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The purpose of the study is to suggest a potential marketing strategy for launching
Intel-based mobile broadband dongles for the Russian market. One objective is to
identify what should be overall marketing strategy and another objective is to estimate
potential demand for the Intel-based mobile broadband dongles.

The conceptual framework is based on literature and articles about marketing strategies
and consumer behavior. Concepts such as Marketing Mix (4Ps), Brand Image,
Perceived Product Quality, Perceived Value, Concern for Price, Concern for Quality
and Purchase Intention form the basis of the conceptual model. Leading concept is the
purchase intention. Other concepts are the factors influencing the purchase intention.
Marketing mix variables are adjusted to achieve the highest purchase intention.

Research design is descriptive and quantitative research methods were applied. Primary
data were collected using online questionnaire survey and secondary data were
extracted from internal secondary sources, such as market reports. Quantitative data
analysis was conducted using IBM SPSS software and Microsoft Excel.

The results confirm that Intel brand image, perceived product quality, and a useful set
of features positively influence overall purchase intention. But findings showed that the
price, 2500 rubles for the Intel-based MBB dongles, was set too high. The results
indicated that possible market share for the Intel-based mobile broadband dongles
could be up to 16%. The results also suggested how to adjust the marketing mix to
appeal to the group of consumers having high purchase intention.

In conclusion, research questions were answered, marketing mix recommendations
were developed and potential demand was estimated. It shows a potential for the Intel-
based mobile broadband dongles. Also research process findings were presented. Using
social network for collecting the data can be recommended.
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1 Introduction

The study focuses on developing a marketing strategy for launching Intel-based mobile

broadband USB dongles (MBB dongle) for the Russian market.

A few years ago Intel Corporation developed a new corporate strategy to become a
leading supplier of mobile communication chips. As a part of this strategy Intel at the
end of January 2011 acquired Infineon's Wireless Solution Business, which designed
and manufactured baseband chips that are used inside Smartphones by many different

vendors. Infineon's business is fully incorporated as Intel Mobile Communication

(IMC) division.

The primary markets for IMC chips are Smartphones, but Intel aims to increase sales
volumes and is exploring other new potential markets. One of the markets where
mobile baseband chips are used is USB Mobile Broadband dongles, which are sold by

many operators and independent retailers.

Mobile broadband dongles are used to connect computers to the mobile Internet.
Originally, it was meant to be used while traveling, but with growing speed of the
connection and dropping prices, many people are starting to use it also at home instead
of wired connection. Russia, due to its large territory and distances, looks like a very

attractive market for introducing the MBB dongle.

MBB belongs to category of internationally standardized devices, which requires
almost no customization for the local market, except translation of documentation and
software to local languages. Basically all modems look very similar and provide the

same functionality — connection to the Internet.

Due to such properties, according to one major producer of such dongles Huaweti,
there is mostly only 1 segment for mobile broadband dongles, where cheapest wins.
Intel's MBB chip has certain qualities which are not present in other vendors, but it is
not the cheapest one, which means, according to the generally perceived situation,

cannot be successfully sold on the market.



Launching a new product requires substantial investment in R&D and might require

multi-fold investment in marketing. New Coke or Orange phone are classical examples.

Intel has completed development of Intel-based 3G USB-modem together with
Huawei. Thus there is no problem already whether to develop the product or not.
However, there is a clear problem now how to market the product, because the

product belongs to the category of highly standardized products.

For that reason Intel's main management concerns are: (1) whether there will be too
few customers if priced too high as compared to the set of benefits associated with the
product and (2) what would be the appropriate marketing strategy. Intel’s objective is to

exercise cost-based pricing — set the price to achieve profitable volume.

The core research problem is directly derived from the needs of the organization: what
should be the overall marketing strategy and what would be potential demand for Intel-
based 3G USB-modem.

To solve the problem, the following research questions arose:

1. What is the MBB market size and growth rate in Russia?
How many people are willing to buy Intel-based modem?

Who are those people?

>

What are their buying preferences?

The first research question is targeted to evaluate the overall demand for 3G USB-
modems in Russia. The rest of the research questions are targeted to estimate the
potential proportion of the population who would be willing to buy Intel-based 3G
USB modem and their buying preferences. Together it will allow estimating the overall

demand (possible volume) for Intel-based 3G USB-modem.

I would like to thank Vladimir Slinko, head of the Intel marketing department in

Moscow, for suggesting the problem for the thesis and for all help during working on
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the thesis, and his colleague Dmitry Kornev for arranging the prizes and helping with

publishing the questionnaire on the social network website.



2 Literature review and research hypotheses

Following theories are the most relevant to the study:

— Consumer behavior

— Marketing strategy
- Market segmentation
- Marketing mix

- Branding

2.1 Consumer Behavior

Consumer behavior is an important topic which is relevant to the study and an
important concept for the marketing strategy. When designing marketing strategy, it is
important to know what leads consumers to their purchase decisions. Consumer
behavior sciences are used by marketing strategy for market segmentation to identify

consumer or customer groups. Consumer behavior studies rely on following sciences:

— economics

— sociology

— psychology.

Different factors such as economical, sociological and psychological are affecting
consumers’ purchase decisions. Different phases or steps that lead consumer to

purchase decision are formalized by different decision making models.

For example, Schiffman & Kanuk (2010, 229) introduce decision making model that

has following phases:

— awareness

— knowledge



— evaluation

— purchase

post-purchase

— evaluation.

Peter & Olson (2005, 198) present a slightly different model of adoption and purchase

process:

— awareness
— knowledge
— liking

— preference
— conviction

— purchase.

Decision making models have reflections in other models, such as promotional models.

Schiffman & Kanuk (2010, 229) offer promotional model that have following phases:

attention

— intetrest

desire

action.

Since the Intel based modem is not the cheapest one, it is necessary to understand how
consumers will react to a relatively high price. Literature has extensive coverage of
customer behavior and also different research show interest on customer behavior and
price elasticity and stability among different product categories. (Akhter 2009, 137;
Stamer & Diller 20006, 62-72.)

Literature and research suggest that high price is not always a negative factor affecting

buying decisions. Price often plays as the indicator of quality. Also branding plays a



vital role here. (Alvarez & Casielles 2008, 23 — 43.)

2.2 Marketing strategy

Corporate life is driven by corporate objectives which are set by the board and
management team. Usually they are expressed by numbers such as revenue, profit
margin, and share price. There are short term objectives which are often driven by
quarterly results, and long term objectives, oriented on long-term company

competitiveness.

They way to achieve corporate objectives is defined by corporate strategy. The
corporate strategy in turn becomes the objectives for the next level of the
organization. For example, the objective to increase or sustain revenue can be achieved
by increasing sales volumes (market share) or prices. Profit margin increase or sustain
objective can be achieved by decreasing costs: R&D, production, marketing. Those
come as objectives to the functional units of the organization, such as R&D,
manufacturing, marketing and HR.

Marketing objectives are concerned with what products are to be sold in what market,
in what volume and price. The way how to achieve marketing objectives deals with

marketing strategy.

Marketing strategies are widely presented in the literature.

Surprisingly, there are two interpretations what the concept of a marketing strategy
really means. In some literature marketing strategy involves segmentation, targeting,
differentiation, and positioning. But in other literature marketing strategy is explained
as marketing mix elements (4 Ps): product, pricing, promotion and place. Recent
discussions put the former as a core marketing strategy and later as a marketing
management or marketing tactics. In terms of processes, the first one is called
marketing strategy formulation process and the second is called as marketing strategy

implementation process (El-Sansary 2006, 266-293).



