 
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or a written form”). Alphanumeric brand names are also defined to include a product designation 

where the model number is used to fully identify the product (like Mazda RX-7). Several significant 

features of Alphanumeric brand names are: the magnitude of number, its shape or spoken sound, 

symbolism of words and letters [Pavia, Costa, 1993]. The previous research shows that the inferences 

consumers draw from Alphanumeric brand names have influence on their understanding and 

expectations of the product.  

Examples of Alphanumeric brand names include 7UP soft drinks, the 3M Corporation, and the 

Pentium IV computer chip [Gunasti, Ross Jr., 2010]. The main factors according to Boyd (1985) that 

define the popularity of the Alphanumeric brand names are: the spread of technology, the increased 

use of market segmentation, the difficulty of finding and implementing brand names, the decrease in 

product life cycles, and the tendency to extend a favorable brand name to new product.  

There are many types of Alphanumeric brand names – they can look very different from each 

other, that’s why for further better understanding of the concept authors of the article “How and When 

Alphanumeric Brand Names Affect Consumer Preferences” suggest to categorize Alphanumeric brand 

names using two following dimensions (1) how the increase or decrease in the numeric portions of 

brand names aligns with some product aspect and (2) how the brand name links with the brand’s 

attribute values and/or the overall product. [Gunasti, Ross Jr., 2010]. Developed taxonomy is presented 

on the picture below (see picture 1) and is quiet useful in defining a set of recommendations for 

developing a branding strategy based on the use of Alphanumeric brand names as AB type moderate 

the effect brand name might have on consumer [Gunasti, Ross Jr., 2010]. 

 

Image 2 ABs taxonomy 

Source: [Gunasti, Ross Jr., 2010]. 
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1.3 Appropriate use of the alphanumeric brand names 

Previous research on the topic identified come major product categories generating a better fit 

with alphanumeric brand names. The most significant contribution to this area was made by Pavia and 

Costa (1993) who used the combination of nondirective exploratory depth interviews with focus 

groups, free associations task and questionnaire to get the broad range of product categories that go 

with Alphanumeric brand names in the eyes of consumers. Taken as a whole the data they collected 

pointed to a whole web of consumer beliefs about the alphabet, numbers, product features etc. For 

most consumers they were tightly linked with mathematics and the world of technology and science, 

that’s why people felt they would be more appropriate for serious, non sensual products as well as 

modern, non-traditional ones and not appropriate for the things connected with fun, pleasure and 

comfort as well as for basic food [Pavia, Costa, 1993].  

The results of the focus group interview are presented on the picture below. More specifically, 

the names were all associated with chemically formulated products, foods based on special recipes, 

technological or electronics goods, sports equipment, household appliances, or medications. The 

results are also notable in terms of excluded product categories. None of the alpha-numeric brand 

names was associated with baby products, household furnishings, or old-fashioned products.  

 

 

Image 3 Focus groups results summary 

Source: [Pavia, Costa, 1993] 

 

Based on this findings the author concludes that Alphanumeric brand names seem to be an 

important option  when the company seeks an unregistered, highly protectable name or when a 

consumer wants to see the brand as more futuristic or high-tech. However, based on the analysis of the 

products standing in opposition to the findings the author makes a notion that sometimes use of 
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Alphanumeric brand names can be effective for other categories with the proper marketing although 

that may seem problematic [Pavia, Costa, 1993]. Other research also notes that the effects of 

Alphanumeric brand names on consumer preferences are prevalent for most technical products, even 

when consumers do not know the product category or meanings of attributes [Gunasti, Ross Jr., 2010]. 

Service plans are not included in the suggested product types associated with the ABs use, 

however they possess the necessary attributes that allow to suggest that the use of them might be 

successful in terms of better perception of the product and higher willingness to purchase it. Thus, the 

following hypothesis arises from this claim: 

 

H1: Use of ABs in service plans options’ branding lead consumers to evaluate the options more 

favorably (e.g., as a better product) and show stronger purchase intention (e.g., being more 

willing to buy the product) than use of non-Abs 

 

The dimensions of product attitude and purchase intentions are chosen as some of the previous 

research uses them for concept testing [Gunasti, Ozcan, 2015] as important dimensions of consumer 

preferences and choice. 

1.4 Decision rules connected with the use of ABs 

1.4.1 Rules based on the numeric part of alphanumeric brand names 

In their benchmark study, Pavia and Costa (1993) investigate how consumers react to the 

magnitude of the numbers and the symbolisms of the letter combinations used in alphanumeric brand 

names. They find that the numbers in brand names play a vital role in determining consumers’ 

perceptions of the product and its relative newness. 

When reading the Alphanumeric brand names consumers generally follow two different 

strategies [Gunasti, Ross Jr., 2010] they either use heuristics (such as “the higher, the better”, or “the 

lucky number” [King, Janiszewski, 2011], [Ang, 1997] etc) in earlier decision-making stages, and 

regardless of attribute values, or process brands more deeply to understand and infer brand–attribute 

correlations. The underlying reasons for this strategies and common decision rules include desire and 

need for fluency (easiness of information processing [Novemsky et al, 2007]) beliefs about the 

numbers and the common operations with numbers lying deep it our long-term memory (those that 

became “muscle” memory) [King, Janiszewski, 2011] and common sense and logic. 

Many decision rules people use when processing the numeric part of the ABs is connected with 

the concept of fluency mentioned above. Preference fluency is the consumer’s subjective feeling 

regarding the ease or difficulty of forming a preference. The research shows that consumers tend to 
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prefer the options requiring less processing effort from them.  The findings support the notion that 

preference fluency is an important determinant of whether a purchase decision will be made and which 

option will be chosen [Novemsky et al, 2007]. Specifically they indicate that conditions that promote 

preference fluency often play a key role in determining whether a purchase will be made.  

The article “Preference Fluency in Choice,” by Novemsky at al (2007) also suggests that 

fluency can be created. The managerial implication for branding different products is that it’s 

important to understand the rules of consumer perception and processing of particular branding option 

for making it as easy as possible for the consumer to form a preference. In particular, attribute 

information needs to be easy to read and process and presented in a way that facilitates preference 

formation. Using the same units for making options comparable and help shoppers form preference 

promote fluency [Novemsky et al, 2007]. In summary, preference fluency is a key determinant of 

consumer choice forming decision rules on which branding is based. 

1.4.1.1 “The higher the better” heuristic and other magnitude effects 

One of the most obvious and visible characteristics of the numeric part of the alpha-numeric 

brand names is the total number of digits and the magnitude of the digits used.  

According to the focus group results from one of the studies: in each focus group, participants 

stated that large numbers indicate greater complexity,' sophistication, precision, and a product that is 

more recent [Pavia, Costa, 1993]. 

Previous research shows that it’s quiet common for consumers to make an assumption, that  

higher-level numbers in the brand names correspond to better products [Pavia, Costa, 1993], [Gunasti, 

Ross Jr., 2010], or higher generation of the product [Auh, Shih, 2009].  

Gunasti and Ross (2010) report five empirical studies examining the systematic effects of 

Alphanumeric brand names on consumer choices using consumers’ need for cognition, the availability 

of product attribute information, and the taxonomic category of the AB as moderators. The combined 

results reveal that low-need-for cognition consumers (LNCs) tend to use “the higher, the better” brand 

name heuristic while high-need-for-cognition consumers (HNCs) tend to process brands more 

accurately looking for the brand–attribute correlations. They also reveal that in the absence of 

information about the product attributes this rule work as well, because consumers replace the missing 

information by making inferences between higher level Alphanumeric brand names and better product 

quality.  

Typically this conclusion was drawn from the study of the mechanism which consumers use to 

decode the Alphanumeric brand names. It was found that the typical inquires arising in the heads of 

consumers while facing the Alphanumeric brand names were the following [Gunasti, Ross Jr., 2010]: 
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1. Comparisons among products labeled with Alphanumeric brand names (i.e., “Which brand is 

superior to the other?”),  

2. The relationship between an AB and the brand’s attribute values (i.e., “Which attributes do 

brand names refer to and how?”),  

3. The rationale or meaning of the AB alignment (i.e., “What is the rule used for branding or the 

logic of the order followed by the brand names?”). 

Consumers with low need for cognition are reported to be satisfied with making the first 

inquiry only which typically results in the answer that the higher value of Alphanumeric brand names 

stands for the better product, while the consumers with high need for cognition move further in their 

investigations. 

This also counts for the cases when it is hard for consumer to evaluate the intrinsic product 

features (even when they are given) - in the categories strongly associated with Alphanumeric brand 

names when presented with the brand names showing some sequence people tend to use the rule 

mentioned above [Pavia, Costa, 1993]. 

Augh and Shih (2009) at the same time draw a similar conclusion when studying how 

Alphanumeric brand names affect choice of multigenerational products – people tend to have a belief 

that higher level name signal a higher generation. Also the authors note that the use of different 

combinations of brand names (Alphanumeric brand names of different types and ordinary brand 

names) for the sequential product generations might signal the type of innovation (breakthrough or 

normal) and finally lead to a higher willingness to pay. While products in a line of service plans have 

the same characteristics as multigenerational products (they differ in quality and volume characteristics 

of different product features) this is a very important finding to be taken into account in a sense that 

they can create more perceived differentiation then verbal brand names [Auh, Shih, 2009]. 

Besides the use of “the more the better” (or “the higher the better”) decision rule there are a few 

other magnitude effects mentioned in the previous research. 

Pavia and Costa (1993) state that, although there is the commonly used heuristic discussed 

above this decision rule has an important limitation as it works only in the condition of the comparison 

of several units. When there is only one separate product given, low numbers are not associated with 

low power, they can work vice verse creating associations for uniqueness and perception that the 

product stands out (like “The one” perfume). 

According to one of the hypothesis tested in the article “The Winning Number: Consumer 

Perception of Alpha-Numeric brand Names,” as the product becomes more technical, formulated, 

chemical or powerful consumers were supposed to better associate the higher number with it. This 

would suggest that when presented with the two brand names, "Dehax 3" and "Dehax 3000," and the 

two product categories, "industrial-strength detergent" and "household detergent," consumers will rate 
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Dehax 3000 most favorably for the industrial-strength detergent and Dehax 3 most favorably for the 

household detergent. This did not occur to any significant degree, and consequently these data do not 

support the assumption made about the magnitude effect [Pavia, Costa, 1993]. 

1.4.1.2 Fluent processing of numbers 

Number fluency is relevant to creating ABs. Consumers tend to prefer fluently processed 

stimuli [Novemsky et al, 2007], that’s why additionally to the magnitude effects of all kinds number 

fluency play crucial role in ABs processing and understanding. 

King and Janiszewski (2009) show, that when the numeric portions of alphanumeric brand 

names can be interpreted as the result of the common arithmetical operations like multiplication (2*2 

through 10*10) or addition (e.g., 1 + 1 through 10 + 10) rather than prime numbers, they generate 

better affective responses from consumers. Common addition and multiplication problems 

(arithmetic), or their operands, can be used to prime a number and increase its fluency but the benefits 

of arithmetic and operand primes are limited to single primes (i.e., more primes are not necessarily 

better) [King, Janiszewski, 2011].  

There is also a variety of research on numbers and mathematics that is relevant for the aspect of 

fluent processing and creating definite associations in the heads of shoppers. Many superstitions in the 

Anglo-Saxon culture involve numbers. Knapp and Chen (1964) evaluated the affective, religious, and 

symbolic meaning of the primary digits 1 through 9. In general, they found that the smaller numbers 

(1,2, and 3) were described as "simple, complete, and weak;" large numbers (those over 3) were seen 

as "smooth, powerful, complex, and masculine;" even numbers were "smooth and feminine," and odd 

numbers were "lucky and powerful." In two other studies, subjects were questioned on the topic of 

associations they could make with the numbers 0-100 (Battig and Spera 1962; Cochran and Wickens 

1963) and the respondents indicated that it was easy to make many associations with numbers such as 

100, 1, 0, 2, and 13. All these studies suggest that numbers, in and of themselves, may have surplus 

meaning to individuals which may be relevant while branding. 

As consumer tend to perceive fluently processed stimuli as more preferable and this rule 

applies to ABs in general, it might be assumed that fluency plays a more important and broad role in 

the mechanism of consumers’ analysis and processing of ABs branded products. The previous research 

applies the concept of fluency to particular pattern concerning numbers while not attempting to 

investigate the role of fluency in ABs perception by the consumers. That’s why a hypothesis is stated: 

 

H2: Use of ABs in service plans options’ branding lead consumers to make their judgment about the 

product easier (evaluate them with less effort) than use of non-ABs 
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This hypothesis aims at understanding the mechanism of consumer perception of ABs and 

looks at fluency (perceived easiness of information processing) as at the potential mediator of 

consumer opinion towards the product and its purchase intention. This concept applied broader might 

have practical contribution as well as applying it only to brand name formulation pattern, giving an 

insight into consumers’ thoughts. 

1.4.1.3 Default units effect 

The information in the numerical part of the ABs are sometimes connected with the product 

attributes (for example AMD64 chips use 64-bit processors) and these product characteristics can be 

expressed in different units (especially when it comes to technical characteristics) so that the actual 

number used in the description might be very different.  

Research on attribute framing has shown that people often infer higher quantity from larger 

numbers, usually with the assumption that the units used to specify this information elicit the same 

meanings, Lembregts and Pandelaerne (2013) in their article “Are All Units Created Equal? The Effect 

of Default Units on Product Evaluations,” challenge this assumption and show that consumers often 

have preset units for attribute levels that in order to maintain balance between a preference for small 

numbers and the need for accuracy. As such, default units appear commonly and result in better 

evaluation from the side of the customer, even if such specification lowers the nominal value of the 

attributes [Lembregts, Pandelaerne, 2013].  

      1.4.2 Rules based on the verbal part of alphanumeric brand names 

As letters and words represent one of the parts of the Alphanumeric brand names they have the 

same importance as numbers: the symbolism of the letters and their combinations also contributes into 

the decision-making involving interpreting the Alphanumeric brand names – for example, the letters 

usually help consumers identify the product type [Pavia, Costa, 1993]. The decision rules here are 

closely linked to the results of research on phonetic symbolism, which offers a wide range of typical 

consumer beliefs about the sounds, words and their link to various product categories, some of which 

are presented below.  

Almost all existing research on phonetic symbolism uses the so called Juliet principle (it states 

that names have no intrinsic meaning) as the null hypothesis and asks, as an alternative, whether 

people associate meaning with particular sounds [Pavia, Costa, 1993]. To mention some of the 

research direction; one branch focuses on the aural effect of the word on the listener while other on the 

higher than expected incidence of consonants (as C, D, G, K, P). Sapir (1929) and Dogana (1967) 

reported that certain vowels and consonants "sound bigger" than others and, when used in a nonsense 

word, are interpreted by the majority of listeners as referring to a large object while Schloss (1981) and 
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Vanden Bergh, Alder, and Oliver (1987) have noted that nonsense names beginning with C, D, G, K, 

P, and T evidence higher recall and higher recognition. 

1.4.2.1 Place in the alphabet effect 

In their benchmark study, Pavia and Costa (1993) find that the letters usually help them identify 

the product type. Hypothesis “In a product category in which consumers are comfortable with alpha-

numeric brand names and in which consumers expect speed and complexity, consumers will rate a 

brand name constructed from a 'Z' and a number more favorably than a brand name constructed from 

an 'A' and a number.” was tested using data from sets 3 and 4 for the product, "new computer drive." 

The ratings for Z 5 and Z 50 as brand names were more favorable than the ratings for A 5 and A 50, p 

< 0.1. The significance level for this contrast is not as high as other differences tested here. That is, 

consumers rated the fit higher for A 5 as a new computer drive than they did for A 50, while they rated 

the fit higher for Z 50 as a new computer drive than they did for Z 5. Z 50 received significantly more 

favorable ratings as a brand name for a computer drive than did A 50, p < .05.  

The participants suggested that the letters used to form an alpha-numeric brand name had 

significant influence on the inferences that were drawn from it. Within each focus group, participants 

indicated that the alphabet progressed in complexity from beginning to end. The letters X and Z were 

believed to be indicators of high-technology, speed, and complexity, particularly when coupled with 

large numbers. X and Z were also generally perceived as "masculine" letters, reflecting their sharp 

visual appearance, their harsh spoken sound, and their placement at the hard-to-leam end of the 

alphabet.  

1.4.3 Missing information and inference making 

When ABs are used some people do not simply follow the heuristics but rather process brands 

more deeply to understand and infer brand–attribute correlations. [Gunasti, Ross, 2010] suggests that 

this fact can be connected with the concept of missing information and inference-making. In many 

cases promotional materials do not provide consumer with the full information about the product 

attribute, even the most important ones, which makes consumer make suggestions or inferences with 

the provided information to fill in the missing details. This typically leads to an increased uncertainty 

of choice and make consumers process the brands more deeply [Gunasti, Ozcan, 2015], [Gunasti, 

Ross, 2010].  

ABs might connect the numeric part with some specific product attribute and thus give 

customer a clue to inference-making. As consumers do not know the exact level/description of the 

product attribute they are very likely to match it with their internal expectations about the offer. Such 

offer will lead to increased uncertainty and increased processing effort, which to certain extent make 

consumers perceive the option they are offered better compared to those with full information. 
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However, when a customer has no clue at all to inference-making he might feel lost and disoriented 

[Wegener at al, 2010]. 