Marketing strategy formulation process involves several steps (El-Sansary 20006, 266-
293):

— understanding customer behavior

— segment the market

— select target segments

— design the offer to fit the target market needs
— differentiate the offer

— position the offer in customers mind.

The implementation process of a marketing strategy involves designing a marketing
mix (4 Ps), which will allow to differentiate and position the product to achieve
marketing objectives. This is also often called as marketing mix strategy or marketing

tactic decisions.

Marketing mix historically consists of 4Ps: product, price, place, and promotion. But in
some literature it is possible to see extended set of marketing mix which consists of

7Ps and includes additional 3Ps: packaging, positioning, and people.

It is possible to see that those additional Ps can be considered as a part of other Ps —
packaging as part of product, positioning as a part of promotion. At the same time,
pricing and promotion is often seen as elements of positioning, People are about
having the right people in the company - “get the right people on the bus” (Collins
2001, 157).

From the marketing strategy perspective (segment + Ps), the following research

questions can be formulated:

— What is the profile of the target market
- What are the demographic and life style profiles of those who are most likely to

buy the product?
— What the price product should have? (Price)
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- Will there be enough demand at that price to be profitable?

What product industrial design should there be? (Product)
~  Slim/ultra? What packaging?

— What functionality should the product have? (Product)

- What speed? What management SW?

What are the sales channels for the product? (Place)

- Are customers willing to buy via an operator or a retailer chain?

What are effective and efficient promotional choices? (Promotion)

- Radio, TV, special magazine?

2.2.1 Market segmentation

Market segmentation is the process of dividing the total market into different
homogeneous groups of consumers. Segmentation makes it possible to tailor the

marketing mix for specific target markets to increase the performance.

Market segmentation is done using different bases:

— geographic segmentation
— demographic segmentation
— psychographic segmentation

— behavior segmentation.

According to Huawei, there is only 1 segment for MBB and the cheapest wins. But still

there might be the room for adjusting non-price variables in the marketing mix.
Lately Intel was heavily investing into the development of the new low-power but
powerful processors and chipset which allows creating new category of lightweight

high-end devices — Ultrabooks. Intel has applied to register the name as a trademark.

Initially lightweight devices category were occupied by netbooks, which became almost



irrelevant when Apple introduced iPad in 2010. Ultrabooks have larger screen and
higher performance than netbooks and must appeal to consumers who wants light but

notebook like performance and screen size.

Ultrabooks are very thin. Using traditional thick MBB make the Ultrabooks look ugly.
For that reason thin and light Intel based MBB dongle can be a good companion for

the Ultrabooks. There is an idea to consider such thin and light dongles as a different
category — ultra-dongles. Such differentiation might play a key role in the product

positioning,

Hypothesis 1: Consumers prefer to use ultra-dongles with ultra-books.

2.2.2 Product

A product is a combination of functional and formal design. MBB can be classified by

following attributes:

— functionality (bands, speed)

— appearance (design, size)

— performance

— efficiency (power consumption)
— reliability

— packaging

— warranty

— service (support).

First the Intel-based MBB product is designed by Huawei, which is released under the
name E-369 (Figure 1).



Figure 1. Huawei E369

Intel based MBB has the following features (Table 1):

Table 1. Huawei E369 features

Feature Spec Benefit

Size 65 x 24.5 x 8§ mm Smallest dongle in the World. Looks nice
with Ultra-book.

Speed Fast 21.6 Mb/s Faster browsing — Internet experience is
better.

Power 30% less power Longer work from battery.

Bands 850/900/AWS/1900/2100  Global reach 5 bands to work in any
country.

Services Huawei cloud service Network storage.

Extra Easy magnetic cap Feeling like high quality product.

Key differentiating features (KIDFs) are the feature which differentiate the product
from competitors’ products (McDonald & Dunbar 2004, 144). If a feature is available
in many competitors' products, it cannot be considered as KDFE. The set of features
available in one product can also uniquely differentiating it from competitors’ products.
The Intel-based modem combines many features, and consumers who wish to have
such features would be more willing to buy an Intel-based modem. The following

hypothesis can be defined:

Hypothesis 2: Consumers, who wish to have all features, will be more willing to buy an

Intel-based modem.
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2.2.3 Price

Pricing is a key element in positioning the product and is the trickiest thing to do when

launching a new product.

Price setting depends on the following sales objectives (Jewell 2000, 252):

— profit maximization

— profit level

— profit margin

— increase in market share

— sales revenue maximization

— risk minimization.

The following are 3 broad approaches to pricing:

— cost-based pricing
— competitor-oriented pricing
— market-oriented pricing

- skimming

- penetration.

Intel’s objective is to achieve profitable volume.

Price should be consistent with other elements of the marketing mix (Calantone &

Benedetto 2007, 4 — 19).

From the basic economics theory we know that demand is a function of price.
Demand tends to decrease when the price goes up and vice versa. But price change
also might have opposite effect. Research shows that a higher price has direct impact

on perceived quality and perceived benefits of the product. (Alvarez & Casielles 2008,
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23 — 43; Gardner 2000, 1053-1077; Jewell 2000, 254.)

Also marketing effort goes up when the price goes up or down beyond acceptable
price range. The company needs to explain to its customers why the prices are so high

or so low. (Jewell 2000, 255.)

Based on that, it is possible to hope that even though Intel-based modem having a
higher price than its competitors, it is still possible to adjust other elements of the

marketing mix to achieve the sales objectives.

Hypothesis 3: Consumers see higher price of MBB as indicator of higher quality.

2.2.4 Branding

Branding is an element of Positioning P. Brand has an important role in marketing,
Brands are not simply logos or names, but they are now about image and its
perception. Branding provides a link between the attributes customers associate with a
brand and how the brand owner wants the consumer to perceive the brand: brand

identify.

There is no common agreement what branding belongs to: is it one of marketing
strategies, is it a product tactics of marketing mix, or is it a stand-alone strategy that

links marketing strategy to the marketing mix.

Commodity markets are characterized by a lack of perceived differentiation by
customers between competing offerings. For example, despite the possible quality
differences, customers usually see any carton of milk as any other carton of milk. In
such situations, purchase decisions are usually based on the price and availability.

(Meldrum & McDonald 2007, 113.)

Brand is different from commodity by providing additional “added values”, which

enforce differentiation to competing offerings. Successful brands tend to:
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— have a unique identity

— provide sustainable competitive advantage

add significantly to the asset value of the organization when it is sold or acquired

— require continuous investment to avoid diminution.

Brand includes the following components:

— brand positioning
- physical or functional aspects

- bipolar scale: expensive/cheap, fast/slow, fast/slow, male/female.

— personality

- impression, that customers have on brand

sensual appeal
- rational appeal

- emotional appeal.

In highly standardized markets it is often hard to sell solely through promoting tangible
attributes. If the device attributes are similar, then customers tend to select “branded”
products as it decreases their uncertainty and get some intangible attributes — perceived

quality and reliability.

Intel has strong branding habits. Intel has become one of the world's most
recognizable computer brands following its long-running “Intel Inside” campaign.
Since 1992, Intel is the biggest semiconductor manufacturer. Many separate PC
peripherals from other manufacturers, such as video, audio and network cards have
been replaced by Intel branded integrated peripherals, such as Intel HD Audio, Intel
HD Video, Intel Centrino Mobile, etc. High quality integrated peripherals made
competition for other vendors very hard and a number of different offerings
unnecessary. Exceptions are only related to very specific peripherals and high-

performance GPUs, where market is dominated by Nvidia and AMD ATI.

Due to profound history, I see that Intel's branding approach might be also applied to

13



Intel based MBB dongle.

Hypothesis 4: Intel brand and “Intel Inside” logo increase consumers’ willingness to

buy a product.

2.2.5 Place

The last element of marketing mix, Place, defines the way, how product is reaching the
customer — its distribution channels. Broader definition tells about the chain from raw

materials through to the customer.

Following is a list of distribution channels:

wholesalers

- break down 'bulk' to smaller packages for resale by retailers
— agents
- secure an order for producer and charge a commission

— retailers

- strongest relationship to customers

— Internet

— direct access to consumers.

MBB dongles provide access to the Internet using mobile cellular networks, which are
owned and managed by mobile network operators. Operators can be considered as a

main distribution channel. The major Russian network operators are:

— MTS
— Megafon
— Beeline

— Tele2.

In Russia, there are also several retailer chains, specializing on selling communication

14



equipment, such as mobile phones and MBBs. The major retailer chains that have wide

distribution network are:

— Svyaznoy

— FEuroset.

But consumers might perceive that dongles bought in operator stores, are configured
or designed to suite better for the operator network. For that reason they might see

operatot's store as a preferred place to purchase the modem.

Hypothesis 5: Operator's store is a preferred place for purchasing the MBB.

2.2.6 Promotion

Promotion purpose is to create awareness about the product and increase reference

prices.

Promotions include all the tools available to the marketer for marketing
communications, which is as a marketing mix has its own promotions mix. Elements

of promotional mix are:

— personal selling

— sales promotion

— public relations

— direct mail

— trade fairs and exhibitions
— advertising

— sponsorship.

MBB promotion may include several elements. But the most meaningful would be

advertising: TV, special journals, Internet.

15



Almost every operator advertises some mobile Internet subscriptions using USB

modems:

— MTS Connect

- MTS branded modem
— Megafon online

- Huawei E352/E367
— Beeline

- ZTE MF 180/190, Huawei E171.

It sounds logical that consumers would be willing to get all possible information about
the product from the place where they are willing to purchase the product. Also some
consumers search and compare what other sources say about the product. But in

general following hypothesis can be stated:

Hypothesis 6: Consumers prefer to find information about MBB from the place of

purchase.

2.3 Conceptual model

In social sciences and marketing, a concept is an abstraction which is used to represent
an object, property of an object, or certain phenomena, like 'cost', 'market share',
'aspiration’, or 'purchase intention'. The conceptual model is a simplified representation
of the problem or phenomena, and consists of concepts and relationships between
them. The relationship between the two concepts is a hypothesis. There are several

concepts which are relevant to this research.

When moving from conceptual to empirical level in research, concepts are converted
into variables with a set of logical or quantitative relationships between them (Ghauri

& Gronhaug 2005, 39).

To answer research questions 2 — 4, it is necessary to conduct empirical research in

order to identify relationships between consumer buying preferences and purchase
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intention towards Intel-based MBB. Knowledge about that will allow identifying
suitable marketing mix in order to influence purchase intention. Also it will allow
identifying the proportion of consumers who might be willing to purchase Intel-based
MBB. Projecting that to the market size and growth rate will give the answer to the

main research question (research problem).

The key concept for understanding if consumers want to buy the product is consumer
purchase intention (CPI). In my research, I want to measure this concept and to find

what factors can influence it. This concept is considered as a dependent variable.

The marketing mix can be seen as the model which drives CPI. Hence, CPI depends
on Product, Price, Place, and Promotion. Promotion is seen as best-effort
communication activity which needs to explain and create image of the product in the
customers’ mind. I see it as not independent and dependent variables, but as a
constraint in which relationships between independent and dependent variables might

exist.

Stamer & Diller (2006, 62-72) discuss price segmentation and how to adapt price
management to segment-specific price behavior for enhanced pricing effectiveness and
efficiency. They explore the relationship between the concepts “willingness to pay” and
price and quality uncertainty. They deal with concepts, such as concern for price (CP)
and concern for quality (CQ). Such approach can be applied to measure consumers’

preferences in relation to quality, brand and price.

Souiden, Pons & Mayrand (2011, 356 — 367) discuss important concepts influencing
purchase intention for high-tech products including a product image (PIM),
uncertainty (UNC) and aspiration (ASP). They draw the conclusions that positive
brand image reduces consumer uncertainty, increases aspiration, and all together

positively influence consumer purchase intention.

In another research article on purchase intention, Grewal, Krishnan, Baker & Borin
(1998, 331 — 352) discuss the relationships between Brand name, Perceived

brand/product quality, Internal Reference Price, Perceived Value and Purchase

17



Intention. One clean addition to the Souiden’s model is the Internal Reference Price.
And it seems a very relevant addition to my research, because MBB is a kind of high-

technology product which needs to be sold at a certain price level.

Based on the above discussions and models, I found them very relevant also to my
research as to how to find out the influence of the brand and product benefits to

purchase intention. Thus, the following concepts have been used:

— Concern for quality (CQ)

— Concern for price (CP)

— Brand Image (BI)

— Perceived product quality (PPQ)
— Internal reference price (IRP)

— Perceived Value (PV)

— Aspiration (ASP)

— Consumer purchase intention (PI).

The purpose of designing proper marketing mix (4 Ps) is to increase sales of the
product. The higher sale of the product — the higher is purchase intention. Thus, there
is for sure a relationship between 4 Ps and purchase intention. 4Ps are constraints to
which purchase intention is applied. Therefore, it is necessary to measure consumer
preferences towards product features, promotional and distribution channel strategies

as well.

Based on literature review and the above discussions, the following conceptual model

is proposed on Figure 2.
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Figure 2. Conceptual model

In the proposed model, consumer purchase intention (CPI) is driven by perceived
product value (PV) and aspiration (ASP). PV in turn is driven by perceived product
quality (PPQ), internal reference price (IRP) and price. PPQ is driven by brand image
(BIM). ASP is driven by BIM and PPQ. IRP is driven by BIM, concern for quality
(CQ) and concern for price (CP).
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3 Research process

The research target in this study is a market of 3G USB-modems in Russia, thus this is
a marketing research. Marketing research is the process of designing, gathering,
analyzing and reporting information that may be used to solve a specific marketing
problem (Burns & Bush 2010, 35). Marketing research was conducted to gather
information about market size, market growth, to evaluate potential demand for the
product, as well as how to adjust elements of marketing mix to increase sales of the

product.

3.1 Research methodology

Research methodology section describes chosen research design, data collection and
analysis methods and explains the reason for the choice. Shortly, research design is
descriptive, secondary and primary data were used, quantitative data collection and data

analysis methods were employed.

Selection of the research design entirely depends on the type of the problem which
needs to be solved and what type of the research questions need to be answered.
There are structured and unstructured problems. Structured problems are problems,
which can be broken down to a series of well-defined steps. Unstructured problems
require the use of intuition, reasoning and memory. Structured problems are solved
using descriptive or causal research design and unstructured problems are solved using

exploratory design. (Ghauri & Grenhaug 2005, 58).

Research questions in this study are structured. Concepts that are involved in research
questions, such as “market size”, “market share”, “demand”, and “attitude” are well
understood. For that reason descriptive research design is appropriate. It includes a set
of methods that describe marketing variables, which are investigated by answering

who, what, where, and how questions.

In order to answer research questions secondary and primary data were used.

Information about mobile broadband dongles’ market size, growth rate and structure
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of the Russian 3G USB-modem market were obtained from secondary data to answer
research question 1. Secondary data have been extracted from existing internal and
external market reports and surveys. Intel’s marketing department collected the data

about Russian market for other projects.

In order to answer research questions 2 — 4 it is necessary to estimate demand for the
Intel-based MBBs and analyze consumers' attitudes, opinions, preferences, and
purchase intentions. This information is not available from secondary data. To find out

such information the primary data that are relevant to the product were collected.