All this leads to a suggestion that in the situation of the missing information ABs will be 

perceived better by consumers as leveraging the uncertainty and serving as an anchor to boost further 

inference making. 

Thus the following hypothesis arise: 

 

H3: Use of ABs in service plans options’ branding lead consumers to evaluate the 

options more favorably (e.g., as a better product) and show stronger purchase intention (e.g., 

being more willing to buy the product) than use of non-ABs both under the full and missing 

information conditions 

H4: Under the condition of the ABs use in service plans options’ branding missing 

information in product description leads consumers to evaluate the options more favorably 

(e.g., as a better product) and show stronger purchase intention (e.g., being more willing to buy 

the product) than full information in product description 

 

Also the question arises on the attributes that consumers make inference with, in the specific 

case of service plans. [Redden, Hoch, 2011] suggest that when consumers make choice between tariff 

plans (cell services) they use pairwise comparisons of the attributes with flat rate stated aas the most 

important attribute defining the choice. That leads to a suggestion that price (monthly fee) not only is 

the most important attribute, but rather is the attribute in consumers mind defining the offer itself and 

might serve well for inference-making. Unlike with many other products (with no direct sales) service 

plans provide an opportunity to include price into the numeric part as the price is controlled by the 

provider who is also the seller. That’s why a following hypothesis arises: 

 

H5: Under the missing information condition consumers are more likely to associate the 

numeric part of the service plan AB with the price, rather than with the other product attribute 

 

Summing it up, the research questions that arise from the literature review are the following: 

 Are ABs appropriate for branding service plans? 

 Are they perceived better than other branding options? 

 What should be done specifically to effectively use this option for the product category? 

o Do consumers draw particular associations with the numeric part and what should be 

used in it? 
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o How does the magnitude effect works with service plans? Which magnitude of a 

number is perceived better by consumers? 

o Can ABs leverage the effect of missing information in the product description?  
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2. OUTLOOK OF THE RESEARCH AND DATA COLLECTION METHODS 

The following chapter introduces general research methodology by overviewing the methods 

used for data collection and analysis as well as the variables that are used in order to check the stated 

hypothesis.  

It gives definitions to the main research methods that were used to investigate the issues stated: 

experiments using online survey to collect the data and further statistical tests to analyze it along with 

free association task used to trigger inference-making and reveal its patterns. Along with the 

definitions this part gives some specific details of the data collection process design and describes 

dependent variables and the way they are measured. 

Based on the previous research on the topic, the literature review a conclusion could be made 

that the most appropriate research method based on the proposed hypothesis and research questions 

should be the combination of the qualitative and quantitative research methods.  

To answer the proposed questions various research techniques are used such as: systematic 

examination of the market options, free association task with follow-up depth exploratory interview, 

experiments and additional survey questions. Combination of the techniques will allow exploring the 

major trends in consumer decision-making, and checking whether they correspond to those assumed as 

a result of literature review as well as quantify the findings and check their statistical significance in 

order to make sure the inferences of sample trends with the whole population can be made. 

The use of these research methods is supported by the statistical analysis: reliability analysis is 

used to reduce the dimensions of the study and form the variables that are used as the measures in the 

studies, various tests are used to check the violation of the assumptions for t-test and ANOVA, 

independent sample t-test is used for the manipulation check and univariate ANOVA is used for each 

of the dependent variables studied to find out the between-group effect of the manipulation. 

2.1 Experiments 

Traditionally, experiments have been used by physical and behavioural researchers to a great 

extent; nevertheless, experimental research can be effectively used in many other research fields in 

order to analyze cause and effect relationships by using deductive approach. 

Experiments are usually used in causal studies, because they typically involve manipulation 

with an independent variable (cause) in order to assess its impacts on dependent variables (effect). 

Assessing impact of changes in price levels (independent variable) on volume of sales (dependent 

variable) can be mentioned a basic example of experiment manipulation. Their advantage is that they 

allow to use the primary data but at the same time controlling the circumstances in which it is gathered 

and as a result getting the desired levels of both internal and external validity. 

http://research-methodology.net/research-methodology/research-design/conclusive-research/causal-research/
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Consumer behavior studies often use experiments to find out and check certain patterns in 

consumer decision-making. Most of the articles discussed in the literature review section also rely on 

this type of data collection technique. 

Experiments can be divided into two categories: field and laboratory. The following table 

(source: Saunders, Thornhill, 2007) illustrates the main differences between these alternative types of 

experiments: 

 

Table 1 Difference between field and laboratory experiments 

Laboratory experiments Field experiments 

Artificial – low realism Natural – high realism 

Few extraneous variables Many extraneous variables 

High control Low control 

Low cost High cost 

Short duration Long duration 

Subjects aware of participation Subjects unaware of participation 

  

For the purpose of the given research most appropriate would be to use laboratory experiments 

(paper-and-pencil experiments) as the field experiments are harder to control and design. The 

experiments used have a between-subject design with one or several variables used for manipulation.  

The experiment is conducted in a form of an online survey as the most appropriate format for 

collecting data over a big sample, to keep it representative 25-50 respondents are assigned to each 

experiment condition. The experiment is based on using a stimuli to acquire consumer reaction that is 

close to reality: respondents are presented with the image representing an offer of a cell service 

provider stating the brand name of the option and supplemented with the table of specifications (the 

template is presented on the picture below). 
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Image 4 Template of a stimuli used for the experiment 

 

The stimuli put consumer in a situation of a real life choice of product and its evaluation, so 

that the question that follow in a form of a survey are answered accordingly with his personal 

perception of the offer, which means that the values obtained are good indication of consumer reaction 

in a situation of purchase decision-making. Stimuli use both existing branding layout (MTS Smart 

tariff plan) and the layout of a non-existing brand designed specially for the purpose of the experiment. 

2.2 Surveys  

Survey research is one of the most important areas of measurement in applied social research. 

The broad area of survey research encompasses any measurement procedures that involve asking 

questions of respondents. A "survey" can be anything from a short paper-and-pencil feedback form to 

an intensive one-on-one in-depth interview [William, Trochim, 2016]. For the purpose of this research 

online questionnaires would be used for pretest phase. 

Also as the experiments will be performed in a laboratory format it would be appropriate for 

the purpose of the study to use online surveys for simulation and data collection. 

The survey questions are grouped into several sections. Each of the section corresponds to one 

of the dependent or control variables. Some additional questions seeking the information about 

consumer knowledge of the market and their overall perception of cell services and choice patterns are 

also included. 

The questions which are further used to get the measure of two main dependent variables: 

product attitude and purchase intentions are retrieved from [Gunasti, Ozcan, 2015] and supplemented 

with the sections on fluency (perceived easiness of choice), numeric literacy and attitude towards the 

offer itself (price, uncertainty level etc). 

All of the questions have the same 7-point Likert scale to create consistency over the responses 

and create a possibility of combining the measures using the mean values. 

2.3 Free associations task 

Free association is a technique used to learn more about what participants of the study are 

thinking and feeling. Free association are used not only to discover the logic of thoughts but also 
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unconscious component that is commonly repressed or ignored. It is widely used in consumer behavior 

studies to find out associative links concerning particular product, brand names etc. It helps identify 

common patterns in thinking and decision making. 

To interpret free association task results researcher might used additional follow-up interview 

or focus groups to get a deeper understanding of the process and underlying issues. 

Free association task was performed as the way to get consumers’ opinion in an unstructured 

way allowing participants to express their insights that go beyond the formal response to the questions 

and that might give a clue to further research direction. Some of the previous research on the topic also 

use this method [Gunasti, Ross, 2010], [Pavia, Costa, 1993] to identify trends and behavior patterns 

that were further used to summarize the results and turn them into more formal findings. 

2.4 Statistical analysis tools 

Data collected through experiments as well as from other research techniques used will be 

further analyzed using statistical procedures: Independent sample t-test  will be used at a pre-test phase 

to check whether product description in supplementary information materials correspond to the 

properties assumed (missing/full information corresponding to a high/low degree of uncertainty), 

different types on analysis of variance will be used to check the effect of the manipulation in the 

between-subject study design, descriptive summary statistics will be used to analyse the trends and 

tendencies in consumer choice while factor analysis will be used to extract appropriate factors out of 

the multiple survey answers. 

Measures acquired in the survey will be combined using mean values with reliability analysis 

performed as a pre-test to check whether the investigated measures may be combined or not based on 

the Cronbach alpha criterion. 

ANOVA is a statistical method that stands for analysis of variance.  ANOVA is developed by 

Ronald Fisher in 1918 and is the extension of the t and the z test and creates a way to test several null 

hypothesis at the same time. The logic is connected with how much variance the population contains.  

The test helps to compare the differences in the samples to find out whether there is significant 

statistical difference in it while still accounting for sampling error [StatisticsSolutions, 2016]. 

Univariate ANOVA will be performed on each of the variable to test the between-subject effect of the 

manipulation. 