There are two types of methods of research: quantitative and qualitative. Qualitative
methods are more appropriate when we do not know what variable to measure, when
it is necessary to understand the nature of the phenomena. Research questions often
start with “why”. It is closely related to exploratory research design. Qualitative

research methods are not appropriate for this research.

When it is known what variable to measure, quantitative research methods are most
appropriate. In this research, based on prior knowledge of theories, it is known what is
necessary to measure, and thus quantitative methods were used. Quantitative methods

are closely related to descriptive research design.

Quantitative data collection method using questionnaire survey was used in this study.
Required samples size depends on the required accuracy level. If desired accuracy is
5% then sample size should be around 400. This study does not require high accuracy,
thus 10% sample error is acceptable and sample size could be around 100. (Burns &

Bush 2010, 403.)

Quantitative data usually, but not always, requires quantitative data analysis. As also we
deal with structured problems, quantitative statistical data analysis was applied in the
study using IBM Statistical Package for Social Sciences (SPSS) tool. Also some analysis
was not possible to perform using SPSS. Microsoft Excel was used to calculate

necessary statistical formulas.
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Use of quantitative research methods is also supported by numerous articles, which
were presented in the literature review chapter. All referred articles use quantitative
data collection and data analysis methods. Data collection was done using

questionnaire survey in all referred cases.

The formal development of reliable and valid measure is long and complicated process
(Burns & Bush 2010, 322). These measures are published in academic journals. Thus,
construct validity and reliability in this study rely on prior research presented in
reviewed articles. Reliability of multi-item measurement scale was verified using
reliability analysis. In most cases Cronbach’s alpha is over 0.85 which means very good
and in one case it is 0.76 which is acceptable. External validity of the hypothesis tests is
ensured by statistical conclusion validity. Inferential analysis uses statistical significance
in order to make conclusion about the population. Statistical significance tests take into

account sample size.

3.2 Data collection

Primary data collection method was questionnaire survey.

Literature provides extensive guidelines for constructing questionnaires. Ghauri &

Gronhaug (2005, 129) presents the following rules for designing a questionnaire:

[EN

must be simple and concise

should not put unrealistic demand for required knowledge to answer
should ensure that everybody understand questions in the same manner
each question should deal with one dimension or variable

should not be formulated so that there is no escape route to default answer
should be specific

should not be of a suggestive nature

should be in polite and soft language

A S O N AR R S

questions should be in right order (easy and positive first)
10. layout is important

11. questionnaire should be pre-tested.
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Questionnaire for this research has following categories of questions to cover all

relevant variables:

— Respondents profile
— Internet usage

— Brand Image

— Product Image

— Price

— Place

— Promotion

— Aspiration

— Purchase intention.

For measuring degree of agreement, the five-point Likert scale is used with the levels
defined as: (1) Fully Disagree (FD), (2) Partially Disagree (PD), (3) Neither/Nor (NN),
(4) Partially Agree (PA), and (5) Fully Agree (FA).

Level of Importance is measured using the following scale: (0) Not important (NI), (1)
Slightly important (SI), (2) Important (I), (3) Quite important (QI), (4) Very important
(VD).

Internet usage frequency is measured using the following scale: (0) Never, (1) Once a

month, (2) Once a week, (3) Few days a week, (4) Every day.

The questionnaire was designed with the help of 2 pre-testing. The first pre-testing was
completed by sending a link to Russian Intel colleagues. Several people filled out the
questionnaire and provided feedback as to the questionnaire’s questions and format.

Based on the feedback, the questionnaire layout was redesigned.

The second version was sent to several friends. Answers were reviewed and analyzed if

they made sense. Filling out the questionnaire did not create any difficulties and
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responses contained all the necessary data. Also preliminary analysis of data discovered
that answers to different similar questions were consistent and the expected

relationship between answers existed.

Final version of the questionnaire in Russian can be found in Attachment 2 and its

English counterpart in Attachment 1.

It was foreseen, that in order to get respondents to answer the questionnaire it was
necessary to motivate them with the possibility of winning a prize, a common practice
in Finland. Without prizes the response rate can be quite low. Huawei was very kind

and offered two 3G USB-modems Huawei E369 to be awarded as prizes.

There were several options for distributing the questionnaire. The first option was that
the possible target respondent list, with email addresses, would be obtained from the
operator. The second option was that the operators would send out the URL by
themselves if they are not willing to disclose customers’ contact information. The third
option was to publish the URL of the questionnaire on the operators’ and retailers’
web sites. All these approaches would require involving the operators and retailers, and
would require financial resources. It turned out to be problematic, because the
budgeting situation has changed in May 2012 at Intel’s department involving in this
research and they could not provide the funding. Also involving only certain operator

or retailer would create operator related bias in the responses.

It was decided to go with a zero-budgeting approach. The easiest way was try to use
social networks, such as Facebook and VKontakte. Indeed, Facebook has got highest
market capitalization in the history when listing on stock exchange this year in May
2012. Their business model is to get revenue from advertising in its social network.
The Russian equivalent of Facebook is the social network VKontake (www.vk.com),

which has approximately 140 million users at the moment.

It was decided to publish the URL of the questionnaire on the Intel hosted group on
VKontakte, but also repost the URL on different thematic groups about Mobile

Internet, 3G modems, etc.
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http://www.vk.com)/

3.3 Questionnaire communication

In order to publish the URL on Intel’s VK group, contact persons have been identified.
It turned out from them that publishing the URL on behalf of Intel requires approval
from Intel Legal department about the content of the questionnaire and also special
form needed to be filled out and attached to the questionnaire page containing “Rules
and conditions of participating in questionnaire”. The document specified who is
eligible for participating, dates of participation, what prizes, winner selection and

delivery, and ways of handling personal information.

Everything was ready by the end of June 2012 for publishing and consent from the
social network content coordinator had been received on 27.06.2012. The target was to
run the questionnaire data collection during the first 2 weeks of July 2012 and start the
data analysis in second half of July 2012. I was also on vacation during the first half of
July, while the responses would be collected. On my return I would start the data

analysis.

But URL placement did not happen. I contacted the social network content
coordinator again on July 7t about the matter and received response on July 9 that the
external agency, who will place the URL, has questions about content. From email
thread discussion it was seen that someone from external agency was not available and
they did not do placement on 27.06.2012. My reminder on July 7 initiated response

about content.

One of the statements from the agency was that “nobody will fill out such a long
questionnaire” and “we will get negative feelings from the community” and “they do
not recommend placing such a questionnaire in the group”. That was quite stressing
and disappointing when taking into account that it took already 2 months to get to this

point.

The agency also commented that there are some legal aspects with giving a prize, as it

is considered to be a lottery, and has certain legal aspects, which they do not handle
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themselves.

I started updating the questionnaire on 29.07.2012, when I came back from vacation. I
discussed it with the social network content coordinator again and agreed upon
changes in the questionnaire. Unfortunately, on 01.08.2012 the woman in charge
informed me that she would not be able to do anything until she gets back from
vacation in a few weeks. I have contacted Vladimir Slinko and explained the situation
to him. He advised me to contact his deputy, because he also was starting vacation on
August 2. The deputy said that everyone in his department were busy and would not

be able to help me until the middle of August.

Thanks to Dmitry Kornev, who re-initiated the process of placing the questionnaire
with different people from the marketing department on August 16t and explained
their interest in the research. It was also found out that there are indeed legal
complications with running a lottery, as mentioned by the external agency. According
to Russian legislation, lotteries must be officially registered. A questionnaire in that
form is considered a lottery — anyone who participates becomes eligible for the prize
draw. The Legal department suggested that in order for the questionnaire not to be
considered a lottery, it needs to be a contest. New questions about Intel were added to
the questionnaire and a new legal form was prepared with the rules. Only those, who
correctly answered the questions about Intel, participated in a prize draw. Everything
was approved by the Legal department and the URL was subsequently placed in VK
on September 13, 2012. A link to the questionnaire was placed on the Intel community
webpage (http://vk.com/intel_trendy), as well as on different 3G modem and mobile
Internet related groups, such as “3G modems” (http://vk.com/club34535493) and a
few others. Also link was placed on the Intel Russia Facebook page

(http:/ /www.facebook.com/intelrussia).

Intel allowed keeping the link to the questionnaire visible on Intel Trendy for about 2

weeks during 13.09.2012 — 29.09.2012. During this time 111 answers were received.
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3.4 Data analysis

Statistical data analysis was done using the IBM SPSS package. The questionnaire
report was exported from Webropol in Excel format, before importing it into SPSS. In
addition, first line with the questions was replaced with the variable names from V1 —

V138. When imported to SPSS, variables with the names V1 — V138 were

automatically created.

After the data was imported into SPSS; every variable were given a label, corresponding
to the question. Also variables were given possible response values and measurement

scale.

SPSS has “Compute” and “Recode” functionality which allows computing or recoding
new or existing variable using other existing variables. In order to automate the process
and have the possibility to calculate variables again, SPSS syntax file was created using
SPSS “Paste” functionality. Syntax files were also used during analysis to be able to

repeat analysis the same way if necessary in the future.

The questionnaire uses an inverse scale, where low values represent higher/more
positive attitude: Fully agree, Partially agree, Neither/Nort, Partially disagree, Fully
disagree (1 — 5). Using such a scale is not always preferable in analysis, where in tables
and charts, higher values usually represent more positive attitudes. For that reason,
variables have been re-coded as: Fully disagree, Partially disagree, Neither/Not,

Partially agree, Fully agree (1 —5).

The questionnaire has several multi-response questions, for example “Where do you
need 3G USB-modem”. Several multi-response-sets were defined to aggregate the

variables related to those questions.

The conceptual model in the thesis aims to measure and find the relationship between
several variables, such as CP, CQ, BIM, IPR, PPQ, ASP, PV and PI. Those variables are
measured using multiple items (questions). The detailed description of questions

(items) and how they are used to compute model variables is discussed in Attachment
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The two variables V123 and V124 contain free text answers about what respondents
like more or less about the E369 modem. Two new variables Like_Most and
Like_ILeast were created based on the V123/V124 and contain a coma separated list of
attributes, what people like or dislike, such as “speed”, “design”, “price”, etc. Based on

those categories, multiple-response variables were created (LIKE_DESIGN, etc.) and a

multiple-response-set was created.
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4 Data analysis and results

4.1 Market analysis

This chapter presents market analysis about the Russian 3G USB-modem market,

which is intended to answer the research question 1.

According to Aaker (2001), market analysis includes following dimensions:

— Market size (current and future)
— Market growth rate

— Market profitability

— Industry cost structure

— Distribution channels

— Market trends

— Key success factors.

For this study relevant market dimensions are market size, growth rate and distribution
channels. The information about the current Russian market was extracted from

secondary sources, collected during Intel’s market research activities.

4.1.1 Internet usage in Russia

Here are some facts about Russia:

— area: #1 17M km?2

— population: 143M

— density: 8.4 people / 1 sq.km

— Internet penetration: 42.8 % - ~ 60M users

— Growth rate: +29% YoY
- Internet users in Q2’11 — 55M, Q3’11 — 60M

— 48% house hold penetration (top 9 WW)
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— ~50% of population lives in small cities and suburbs connected to the Internet

through an MBB stick.

Figure 3 shows the Internet penetration map in Russian. Areas with higher population

also have higher Internet penetration.

u+000.v

10°000+km

Figure 3. Internet penetration in Russia

Russia has about 60M Internet users at the moment, where Internet usage by

connection type is divided as follows:

— Fixed/BB (5 — 20 Mb): 38%
— 3G Modem (1 — 2 Mb): 22%
— 3G Phone (1 — 2 Mb): 20%
— Other (1 — 2 Mb): 20%.

During the last 3 years, the fixed connection growth rate were +20% YoY and for

mobile connections were +30% YoY.

Figure 4 shows the proportion of people using fixed and mobile Internet, depending

on the size of the municipality.
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Figure 4. Proportions of people using fixed and mobile Internet

The above data and figures show a further good opportunity for 3G MBB dongles. In
large cities, mobile Internet usage is still quite low compared to the population. There

are lots of possibilities for growth.

Mobile Internet usage bypassed fixed Internet usage in settlements with population
sizes less than 250 000 inhabitants. This can be explained by 2 factors. First, the
population density in such towns is lower, than in large cities, making fixed Internet
cable installation more expensive per customer. Second, the income level of the
inhabitants is much lower in small towns. For these reasons fixed Internet becomes
quite expensive. It becomes cheaper to use wireless mobile Internet. There is a

significant market for MBB dongles in small settlements.

4.1.2 3G modem sales in Russia

The yearly growth rate for mobile connections during the last 3 years was about +30%.
That includes connections using 3G USB-modems, integrated modems and
Smartphones. Total available market (TAM) of 3G USB-modems in Russia in 2011 was
about 6 million units. The growth rate was about 30% YoY since 2008. This situation
changed in 2012. It is discussed in the following section. Sales forecast for 2012 is 4-5

million units.
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Table 2 bellow shows market sales, share and growth rate of the top 3 mobile Internet

services providers in Russia:

Table 2. 3G USB-modem monthly sales in Russian by operator in 2011

Sales (TU/month) | Matket Share Growth rate (YoY)
Megafon 190 38% +064%
MTS 155 31% +51%
Beeline 105 21% +32%
Retailers 50 10% +40%
Total 500 100%

Operators sell about 90% of 3G USB-modems, where 60% they sell via their own
channels and 30% they sell via retailers. Those modems are locked by default. The
remaining 10% are lock-free and sold by retailers. About 70% of all 3G modems in

Russia are supplied by Huawei.

Intel’s target is that by the end of 2012 up to 10% of 3G USB-modems will be using
the Intel’s chip.

The list bellow shows the list of MBB dongles that are sold by competitors:

— 28.8 Mbps modems:
- Huawei E367
- Telewell TW-3G HSPA+
— 21.6 Mbps modems
- Nokia 21M-02
— 7.2 Mbps and slower:
- A-Link 3GU
- Archos G9 3G
- Novatel Merlin U740
- D-Link DWM-152/156
- Option GlobeSurfer
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—  Webee 3G.

There are currently quite a few high-speed competitors’ products on the market. The

Intel-based modem, with unique features, might still have a good potential.

4.1.3 Market situation in 2012

Operators sell 3G USB-modems, that are operator locked (SIM-lock), but current
legislation in Russia requires that operators don’t prevent consumers from switching
operators. For that reason operators are required to provide the unlock code on
request by the customer. According to Megafon, about 10% of the consumers

requested the operator unlock codes during the last year.

Russian legislation does not enforce the binding of fixed-time contracts, such as 1 year
or 2 years contracts, like in Europe or the US. For this reason, customers might
immediately break the contract. Because operators are not able to hold on to
customers, they are not generally willing to provide free modems or at huge discounts,
as often happen in Europe or the US. During 2008 — 2011 years of fast growth,
operators, in order to win new customers, started subsidizing sales of 3G USB-
modems, by offering 2 — 3 months of free Internet access. Also revenue per user
(RPU) is higher for modem subscriptions (~$15) than for Smartphone subscriptions
(~$10). For this reason operators also were selling modems a bit cheaper. Basically they
were offering modems almost for free. It accelerated 3G modem adoption and was one

of the main driving forces for 30% YoY growth.