Free association task and inference-making experiment will be also tested using frequency 

analysis (along with chi-square statistics) to see the frequency of the inference occurrence among the 

sample and use this values as predictions for the whole population. 



28 

 

2.5 Dependent variables and their measures 

The dependent variables were chosen due to the hypotheses stated and based on other 

theoretical works on the relevant topics. Hypotheses clearly highlight two dimensions that determine 

consumer decision making process: product attitude and purchase intention. They also cover fluency 

issue. 

These three variables are used as dependent variables in the tests including ANOVA 

manipulation. Several variables are used to control that the sample is homogeneous (number literacy 

and market knowledge) which means the groups show no significant difference in means of these 

variables. The following table summarizes the variables. 

 

Table 2 Variables used in the study 

Variable Questions used to collect data Source 

Product attitude The product is good,  

I like the product,  

The product is likely to meet my 

expectations 

[Gunasti, Ozcan, 2015], [Gunasti, 

Ross, 2010] 

Willingness to purchase I will buy the product,  

My willingness to purchase the 

product is high 

[Gunasti, Ozcan, 2015], [Gunasti, 

Ross, 2010] 

Fluency It was easy to evaluate the product, 

Options’ names helped evaluate the 

product,  

It will be easy to compare the offer 

to other options in the market, 

[Novemsky et al, 2007] 

Number literacy I do mental calculations easily,  

I remember numbers easily,  

I connect numbers I see with 

associations 

[bby Publications, 2013], 

[Novemsky et al, 2007] 

Market knowledge I know a lot about cell services [OJSC MTS, 2010] 

 

All of the results obtained from the survey were further analyzed using statistical methods to 

see if the predicted questions can be used to form one variable. The results of the reliability analysis 

could be found in the next section.  
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DATA COLLECTION AND ANALYSIS 

This chapter introduces the research process and its results. It consists of the description of 

three different studies that supplement each other in order to check research hypotheses.   

Each section contains information on the research design of each study, data collection method, 

general information about the sample, variables measured, data analysis procedure and brief overview 

of the results obtained. The description is supplemented with additional materials in the appendixes 

featuring exact questionnaire design and questions as well as SPSS outputs for statistical tests 

performed on the data giving more detailed view of the analysis. 

Study 1. ABs versus non-ABs 

The purpose of study 1 was to test H1 by examining how use of ABs versus non-ABs  

influences consumers’ evaluations of service plan options and strength of purchase intentions. It was 

tested whether using ABs, compared to non-ABs leads consumers to evaluate options more favorably 

(as a better product) and show stronger purchase intention (being more willing to buy the product).  

 

H1: Use of ABs in service plans options’ branding lead consumers to evaluate the options more 

favorably (e.g., as a better product) and show stronger purchase intention (e.g., being more 

willing to buy the product) than use of non-ABs 

 

One hundred respondents participated in a between-subjects experiment. Most of the 

respondents were students 18-25 years old, with 35% of the respondents being men and 65% being 

women. All respondents were exposed to specifications of a mobile communication tariff plan options 

product line of MTS Smart tariff (the existing brand) branded either with AB or non-AB, depending on 

the condition assigned randomly to each participant.  

The brand MTS was selected as a market leader that is familiar to most of the people.  It holds 

the leading position in Russia with a 31% market share [MTS Official website, 2017] and 91% brand 

awareness [MTS Annual Report, 2014]. 

Stimuli consisted of a picture with a brand layout design (colors, symbols etc) which included a 

brand name of an option and a table of specifications (Appendix 8). Both the layout and the table 

design and content were derived from the real promotion materials presented on the website of the 

service provider. 

The table of specifications included full information about the number of minutes, SMS/MMS 

and Internet traffic as well as the monthly paid flat rate – consumers were given an actual number for 

each product attribute. The picture was photoshopped, so that it didn’t  match the real market offer 

exactly, but still was very close to the average offer in the market as a whole (not only the brand used 
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for layout). Both offers were identical, except for the brand names, which was the manipulation 

variable. Participants were given time to review the specifications of the tariff plans on the following 

product attributes: minutes of outgoing calls available, amount of Internet traffic, number of 

SMS/MMS available and price.  

Next, participants were asked a range of questions to indicate their evaluation for product (the 

product is good, I like the product, the product is likely to meet my expectations; α= ,883) and 

purchase intentions (I will buy the product, my willingness to purchase the product is high; α= ,903). 

7-point Likert scale was used for each question with the higher point corresponding to the better 

product attitude (ATT) evaluation and stronger willingness to purchase (WTP). 

The data collected didn’t contain significant outliers and met all the assumptions for ANOVA 

which was finally chosen to find out whether the groups formed by the brand type (AB vs non-AB) 

grouping factor were statistically different from each other in terms of the product attitude and 

willingness to purchase. Brand type was coded by introducing the dummy variable (“BRAND” 

variable, AB=1, non-AB=0). Both dependent variables were tested separately using univariate 

ANOVA. The procedure was performed in IBM SPSS Statistic Suite and the output is enclosed in the 

Appendix 10. 

Supporting H1, participants evaluated options branded with AB more favorably than those 

branded with non-AB (Mean squared = 10.017, F(100) = 6.671, p < .011) and showed higher purchase 

intentions (Mean squared = 8.364, F(100) = 5.067, p < .027).  

The results of the manipulation lead to a conclusion that using Alphanumeric Brand names for 

branding cell services offers boost consumers evaluation of the product which are important 

dimensions for a service provider because they are closely linked to the overall image of the offer and 

the brand as well as with the actual purchase intentions resulting in sales. 

Study 2. ABs and non-ABs in the missing information condition 

The purpose of study 2 was to test hypothesis by examining the role of missing information in   

influencing consumers’ evaluations of service plan options and strength of purchase intentions.  

Study 1 examined the consumers’ reaction to ABs under the conditions of full information 

about the product attributes specifications and the well-known brand. However, literature proposes that 

missing information about the product specifications leads to increasing uncertainty of choice and 

change of the perception of the offer by the customer [Gunasti, Ross, 2010]. The market review 

showed that some companies use the strategy of elimination of the factual information from the 

promotional materials (Beeline) and replacing the numbers by more emotional statements that do not 

clearly specify the product attribute and thus create the effect of missing information. That’s why study 

2 went further and included missing information condition as well as the brand type condition.  
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Also the first experiment included the condition of known brand layout design – to avoid 

possible halo-effect [Gunasti, Ozcan, 2015] of the provider’s brand the second experiment excluded 

that fact. The table of specifications was changed in a way that both the design and the brand name 

were not connected with the current market players (avoid corporate colors, etc). 

This study also tests the second stated hypothesis about fluency, thus the questionnaire contain 

questions about the easiness of evaluation of the option. 

 

H2: Use of ABs in service plans options’ branding lead consumers to make their judgment about the 

product easier (evaluate them with less effort) than use of non-ABs 

H3: Use of ABs in service plans options’ branding lead consumers to evaluate the options more 

favorably (e.g., as a better product) and show stronger purchase intention (e.g., being more 

willing to buy the product) than use of non-ABs both under the full and missing information 

conditions 

H4: Under the condition of the ABs use in service plans options’ branding missing information in 

product description leads consumers to evaluate the options more favorably (e.g., as a better 

product) and show stronger purchase intention (e.g., being more willing to buy the product) 

than full information in product description 

 

One hundred respondents participated in a between-subjects experiment. 25 participants were 

assigned to each scenario in a random way, so that the groups were identical in number of respondents. 

The sample consisted of students (18-25 years old), with 35% of the respondents being men and 65% 

being women. All respondents were exposed to brand name and table of specifications of a mobile 

communication tariff plan options branded either with AB or non-AB, and supplemented either with 

full information about the product attribute or information that was replaced by neutral statements that 

didn’t give specific product details and rather served as a description of the cell services all in all, 

depending on the condition assigned randomly to each participant.  

All four offers were identical, except of the manipulation variables. Similar to the first study 

conditions participants were given time to review the specifications of the tariff plans on the following 

product attributes: minutes of outgoing calls available, amount of Internet traffic, number of 

SMS/MMS available and price.  

Next, participants were asked a range of questions to indicate their evaluation for product (the 

product is good, I like the product, the product is likely to meet my expectations; α= ,883), the 

purchase intentions (I will buy the product, my willingness to purchase the product is high; α= ,903), 

the fluency of evaluation: perceived easiness of decision-making (It was easy to evaluate the product, 

options’ names helped evaluate the product, it will be easy to compare the offer to other options in the 
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market, α= ,761) and number literacy (I do mental calculations easily, I remember numbers easily, I 

connect numbers I see with associations, α= ,835). 7-point Likert scale was used for each question with 

the higher point corresponding to the better product attitude (ATT) evaluation and stronger willingness 

to purchase (WTP). 