But at the same time, such marketing strategy had two negative effects. First, it
suppresses sales of unsubsidized and more expensive models. Availability of “free”
modems kills competition of the non-free modems. Also high growth expectations led
to an overstock of modems in stores. To get rid of stock, stores needed to sell
modems for 800 rubbles, which otherwise cost 1200 rubbles. Second, it made possible
for users to switch operators at no cost, when the free Internet access expired.
Consumers could simply go and buy another modem from the same or another

operator with yet another free Internet bonus.
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The situation started to change in 2012 or, even before that, from the end of 2011.
Sales started to decline. The Russian retailer Euroset has different statistics for the 3G
USB-modem sales even for 2011. According to them, the total modem sales in 2011
were ~6M units instead of the other 9 — 11 M estimated units. That is quite a

significant difference.

The reason for the sales decline is that market was saturated with modems. The new
customer base growth slowed down, so the operators’ race for customers came to its
end. It became no benefit to offer 2 — 3 month free Internet, so there was no benefit
for users to switch operators or get another modem. Free Internet is now mostly

limited to 1 month.

The latest estimation is that modem sales in 2012 might be as low as even 4M units.

The total of 3G USB-modem users is about 20M users.

4.2 Descriptive analysis

The descriptive analysis summarizes basic findings for the sample and describes the
typical respondent, describes how respondents are similar to the typical respondent
(Burns & Bush 2010, 462). Descriptive statistics measures central tendency and
variability. Not all information which is provided in this section is essential from
research problem point of view, but provided in one place to simplify reading and

understanding,

4.2.1 Profile of respondents

This section describes profile of respondents who participated in the questionnaire
survey and includes gender, age, occupation, income level, country of residence, size

of municipality, and federal district of Russia.

The majority of respondents 83.8% were males, while females accounted only for

16.2% answers (Figure 5).
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Figure 5. Gender

The majority of respondents belongs to 18-24 age group (57.7%), followed by 25-34
age group (23.4%) and under 17 (13.5%) (Figure 0).
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Figure 6. Age
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The majority of respondents were students (44.1%) and employed in I'T (18.9%)
(Figure 7).

Family income

bellow 10 000 RUB [11.71%] |
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Figure 8. Family income

Family income of the majority of respondents is between 20000 and 40000 rubbles —
about 55% (Figure 8).

Country of residence
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Figure 9. Country of residence

The majority of respondents were from Russia (Figure 9). But it was also a few
respondents from other countries including Finland, Ukraine and Denmark.

Figure 10 shows that there were no bias towards large cities such as Moscow and Saint-
Petersburg. Respondents were located in settlements of different sizes.
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Size of your municipality?

0 - 999
1000 - 9 999
10 000 - 99 999 [18.02%] |
100 000 - 499 999~ [16.22%] |
500 000 - 999 999 [18.02%] |
1000 000 - 4 999 999 [13.51%] |
5 000 000 - 9 999 999 (Saint-Petersburg)] [11.71%] |
10 000 000+ (Moscow) [13.51%] |
0 é 1I0 1I5 2IO
Count

Figure 10. Size of municipality

Respondents were also located in different regions of Russia, but the majority of
respondents live in central federal district (Figure 11).
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Figure 11. Federal district of Russia

4.2.2 Internet usage

This section describes where and how often respondents use the Internet, how they do

connect to the Internet, and why do they need mobile Internet.
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Majority of respondents have 3 or 2 internet users in their family (Figure 12).

How many family members use Internet?

1 8.11%
2 30.63% |
3 34.23% |
4 14.41% |
5 and more]| 12.61% |
T T T T
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Figure 12. Number of family members using Internet

Table 3. Where and how often respondents use Internet

Oncea | Once a | Few days | Every
Never | month week a week day | Average
©® | ®) 3) @)

At work 12 3 3 26 67 3.20
At home 0 0 1 5 105 3.94
On public transport 21 7 11 29 43 2.59
Inacar 23 11 13 35 29 2.32
At summer cottage 22 20 12 21 36 2.26
On holidays or 9 16 9 23 54 2.87
business trips
(travelling)
In other places 86 2 2 6 15 0.76

Table 3 shows where and how often respondents use Internet. The highest Internet
usage is at home. 105 of 111 respondents use Internet at home every day. The second
place where Internet is actively used is at work. 67 respondents use Internet at work
every day. It also shows that respondents actively use Internet while travelling. In other
places, such as public transport, car, summer cottage, the respondents use Internet
from once a week to few days a week — average is between 2 and 3. Some respondents
also indicated that they often use Internet in the cafe, visiting guests, walking, and in

the study places.
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The majority of respondents (63%) have wired connection to the Internet. But also

about 50% connects to Internet using 3G USB-modem, using phone as a modem.
41% indicated that they use 3G/WiFi router. Few indicated that they use Smartphone
to connect to Internet, but that belongs to “via mobile phone, using it as a modem”.

One indicated that uses satellite to connect to the Internet. (Figure 13.)

Wired/fixed broadband (xDSL, Cable, etc)?

WiMAX USB-modem™
Internal 3G/WiMAX modem|

Via mobile phone, using it as a modem™]

How do you connect to Internet?

3G USB-modem™

3G/WiFi router

Dialup modem™]

Other way

|
|
|
T T T
0 20 40 60
Count

Figure 13. How connect to Internet

Table 4 shows that highest every day usage of 3G USB-modems is on travelling and in

a summer cottages.

Table 4. Where and how often respondents use 3G USB-modem

Oncea | Oncea | Fewdays | Every
Never | month week a week day | Average
© | @ @) 3) )

At work (V27) 62 7 7 15 20 1.32
At home (V28) 01 5 8 10 27 1.43
On public transport 71 2 9 15 14 1.09
(v29)
In a car (V30) 67 5 8 18 13 1.14
At summer cottage 52 9 10 15 25 1.57
(V31)
On holidays or 44 12 11 15 29 1.76
business trips (V32)
In other places 100 0 1 6 4 0.32
(V33)
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The respondents also indicated other places, such as cafe, visiting guests, walk, in the
school.

Figure 14 shows people who use or never use 3G USB-modem. About 76.6% of
respondents use 3G USB-modem.

Use 3G USB-modem

Yes 76.58%
No 23.42% |
T T T T T
0 20 40 60 80 100

Count

Figure 14. Using 3G USB-modem

Many respondents wish to use 3G USB-modem while travelling (73.9%), in summer
cottages (56.8%). But also more than 40% respondents wish to use 3G USB-modem at
work, at home, on public transport and in a car. Few respondents indicated that they
also wish to use a modem in cafe, during walk, visiting guests and in the study place.
(Figure 15.)

Where would you like to use 3G USB modem?

At work]
At home™]
On public transportT
In a car]
At summer cotage]
On holidays and business tripsT
In other placesT
0 20 40 60 80

Count

Figure 15. Where want to use 3G USB-modem

Figure 16 shows why people need mobile Internet. 86.5% indicated that they need
mobile Internet for browsing and reading emails. 83.8% indicated that need it for social
networking. For other use of mobile Internet voted 28 — 48% of respondents.
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Why do you need mobile Internet?
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Figure 16. Why mobile Internet is needed

Other reasons why mobile Internet is needed include study, work, reading books,
searching in the Internet.

Following sections measure generic marketing mix variables, which are not related to

specific brand and product.

4.2.3 Product

This section describes what attributes 3G USB-modem should have. Scale description

can be found in chapter 3.2.