As the manipulation is based on the missing information and increased uncertainty in the offer, 

a manipulation check was performed as a pre-test to make sure that the materials that are used for the 

experiment really reflect the idea of the theoretical background and the messages (tables of 

specifications) with missing information correspond to the higher level of the uncertainty in the offer. 

The data was collected the same way as for the test itself – the respondents were asked to indicate their 

perception on the uncertainty of the offer on a 7-point Likert scale (There was low uncertainty in the 

offer). Each group consisted of 50 respondents. Independent sample t-test was conducted in SPSS (the 

output can be found in Appendix) to compare the means of the groups’ sample. The results showed 

there is a significant difference in group sample means (t=5,225, sig= ,000), the group presented by the 

specifications with missing information accounted for higher uncertainty (2,48+-1,71) while the group 

presented with specifications with full information stated lower uncertainty level (4,48+-2,41). 

Analysis confirmed the assumption that missing information specifications accounted for the higher 

level of uncertainty.  

Number literacy (NL) and market knowledge were used as control variables to check the 

homogeneity of the sample on these dimensions. ANOVA was performed on both measures to test the 

between-subject effect of the variables on the product groups. The analysis showed that the means 

were not significantly different across the groups (SPSS Output is presented in Appendix 11). The 

groups were homogenous in terms of these factors, which means they didn’t interfere in the 

manipulation.  

The data collected didn’t contain significant outliers and met all the assumptions for ANOVA. 

Data was divided into four groups formed by the brand type (AB vs non-AB) and information (full vs 

missing) grouping factors as the study has a 2*2 research design presented in the table below. 

Table 3 Study 2 experimental design 

 AB (1) non-AB (0) 

Full information (1) WTP1/ATT1 WTP2/ATT2 

Missing information (0) WTP3/ATT3 WTP4/ATT4 

 

Brand type was coded by introducing the dummy variable (“BRAND” variable, AB=1, non-

AB=0) information was coded by introducing the dummy variable as well (“INFO” variable, full=1, 

missing=0). Both dependent variables (“WTP” and “ATT”) were tested separately using univariate 

ANOVA. The procedure was performed in IBM SPSS Statistic Suite and the output is enclosed in the 
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Appendix. The following tables show the descriptive statistics on dependent variables of the sample 

under examination. 

 

Table 4 Sample summary for WTP dependent variable 

 

Table 5 Sample summary for Product Attitude dependent variable 

. 

Supporting H3, participants evaluated options branded with AB more favorably than those 

branded with non-AB (Mean = 4,72 vs Mean = 3,59, F(100) = 21.54, p < .00) and showed higher 

purchase intentions (Mean = 4,84 vs Mean = 3,12, F(100) = 18.27 p < .00) under the missing 

information condition.  

Supporting H4, participants evaluated options branded with AB more favorably under the 

missing information condition rather than under the full information condition (Mean = 4,72 vs Mean 

= 3,14, p < .03) and showed higher purchase intentions (Mean = 4,84 vs Mean = 3,00, p < .00). 

H2 wasn’t supported by the results of ANOVA – it didn’t show any significant difference in 

means in a 2*2 condition (p-value=0,543). However, when the analysis was performed using only one 

condition (AB vs non-AB) the results showed the AB branded options generally outperformed non-AB 

branded options at the 5% significance level (Mean Square=14,91, F=6.162, sig=0,015). 
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Image 5 ANOVA for Fluency variable 

 

These conclusions give very important implications about the branding. Branding of the 

product is not only about the brand name but also about the supplementary information and for 

managers it is vital to know what to use in the promotional materials to get the better consumer 

reaction towards the product. The results of the study might be used as guidelines for creating a 

branding strategy that will appeal to clients using their own behavior patterns. 

Study 3. Missing information and consumer inference-making in an ABs condition 

The purpose of study 3 was to test hypothesis by examining the consumer inference making 

process under the missing information condition.  

Study 3 examined the consumers’ reaction to ABs under the conditions of missing information 

about the product attributes. Literature proposes that price may be the attribute defining the product 

[redden, Hoch, 2011] and systematic investigation of the existing mobile tariff options shows that 

price-related approach is currently one of the most-used one when it comes to ABs in mobile tariff 

communication plans: all the branding of one of the market leaders is dedicated to this idea (Beeline) 

and these price-containing options account for almost 30% of all the brand names in the field (almost 

half of the ABs). 

 

H5: Under the missing information condition consumers are more likely to associate the numeric 

part of the service plan AB with the price, rather than with the other product attribute 

 

Fifty respondents participated in a between-subjects experiment. The sample consisted of 

students (18-25 years old), almost equally split between the genders. All respondents were exposed to 

brand name and table of specifications of a mobile communication tariff plan options branded with AB 

or non-AB, where all factual information was replaced by neutral statements that didn’t give specific 

product details and rather served as a description of the cell services all in all, depending on the 
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condition assigned randomly to each participant. The layout of the offers and the statements were 

identical to those used in study 2. 

Similar to the previous studies conditions participants were given time to review the offer and 

then were asked to provide their guess about the attribute levels of the tariff plans on the following 

product attributes: minutes of outgoing calls available, amount of Internet traffic, number of 

SMS/MMS available and price.  

The results were analyzed in two modes: first the means of each of the product attributes were 

compared using ANOVA and then frequency analysis was performed to see whether respondents 

connected the numeric part with price or other attribute (only for AB condition). 

The first analysis showed no significant difference in group means which indicates that actually 

in missing information condition the brand name did not affect product attribute evaluation but rather 

the consumer perception of it. ABs did not lead consumers to overestimate the product specifications, 

which means they did not increase the possibility of the disappointment if the specifications did not 

match the real values. 

The frequency analysis results showed that most of the consumers (around 60%) had no doubt 

in connecting the number in the offers name with the price (the results are presented on the diagram 

below). The results also showed that in other product attribute categories consumers also showed 

patterns towards inference-making connecting the numeric part of the AB with the number of minutes 

or SMS (although, Internet traffic stood out as none had a guess about its’ amount that coincided with 

the number in the brand name). However, the % of respondents that predicted the price to be exactly 

the same as the number in the brand name was significantly lower, while other options dominated this 

pattern.  
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Image 6 Values retrieved for price, minutes, SMS (% of respondents) 

 

The frequencies received for the price were further tested using chi-square statistics. The null 

hypothesis used in the test assumed that the respondents mentioned option which coincided with the 

numeric part of the AB as frequent as the other options. The final sample for the test included 26 cases 

(assuming 13 respondents indicated “400” option and 13 respondents opted for other number) with 

actual data showing 60% of the respondents having made the inference and indicating “400” as the 

price of the tariff plan. The null hypothesis was rejected (  =27,83, p-value=0.00) which showed that 

all in all more than the half of all the consumers made inference. 

To check this hypothesis from the other side free association task was performed as well by 30 

students of Master program (aged 21-25, GSOM SPbSU). The participants were given general 

information about the product (mobile communication tariff plans) and further presented with a 

product line of four tariff options labeled with alphanumeric brand names that used three different 

orders of magnitude of numbers in the numeric part (one-digit, two-digit and three-digit numbers). 

They were asked whether the number in the brand name seemed to have some meaning to them and 

what associations they have with the numeric part of the tariff option name. All the results were 

recorded – the frequency of each option was calculated and visualized on the graph. 

All the brand names contained round numbers (or one-digit numbers) and the verbal part was 

derived from the real brand names existing in the market in order to exclude the possible effects of 

different perception of brand completeness and perceived options familiarity level [Gunasti, Ozcan, 

2016] and increase internal validity. All the materials used in this task are enclosed in Appendixes. 
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Image 7 Associations for the numeric part with three-digit number 

 

Image 8 Associations for the numeric part with two-digit number 
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Image 9 Associations for the numeric part with one-digit number 

The statistics shows that price is the most preferred association that comes to people when they 

see a three-digit number and the second most-preferred option when the two-digit number is involved 

in analysis, which points out that price is the association that most commonly comes to clients minds 

and with which the customers feel comfortable. Additional investigation showed that 70% of the 

customers feel that price is the most important product attribute when it comes to the choice of the 

most appropriate tariff plan option.  

There is one more important finding: surprisingly, number of people that couldn’t draw any 

associations from the numeric part or thought it was something insignificant and didn’t pay attention to 

it increased dramatically from 9% to 15% when the magnitude was decreased by one-digit and went up 

to 38% when the number in the numeric part was a one-digit one. Although Internet traffic was the 

second most important aspect for option choice one-digit number that could be possibly associated 

with its amount didn’t draw any of the associations among the consumers.  

To further investigate these effects and the reasons behind them 5 in-depth follow-up 

interviews were conducted with random respondents from the initial sample. They were asked open 

questions of how they felt about the task and what did they think about the associations, whether it was 

easy or difficult to draw them or not. The main finding of the interviews was that there was much in 

common in how the process went for most people – they easily got associations when presented with 

AB containing three-digit numeric part they almost immediately got the feeling that it has some 

meaning. 

One of the participants summarized:  
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“The numerical part of this magnitude is immediately associated with something complicated. 

For some reason, you involuntarily try to memorize the numbers. There is an idea that the higher the 

number, the steeper the rate/ includes more sms, mms/ the Internet/ is more profitable and advanced. 

And generally all this features ascend as the price increases, so an assumption that these number 

might be the price seems very logical” 

Two-digit number involved the same kind of logic – people generally just made additional 

assumption that as the number is smaller it should be connected with the shorter time period (ex. week, 

day).  

One-digit numbers, however, caused confusion and were not perceived well as most of the 

people couldn’t draw associations with the product attribute easily and the missing numbers in the 

options’ numeration seemed to be misleading and irrational (while with the other magnitudes tested 

this effect didn’t occur). Additionally they noticed that when the number was random and they 

couldn’t connect it somehow with the product it caused irritation and that’s why they preferred 

deciding it as being unimportant and not worth taking into consideration. 

One of the interviewed consumers commented this condition: 

“Here I can’t put any sense into numbers, so I would like to read the tariff plan terms and 

conditions very much. The numbers with omissions (1, 3, 8, 14), unlike the usual 1, 2, 3, are 

confusing.” 

Several people also admitted that under this circumstance they felt they need to look at the 

option detailed description to form an attitude towards it, while within the three-digit number 

circumstance they had an intuitive feeling about each tariff plan just after looking, which might serve 

as a support to the assumption that price-related magnitude of the number in the numeric part of AB is 

the one that boosts decision-making and forms a heuristic. 

Additionally, systematic investigation of the existing mobile tariff options shows that price-

related approach is currently one of the most-used one when it comes to ABs in mobile tariff 

communication plans: all the branding of one of the market leaders is dedicated to this idea (Beeline) 

and these price-containing options account for almost 30% of all the brand names in the field (almost 

half of the ABs). 

 

  



40 

 

DISCUSSION AND MANAGERIAL IMPLICATIONS 

The results obtained generally support all the hypotheses stated in the research paper, 

contributing to the understanding of service plan branding as well as concrete use of ABs for this 

purpose. The study relies on the primary data representing consumers’ opinion which means it can be 

trusted with some limitations that should be beard in mind. 

The results of the research conducted have a practical value for business.  

The experiments clearly showed that branding is a tool that can help service plan providers 

boost consumers’ attitude towards the product and contribute to their willingness to buy the product.  

Right choice of branding is a managerial dilemma which is even more complicated for the 

service plans’ providers as the nature of service plans assume they exist in a form of a product line 

with multiple tariff options per one provider. Multiple options which hold multiple combinations of 

services inside one plan might confuse the consumers and make the choice more difficult as the 

models of consumer choice suggested in the literature such as calculation of a real price for 

consumption unit or even pair wise comparison of all the attributes of the offers presented are 

complicated and include a lot of logic behind the process. Making the choice easier (increasing the 

fluency of choice) and changing the decision making from rational thorough comparison to a process 

involving shortcuts (heuristics) might be a desirable option for service providers.  

Previous research showed that alphanumeric brand names are associated with sophisticated 

product (technical or complex) and studied many different decision-making shortcuts – this body of 

research is applicable to developing a branding strategy. The results of the study above indicates that 

alphanumeric brand names are appropriate choice for branding service plans and if applied help the 

provider to form a more favorable attitude towards the product and push their willingness to choose the 

offer. As a consequence this implies that the managers have a wider perspective of the consumer 

behavior and the patterns that may be used by their clients. Better understanding of consumers 

typically contribute a lot to the business in general which means the research holds practical value for 

a wide range service plan providers (such as Internet providers, insurance packages providers, 

transportation providers, post-purchase service providers). 

Moreover, the study suggests a few ready benchmark solutions for branding. It goes beyond the 

brand name and covers the topic of the supporting information about the offer (such as product 

description and specifications, information about the product attribute). By investigating the role of the 

missing information in forming consumer preferences the study suggests that combination of the ABs 

with missing information might be a more desirable option for a provider if it wants to increase 

consumers’ willingness to purchase and form a more positive attitude towards the service plan option. 

As it can be seen from the real market example (cell services study discussed in the study previously) 

some of the companies already follow this strategy (Beeline uses ABs and typically replace the factual 
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information about the product attributes with neutral information messages creating the effect of 

missing information in their promotion campaigns). The research confirms that such a strategy has a 

ground in consumer behavior and generalizes it so that the other companies might follow and adapt 

their branding accordingly creating a unique but yet effective campaigns taking into consideration the 

underlying effect of the manipulation investigated. 

The fluency issue leaves a field for further study, as the research clearly showed it has some 

role in forming consumer preference (as it influences the perception of the evaluation process), 

however, the relationship with missing information condition might be more complex and thus not 

creating any difference between groups in a direct manner. 

Additionally, an important implication for practitioners comes from the third part of the 

research (study 3 section) where the inference-making process is investigated. Inference-making is an 

important issue connected with ABs implementation into branding a real-life product. It is very 

important to understand which inferences a customer makes from the information presented. If the 

corporate decision-maker relies on the product description with missing information about the product 

attribute and the client at the same time faces a number in the brand name of the offer suggested to him 

it is highly possible that people will try to connect the number with a missing attribute. As there are 

plenty of them it is hard to predict with which of them they will draw connections, and the wrong 

inference might spoil the consumer’s perception of the product as all of the attributes have different 

magnitude and importance it is extremely hard to decide which number to use in the numeric part of 

the alphanumeric brand name.  

The research conducted gives a clue of both what the customers expect to see in the numeric 

part of the AB (through free associations task) and what inferences they draw from the numeric part 

when all the information on the product attributes is missing. The main conclusion is that the price is 

the attribute that is linked to the numeric part of the AB by the majority of the consumers, while the 

number magnitude that does not allow to do so causes confusion and is not perceived well. This 

implication is greatly applicable to service plan branding as the provider defines the price and sells the 

service directly without the intermediaries (unlike with the products like digital cameras or cars that 

are also branded with ABs quiet often) and at the same time many consumers still rate price the highest 

priority for them and assume that it defines other attributes to the great extent.  

Although an important trend should be mentioned as a limitation of the research conducted 

which might turn the conclusion reached into a temporary one. As can be seen from the study 

consumers draw inferences with what seems logically the defining attribute of the product to them, 

however, service plans are different (even though they have many common features) and the defining 

attribute may differ accordingly to the product category (for example for insurance plans, traffic plans, 

etc). That’s why when applying this finding it is important that the provider think carefully about what 
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is the most attribute for the customer in his product area. Also the defining attribute might change over 

time. The comments received with the responses to the question about the importance of the attributes 

mentioned imply that Internet traffic is getting increasingly more important to clients when they 

choose cell services. Over the years market dynamics can drive the market to the point when 

consumers will perceive the option with the number of the one or two-digit magnitude (corresponding 

to the possible amount of the Internet traffic) more favorably then with price-related magnitude. An 

obstacle for this at the very moment is also a default unit effect [Lembregts, Pandelaerne, 2013] – the 

attribute that has a default unit of measurement has much more chances to be used for inference-

making and will be understood by consumers in the same way. The default units for the Internet traffic 

are not clearly defined yet (Mb or Gb or other units), and that might prevent consumers from creating a 

truly strong link with the attribute. This is a potential area of future research. 

The limitations of the research also include the sample design. The sample summary statistics 

shows clearly that it covers only one age group (under 26 years old). On the one hand this age group 

coincides with the segment of the most active and progressive cell services users, however, the 

patterns of behavior found can be not fully applicable to other age group due to the different level of 

number literacy, different preferences etc. That should be taken into consideration as well as the fact 

that although cell services are typical examples of service plans other product categories may differ 

from it and imply additional consumer patterns that should be also taken into account. While overall 

comparative effectiveness of ABs choice for branding in terms of product attitude and willingness to 

purchase the product seems to be applicable fully to all service plans’ categories the conclusions about 

inferences should be used for other product categories with caution. 

Overall the research provides both theoretical implications into consumer behavior patterns 

concerning service plans and their branding and practical implications as the conclusion may be used 

as guidelines for branding real offers. 
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CONCLUSION 

This research paper was dedicated to the use of alphanumeric brand names (ABs) for branding 

service plans. . The initial issue that marked the importance of studying service plans' branding raises 

from the problem of multiple service plan options with unique mix of the product attributes staying the 

same across all the product line and lack of sufficient research base about branding service plans 

(while the study focus of the literature is procing). 

From the other side ABs are claimed to be appropriate for sophisticated products with many attributes 

(technical, complex) and are well-studied in terms of some patterns of consumer behavior (default 

units effect, the bigger the better, etc), also missing so.e impotant effects (such as fluency and missing 

information). 