Q: How important for you are the following 3G USB-modem attributes?
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Table 5. Importance of 3G USB-modem features

NI|SI| I |QI|YVI Average
IRIROIRONRE
Size (V506) 15 121 | 31 | 26 | 18 3.10
Design (V57) 25 | 32 | 18 | 20 | 16 2.73
Speed (faster browsing, download) (V58) 1 1 2 13 | %4 4.78
Multiple bands (use in any region and country) 6 8| 12 | 24 | 61 4.14
(V59)
Low power consumption (longer battery life) 9117 | 16 | 23 | 46 3.72
)
Nice packaging (V61) 60 |20 9113 9 2.02
Warranty (V62) 12 | 13 | 28 | 21 | 37 3.52
Operator lock free (SIM-lock free) (V63) 5 7 8120 |71 4.31
Brand (V64) 35 | 18 | 24 | 18 | 16 2.66
Price (V65) 5 9 1 19 | 22 | 56 4.04

The respondents indicated that the most important features are speed, operator lock-

free and multiple bands support (Mean > 4). Low power consumption is seen as also

important. Nice packaging is just slightly important for respondents. The brand is

considered just slightly important. The respondents also indicated that price is also

quite important for them. (Table 5.)

Figure 17 visually highlight importance of modem features.

How important for you are the following 3G USB-modem attributes?

SizeT
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Figure 17. Importance of 3G USB-modem features
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The Feature Attitude Level (FAL) is measured by variables V56 — V64, except
Packaging (V61) and Price (V65). FAL is calculated in SPSS as
FAL=MEAN(V56,V57,V58,V59,V60,V62,V63,V64).

Q: For Ultrabook ™ you would prefer to use small USB-modem (ultra-modem)?

Table 6. Preference to use ultra-modem with Ultrabook ™ (V60)

Fully Partially Neither/Nor Partially Fully Averace
disagree (1) | Disagree (2) 3) Agree (4) | Agree(s) | 8
0 0 12 29 70 4.52

The majority of respondents fully agree that they prefer to use small USB-modem with
Ultabooks (Table 0).

4.2.4 Promotion

This section describes from where respondents wish to know about the modem.

Q: From where do you prefer to learn about 3G USB-modems?

From where do you prefer to learn about 3G USB-modems?

Friends

Sales person |

s |

Wikipedia- |

Shop web-site]

Operator web-site|

Technology web-site |

Computer magazines]

Other placeS‘[ﬂ

T T T
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Figure 18. Source of information about 3G USB-modem
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About 60% of respondents would like to get information about 3G USB-modems
from friends and shop web-site. About 50% wish to learn about a modem also from
operator web-site. Less than 20% of respondents would like to learn about a modem
from TV or technology web-sites. Only about 6% of respondents wish to read about
modem from computer magazines. (Figure 18.)

Figure 19 bellow shows sites and magazines provided by respondents:

Technology sites and magazines

www.habrahabr.ru
www.ferra.ru
www.igromania.ru
vk.com/intel
www.upgrade.ru
intel
www.nomobile.ru
www.3dnews.ru
www.modem.od.ua
www.almodi.org
www.mobiview.ru
www.xakep.ru
www.mobile-review.com
www.4pda.ru
www.mobi.ru
www.overclockers.ru
market.yandex.ru
Google

Chip

www.engadget.com

0 1 2 3 4 5 6

Figure 19. Technology sites and magazines

Figure 19 shows what magazines and technology web-sites were indicated by
respondents.
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4.2.5 Place

This section describes where respondents wish to purchase a modem.

Q: Where have you bought or consider buying a 3G USB-modem?

Where have you bought or consider to buy a 3G USB-modem?

Beeline (BvnanH) |

Megafon (MeradhoH) |

w
©

MTS (MTC)

Tele 2 (Tere 2)

Euroset (EBpoceTb)] |

Svyaznoy (CesidHOM) T
M-Video (M-Buaeo) |

Citilink (CuTMAMHK)] |
Just
Other placeT|

0 10 20 30 40
Count

Figure 20. Places to buy 3G USB-modem

About 40% of respondents wish to buy modem from Megafon. This supports market

data, that Megafon is the largest modem seller in Russia. About 35% also indicated that
they could buy modem also from MTS and Beeline (33%). According to responses, the
most popular retailing network to buy a modem is Svyaznoy (36%). Euroset accounted
for about 29% of votes. Respondents also indicated other places, such as

www.ulmart.ru, www.forum3.ru, www.dns-shop.ru, www.nix.ru. (Figure 20.)

Q: Would you prefer to purchase a 3G USB-modem online (with delivery)?
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Yes] 50.45%

No 49.55%

T T T
0 10 20 30

Count

40

Figure 21. Preference to buy 3G USB-modem online

50

60

About 50% of respondents indicated that they would like to be able to buy modem
online with delivery. Internet shopping is considered as important distribution channel.

(Figure 21).

4.2.6 Attitude to price and quality

This section aims to understand price sensitivity in general in relation to purchase

intention.

Q: What do you think about following statements?

Table 7. Attitude to 3G USB-modem price and quality

FD | PD | NN | PA | FA Average

W@ G @
The quality of a 3G USB-modem is important 0 1 2| 7]101 4.87
for me (V91)
A 3G USB-modem is a product where quality 1 51 14| 48| 43 4.14
differences are high (V92)
For a 3G USB-modem, very low prices may 71 27| 18] 45| 14 3.29
indicate low quality (V93)
When paying a higher price for 3G USB- 11 29| 11| 44| 16 3.23
modem, you generally get a better quality
(Vo4)
A 3G USB-modem from well known brand 51 16| 14| 42| 34 3.76
has better quality (V95)
The brand of the product is a sign of quality 6| 18| 17| 45| 25 3.59
(V96)
A 3G USB-modem from well known brand 11| 22 8| 45| 25 3.46
provides more value for your money (V97)
I need to collect a lot of information on a 3G 21 11 141 20| 64 4.20
USB-modem before considering its purchase
(V98)
When purchasing a 3G USB-modem, quality is 0| 10| 16| 42| 43 4.06

more important than price (V99)
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When purchasing a 3G USB-modem, brand is 281 19| 26| 31 7 2.73
more important than price (V100)

When purchasing a 3G USB-modem, I 20 11 19] 38| 41 3.95
consider a large number of alternative brands

(V101)

When purchasing a 3G USB-modem, I collect 5 3] 17| 35| 51 4.12

a large amount of information on price via
comparing prices in stores or searching for

deals (V102)

Attitude to the price and quality of a modem is shown on Table 7 and Figure 22. 101

respondents indicated that quality is important for them and also majority indicated

that quality is more important than price. The respondents are also agreeing that there

are quality differences between 3G USB-modems. Brand is considered less important

than price.
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The quality of a 3G USB-modem is important for_|
me :

A 3G USB-modem is a product where quality_|
differences are high :

For a 3G USB-modem, very low prices may_|
indicate low quality

w
w

When paying a higher price for 3G USB-modem,_|
you generally get a better quality

w
[N

A 3G USB-modem from well known brand has_|
better quality

w
®

w
o

The brand of the product is a sign of qualityT]

A 3G USB-modem from well known brand_|
provides more value for your money

w
&)

I need to collect a lot of information on a 3G USB-_|
modem before considering its purchase

»
N

When purchasing a 3G USB-modem, quality is_|
more important than price

S
o

When purchasing a 3G USB-modem, brand is_|
more important than price

N
<

When purchasing a 3G USB-modem, | consider a_
large number of alternative brands

w
©

When purchasing a 3G USB-modem, | collect a
large amount of information on price viaT
comparing prices in stores or searching for deals

Figure 22. Attitude to 3G USB-modem price and quality

The Concern for quality (CQ) is measured by variables V91 — V98. Variables V93 and
V94 are interpreted as “Price as quality indicator”. Variables V95, V96 and V97 are

interpreted as “Brand as quality indicator”. CP is calculated in SPSS as

CQ=MEAN(V91,V92,V93,V94,V95,V96,VI7,VI8)

The Concern for price (CP) is measured by variables V99 — V102. CP is calculated in
SPSS as CP=MEAN(6-V99,6-V100,V101,V102)

Q: What do you think about prices for 3G USB-modems?
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Here is a list of questions that were asked about their experience and perception of

modem prices:

— What was the price you have paid last time if you bought a 3G USB-modem?
(V103) (Price recall)

— What is the price you would consider normal for a 3G USB-modem? (V104)

(Normal price estimate)

— What is the price you would consider very expensive for MBB? (V105) (Upper
threshold)

— What is the price you would consider cheap for a 3G USB-modem? (V1006) (Lower
threshold)

— What is the maximum price you would be prepared to pay for a 3G USB-modem?
(V107) (Reservation price).