The assumption is made that ABs and service plans fits together and become the key issue of 

the work. Further literature study reveals research gap concerning use if ABs in the missing 

information condition, mentioned in some works as a potential area for study [Gunasti, Ross, 2010],   

but do not check it properly on a specific example as well as the topic of inference-making happens not 

to cover specific product and industry-related issues (research mentions cosumer inference making 

with ABs [Gunasti, Ross, 2010], [Pavia, Costa , 1993] etc 

The conclusion of the study is that all the research hypothesis stated were justified. 

First of all, alphanumeric brand names proved to be an appropriate branding option for service 

plans in general showing higher effectiveness in terms of forming a more positive attitude towards the 

product and boosting consumers’ willingness to purchase the offer. Consumers evaluated the options 

branded with ABs more favorably both in the full and missing information conditions. This means that 

all else being equal use of ABs in the branding strategy applied to service plans can shift the 

consumers’ perception of the product towards a more positive one and gives more freedom to the 

service plan providers as well as potentially boost the sales volume as it is directly dependent on the 

willingness to purchase dimension. As the stimuli used in the experiments are close to the real-life 

promotional materials change to the use of AB is not hard and provides advantages for the providers. 

Secondly, as proposed applying missing information condition amplify this effect even more as 

the numeric part of the brand name serves as an anchor for inference-making, which helps consumer to 

fill in the missing data with his own expectations that are close to his own demands. As missing 

information about the product attributes increases uncertainty of choice the customer start filling 

unsure about the product that’s why the anchoring role of the numeric part plays very important role 

for the estimation of the product attributes that consumers’ make in their mind giving them ground for 

inference-making. 

Thirdly, the conclusion from the last part of the research is that consumers not only use the 

shortcuts when they go through a decision-making process associated with ABs but also make 
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inferences about product attributes based on the information they retrieve from the brand name 

(especially from the numeric part of the AB). 

When consumers face missing information they use the existing one to make predictions. As 

the study suggests those predictions in general do not vary across the groups which leads to a 

conclusion that those predictions themselves do not influence consumer evaluation but rather their 

perception of these product attributes retrieved. That’s why the risk of the disappointment of the 

consumer in case the product does not match their expectations associated with the use of the missing 

information is not increased with the use of AB that holds a clue for making this predictions in the 

brand name itself, on the contrary, if the consumer understands the link between the numeric part and 

the product this resolves the confusion he might have about the offer and increase his confidence. 

Other important conclusion is that consumers tend to associate the numeric part of the brand 

name with the price and as the study showed perceive the use of price in the brand name logical and 

can both easily assume that the number represents the price and the other way round retrieve the price 

from the brand name when not presented by the information about it but rather only with the offers 

brand name and vague description (missing information condition). 

To sum up, the branding strategy associated with the use of the alpha numeric brand names can 

be further clarified and narrowed down. The main findings are that ABs can be used as an effective 

branding option for service plans especially in case that: 

· The AB is supported by the product description that is based on the missing information about 

the exact product specifications 

· The numeric part of the AB uses the number associated with a three-digit magnitude 

associated with price as this causes less confusion and decreases the uncertainty of the 

decision-making process to an acceptable level 

· The AB uses price as the numeric part across all the product line 

 

 

  



45 

 

REFERENCES  

 Ang, Swee Hoon (1997), “Chinese Consumers’ Perception of Alpha-Numeric Brand Names,” 

Journal of Consumer Marketing, 14 (3), 220–33. 

 ANOVA, Retrieved from http://www.statisticssolutions.com/manova-analysis-anova/ (accessed 

12 December 2016) 

 Auh, Seigyoung and Eric Shih (2009), “Brand name and consumer inference making in 

multigenerational product introduction context,” Journal of Brand Management, 16, 439-454 

 Battig, William F. and Annette J. Spera (1962), "Rated Association Values of Numbers from 

0-100," Journal of Verbal Learning and Verbal Behavior, 1 (October), 200-202. 

 Boyd, Colin W. (1985), “Point of View: Alpha-Numeric Brand Names,” Journal of 

Advertising Research, 25 (5), 48–52. 

 Cochran, Samuel W. and Delos D. Wickens (1963), "Supplementary Report, Rated 

Association Values of Numbers from 0-100," Journal of Verbal Learning and Verbal 

Behavior, 2, 373-74 

 Dogana, Ferando (1967), "Psycholinguistic Contributions to the Problem of Brand Names," 

European Marketing Research Review, 2 (1), 50-8. 

 Gunasti, K. and Ross, W. (2010). How Inferences about Missing Attributes Decrease the 

Tendency to Defer Choice and Increase Purchase Probability. Journal of Consumer Research, 

35(5), pp.823-837. 

 Gunasti, Kunter and Timucin Ozcan (2015) "Consumer Reactions to Round Numbers in 

Brand Names,” 2016, Marketing Letters. 27(2): 309–322 

 Gunasti, Kunter and William T. Ross Jr. (2010), “How and When Alphanumeric Brand 

Names Affect Consumer Preferences,” Journal of Marketing Research, 57 (December 2010), 

1177-1192 

 Jacob, S. N. and Nieder, A. (2008) “The ABC of cardinal and ordinal number 

representations”. Trends in Cognitive Sciences 12 (2): 41–43. 

 John Dudovskiy, 2016, The Ultimate Guide to Writing a Dissertation in Business Studies: A 

Step-by-Step Assistance. An ultimate resource you can have to write your dissertation, July 2016 

edition, E-Book, Pittsburgh 

 Kara, Selcan and Gunasti, Kunter and Ross, William T., (2015) “Is it the 'Alpha' or the 

'Numeric'?: Consumers’ Evaluation of Letter versus Number Changes in Alphanumeric Brand 

Names” Journal of brand management (Forthcoming).  

 King, Dan and Chris Janiszewski (2011), “The Sources and Consequences of the Fluent 

Processing of Numbers,” Journal of Marketing Research, 58 (April 2011), 327-341 



46 

 

 Knapp, Robert H. and Rachel J. Chen (1964), "On the Surplus Meaning of Numbers." 

Psychological Reports, 15, 319- 22. 

 Lembregts, Christophe and Mario Pandelaerne (2013), “Are All Units Created Equal? The 

Effect of Default Units on Product Evaluations,” Journal of Consumer Research, 39 (April 

2013), 1275-1289 

 Novemsky, Nathan, Ravi Dhar, Norbert Schwartz and Itamar Simonson (2007), “Preference 

Fluency in Choice,” Journal of Marketing Research, 54 (August 2007), 347-356 

 Oppenheimer, D. M., LeBoeuf, R. A., and Brewer, N. T. (2008) “Anchors aweigh: A 

demonstration of cross-modality anchoring and magnitude priming.” Cognition 106 (1): 13–

26 

 Orau.gov. (2017). Differences Between Qualitative and Quantitative Research Methods. 

[online] Available at: 

https://www.orau.gov/cdcynergy/soc2web/Content/phase05/phase05_step03_deeper_qualitati

ve_and_quantitative.htm [Accessed 26 Dec. 2016]. 

 Pavia, Teresa M. and Janeen Arnold Costa (1993), “The Winning Number: Consumer 

Perception of Alpha-Numeric brand Names,” Journal of Marketing, 57 (July 1993),  85-98 

 Redden, J. and Hoch, S. (2011). Simplifying difficult calculations: consumer choice of 

two‐part tariffs. Journal of Product & Brand Management, 20(7), pp.549-556. 

 Sapir, Edward (1929), "A Study in Phonetic Symbolism," Journal of Experimental 

Psychology, 12 (June), 225-39. 

 Saunders, M, Lewis, P, Thornhill, A, 2007, Research Methods for Business Students, 4th edition, 

Prentice Hall 

 Snap Surveys. (2017). Qualitative vs Quantitative Research » Snap Surveys. [online] 

Available at: http://www.snapsurveys.com/qualitative-quantitative-research/ [Accessed 26 

Apr. 2017]. 

 Valerie Lesgards, Anca Mihut, Stephane Robin and Carine Staropoli (2015) “Linear vs. non 

linear pricing: how does tariff complexity impact individual perceptions? Evidence from the 

lab”, Smart Electric Lyon French National Research Agency (September 2015) 

 Wegener, D. T., Petty, R. E., Blankenship, K. L., and Detweiler-Bedell, B. (2010) 

“Elaboration and numerical anchoring: Implications of attitude theories for consumer 

judgment and decision making” Journal of Consumer Psychology 20 (1): 5–16 

 William T. Ross, Jr. and Elizabeth H. Creyer (1992) “Making Inferences About Missing 

Information: The Effects of Existing Information”, Journal of Consumer Research, Vol. 19, 

No. 1 (Jun., 1992), pp. 14-25  



47 

 

 Yan, D. and Duclos, R. (2013) “Making sense of numbers: Effects of alphanumeric brands on 

consumer inference.” International Journal of Research in Marketing 30 (2): 179–184  

 Redden, J. and Hoch, S. (2011). Simplifying difficult calculations: consumer choice of 

two‐part tariffs. Journal of Product & Brand Management, 20(7), pp.549-556. 

 OJSC MTS (2014). Annual report 2014. A step ahead. [online] Available at: 

http://www.mtsgsm.com/upload/contents/328/2_MTS_OJSC_Annual_Report_2014_eng.pdf 

[Accessed 10 May 2017]. 

 Corrocher, N. and Zirulia, L. (2010). Demand and innovation in services: The case of mobile 

communications. Research Policy, 39(7), pp.945-955. 

 

 

 

  



48 

 

APENDIX 1. Summary of market options used in cell services on the Russian market 

 
Current options Previously used 

M
obile 
operator 

ABs 
options 

No
n-ABs 
options 

Produ
ct lines 

ABs 
options 

Non-ABs 
options 

Produc
t lines 

MTS MTS Connect-4 

Guest, Per-
second,  
Super MTS,  
Smart, 
Smart mini, 
Smart 
Nonstop, 
Smart 
Withoutlim
its, Smart+, 
Smart Top, 
ULTRA 

Smart, Super, 
ULTRA 

Super zero, Super 
First, MTS 
Connect-2, MTS 
Connect-3, Profi 
500 VIP, Profi 50, 
Traveller 300, 
Mobile.ZERO, 
Business 400, 
Business 600, 
Maxi Plus "All you 
need 890", Jeans 
007 

Maxi Active, 
Maxi Super, 
Maxi Ultra, 
Business without 
borders, 
Business-
universal, Jeans 
Classic, We, 
Optima Day, 
Optima+, 
Optima 
Universal, etc 

Maxi, Maxi 
plus, Maxi 
ULTRA, RED, 
Smart, ULTRA, 
VIP, Business, 
Mobile, Profi, 
Super, Optima 

Beeline 

Co-munication 
2Gb, Co-
muniction 5 Gb,  
All  for 300, All 
for 500, All for 
800, All for 1000, 
All for 1200, All 
for 1500, All for 
1800  
All in one for 301, 
All in one for 501, 
All in one for 801, 
All in one for 
1201, Zero 
doubts 

Second, 
Welcome 
everybody, 
Internet 
forever, 
WELCOME 
(for 
tourists), 
#Allallowe
d, Really 
All 

All (mobile 
services only), 
All in one 
(mobile+home 
Internet+TV), 
Co-
munication 

      

Megafon 

Switch to zero, 
All inclusive XS, 
All inclusive S, All 
inclusive M, All 
inclusive L, All 
inclusive VIP 

Warm 
welcome, 
All is 
simple, 
Megafon - 
online, 

All inclusive       

Tele2   

Black, Very 
Black, The 
most Black, 
Super 
Black, 
Unlimitedl
y Black,  
Orange,  
Internet 
for devices 

 Black       
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APENDIX 2. Study 2 questionnaire  

Please read the instructions and study the presented materials carefully. 

If you have any questions or are interested in obtaining the results of the study, please contact 

me via e-mail shibanovaxenia@gmail.com 

Please, select any number to proceed 

 1 

 2 

 3 

 4 

 

Section 1 

Imagine, you are interested in acquiring a new cell service tariff and you have no budget 

constraints. You come across this offer from a reputable Russian brand. The tariff offers fixed amount 

of outgoing calls (in minutes), SMS/MMS and Internet traffic. 

Please, spend some time to familiarize with the offer and answer the following questions based 

on this information. 

1. (*Respondents, who chose 1 in the previous question, are directed here) 

 

2.  

 

 

mailto:shibanovaxenia@gmail.com
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3.  

 

4. 

 

 

Section 2 

Please, answer these questions by circling the appropriate number on the scale 

1. How likely will you choose to buy the offer presented? 

Very unlikely       Very likely 

  1 2 3 4 5 6 7 

My willingness to purchase is low    My willingness to purchase is high 

  1 2 3 4 5 6 7 

 

2.  

This product is not good                 This product is good 

    1 2 3 4 5 6 7 

I don’t like this product       I like the product 

1 2 3 4 5 6 7 

The product wouldn’t be satisfactory                 The product would be satisfactory 

   1 2 3 4 5 6 7 
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3. Was it easy to evaluate the offer? 

It was easy to evaluate the offer                             It was difficult to evaluate the offer 

1 2 3 4 5 6 7 

Options names helped evaluate the product          Options names didn’t help evaluate the 

product 

   1 2 3 4 5 6 7 

There was high uncertainty in the offer          There was low uncertainty in the offer 

   1 2 3 4 5 6 7 

4.  

Price was high                                                            Price was low 

1 2 3 4 5 6 7 

6.  

I do mental calculations with effort     I do mental calculations easily                                                        

  1 2 3 4 5 6 7 

I am not good at remembering numbers   I am good at remembering numbers                                                        

  1 2 3 4 5 6 7 

I don’t connect numbers I see with associations  I connect numbers I see with associations 

  1 2 3 4 5 6 7 

7.  

I know very little about cell services   I know a lot about cell services                                                        

  1 2 3 4 5 6 7 
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APENDIX 3. Study 1 questionnaire 

Section 1 

Please, carefully study all instructions and graphic materials. 

If you are interested in the results or you want to leave feedback, you can contact me at the 

address indicated at the end of the survey. 

Section 2 

In this section you will be asked to study the mobile operator's offer and answer some simple 

questions regarding it. 

All presented tariffs are batch, that is, they include a certain number of minutes of outgoing 

calls, SMS / MMS, as well as fixed Internet traffic. 

Please select any number to start 

 1 

 2 

Section 3. Information materials 

Here is the description of r tariff option that from a well-known Russian provider. Please study 

it carefully. 

1. *Respondents who chose 1 in the previous question are directed here 

                                  or                                       2.      

 

 

Section 4. Product Attitude 

 Please indicate your attitude about the product on the scales below  
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This product is not good         This product is  good 

    1 2 3 4 5 6 7 

I don’t like this product         I like the product 

   1 2 3 4 5 6 7 

The product wouldn’t be satisfactory        The product would be satisfactory 

   1 2 3 4 5 6 7 

Section 6. Purchase Intention 

Please indicate your purchase intentions on the scales below 

   

I wouldn’t buy this product                    I’d buy this product 

   1 2 3 4 5 6 7 

My willingness to purchase the product is low       My willingness to purchase the product is 

high 

   1 2 3 4 5 6 7 

Section 7. Easiness of choice 

Please indicate the easiness of choice between this option and other in the market among the 

options on the scale below 

 

It will be hard to compare this option to other       It will be easy to compare this option to other 

  1 2 3 4 5 6 7 

Option name helps to compare it to other           Option name doesn’t help to compare it to other

  1 2 3 4 5 6 7 

 

  



54 

 

APPENDIX 4. Study 3 questions 

Please read the instructions and study the presented materials carefully. 

If you have any questions or are interested in obtaining the results of the study, please contact 

me via e-mail shibanovaxenia@gmail.com 

Imagine, you are interested in acquiring a new cell service tariff and you have no budget 

constraints. You come across this offer from a reputable Russian brand. The tariff offers fixed amount 

of outgoing calls (in minutes), SMS/MMS and Internet traffic. 

Please, spend some time to familiarize with the offer and answer the following questions based 

on this information. 

Information about the offer 

1. 

 

2.  

 

 

1. Please, make a guess about the amount of outgoing calls, SMS/MMS, Internet traffic 

available monthly with this cell service tariff and its price 

 Minutes of outgoing calls 

Number of SMS/MMS 

Amount of Internet traffic (in Gb) 

Price (monthly payment) 

  

mailto:shibanovaxenia@gmail.com
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APPENDIX 5. Reliability analysis for Study 1 

 

Image 10 Reliability analysis for WTP questions 

 

 

Image 11 Reliability analysis for ATT quesions 
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APPENDIX 6. SPSS output – ANOVA for Study 1 
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APPENDIX 7. SPSS output – manipulation check Independent T-test for Study 2 
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APPENDIX 8. Reliability analysis for Study 2 

 

Image 12 Reliability analysis for willingness to purchase (WTP) 

 

 

Image 13 Reliability analysis for product attitude (ATT) 

 

 

Image 14 Reliability analysis for easiness of evaluation (EAS) 

 

 

Image 15 Reliability analysis for numeric literacy (NL) 
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APPENDIX 9. SPSS output – ANOVA (WTP) for Study 2 
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APPENDIX 10. SPSS output – ANOVA (ATT) for Study 2 
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APPENDIX 11. ANOVA of number literacy and market knowledge variable for Study 2 

 

 

 

 