Figure 23 shows what price respondents have paid in the past for a 3G-USB modems.

Average value is 1019 rubles.
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What was the price you have paid last time if you
bought a 3G USB-modem?

Mean = 1019.83
Std. Dev. = 497.58
N =92

Figure 23. Price respondents paid for 3G USB-modems (V103)
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What is the price you would consider normal for a 3G

USB-modem?

Mean = 869.37
Std. Dev. = 484.119
N=111

Figure 24. Price for 3G USB-modem, which is considered normal (V104)
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Figure 24 shows what price the respondents consider normal for 3G USB-modems.

Average is 869 rubles and less than average what respondents paid in the past.

Mean = 2472.52
40.0 Std. Dev. = 1505.901
N=111

30.077

Frequency
N
o
Nt

10.07

(5]
(2]
(3]

I T |

| I |
0 2000 4000 6000 8000 10000 12000

0.0

What is the price you would consider very expensive
for a 3G USB-modem?

Figure 25. Price for 3G USB-modem, which is considered very expensive

Figure 25 shows what price is considered very expensive. Average is 2472 rubbles.

Thus 2500 rubles for Intel modem belongs to category of very expensive modems.

Figure 26 shows that the respondents consider on average that 406 rubles is a very

cheap price for a modem.
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What is the price you would consider cheap for a 3G
USB-modem?

Figure 26. Price for 3G USB-modem, which is considered cheap
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What is the maximum price you would be prepared to
pay for a 3G USB-modem?

Figure 27. Maximum price for 3G USB-modem, which respondents are prepared to

pay
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Figure 27 shows that on average respondents are prepared to pay maximum 1400

rubles for a 3G USB-modem. About 25% of respondents are prepared to pay more

than 2000 rubles for 2 modem.

Internal Reference Price (IRP) is calculated using variables V104 — V107. IRP is

calculated in SPSS as IRP=MEAN(V104,V105,V106,V107) (Figure 28).
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Internal Reference Price

Figure 28. Internal Reference Price

4.2.7 Attitude to Intel’s brand and products

Mean = 1287.0923
Std. Dev. = 653.03875
N=111

This section aims to understand Intel brand and & Intel MBB perception in relation to

purchase intention.

Q: What do you think about Intel and its products?

Table 8. Attitude to Intel’s brand and products

FD
@)

PD
@)

NN
(€)

PA
)

FA
(©)

Average
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Intel's products are modern and innovative 0| O 0] 14 | 97 4.87
(V108)

Intel's products are of high quality (V109) 0 0 0| 15| 96 4.86
Intel's products have a good price-quality ratio | 0 3 3| 47 | 58 4.44
(V110)

Intel logo "Intel Inside" is a sign of high 1 4 81221 76 4.51
quality (V111)

I like to have a logo "Intel Inside" on Intel- 20 0 15|17 | 77 4.50
based product (V112)

I am always confident when buying Intel 0 0 6| 15| 90 4.76
products (V113)

What do you think about Intel and its products?

Intel's products are modern and innovativeT|

»
©

Intel's products are of high quality

»
©

Intel's products have a good price-quality_|
ratio

»
S

Intel logo "Intel Inside" is a sign of high quality—|

b
3]

| like to have a logo "Intel Inside" on Intel-_]
based product

»
S}

| am always confident when buying Intel_|
products

»
®

Figure 29. Attitude to Intel brand and products

Table 8 and Figure 29 shows very positive attitude to Intel brand and Intel’s products,

Average score for quality is 4.9. Few respondents indicate that price/quality ratio is not

very good for Intel’s products.

The Brand Image (BIM) is measured by variables V108 — V113. BIM is calculated as

BIM=MEAN(V108,V109,V110,V111,V112,V113)

4.2.8 Attitude to the E369 modem

This section describes respondents’ attitude to the E369 modem.
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Table 9 shows Huawei E369 features and price.

Table 9. Huawei E369 features

Feature Specification Benefit

Size 65x24.5x 8 mm Smallest dongle in the World. Looks nice
with Ultra-book

Speed Fast 21.6 Mb/s Faster browsing — Internet experience is
better

Power 30% less power Longer work from battery on the laptop

Bands 850/900/AWS/1900/2100  Global reach 5 bands to work in any
country

Services Huawei cloud service Additional storage space

Extra Easy magnetic cap Pleasant to handle

Warranty 2 years No worries

Price 2500 RUB (65 Euro)

Q: What do you think about this Intel-based E369 3G USB-modem?

Table 10. Attitude to Intel-based Huawei E369 3G USB-modem

FD |PD | NN | PA | FA Average

D@ G| @6
E369 modem has good features (V114) 0 0 4 | 13 | 94 4.81
E369 looks nice (V115) 1 7 7115 ] 81 4.51
E369 modem combines features, which are 0 1 11 | 45 | 54 4.37
not available in other modems (V116)
E369 modem is high quality product (V117) O] 2] 13126 |70 4.48
E369 modem is reliable product (V118) 0 3| 14 ] 32| 62 4.38
Price is less than what I expected to be (V119) | 17 | 18 | 17 | 26 | 33 3.36
Price is less than average market price (V120) | 33 | 28 | 16 | 14 | 20 2.64
The E369 modem is a great deal (V121) 3114 | 15| 32 | 47 3.95
The E369 modem has a good value for money | 8 | 21 | 12 | 30 | 40 3.66
(V122)
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Table 10 and Figure 30 show quite positive attitude towards Intel-based E369 modem.
Responses indicate that modem has very good features, but the price is higher than

average market price.

What do you think about Intel-based E369 3G USB-modem?

E369 modem has good features™
E369 looks nice]
e e avalable m othér modeme|
E369 modem is high quality product
E369 modem is reliable product
E369 price is less than what | expected to be|
E369 price is less than average market price™]
The E369 modem is a great deal]
The E369 modem has a good value for_| 37
money
0 1 2 3 2 5
Mean

Figure 30. Attitude to Intel-based Huawei E369 3G USB-modem

The Perceived Product Quality (PPQ) is measured by variables V114 — V118. PPQ is
calculated in SPSS as PPQ=MEAN((V114,V115,V116,V117,V118).

The Perceived value (PV) is measured by variables V119 — V122. PV is calculated in
SPSS as PV=MEAN(V119,V120,V121,V122).

Q: What do you like most or least about E369?

This question is open-end question. Answers were manually coded into single-word

categories, such as speed, design, etc...
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What do you like most about E369 modem?

Speed

w
N

Design™

SizeT |

Bands |

Low-Power| |

Lock-Free | |

=1

Quality]

Intel
Price—

Color]

10 20 30 40

o

Count

Figure 31. What respondents like most about E369 USB-modem

Figure 31 shows what respondents like most about E369 USB-modem: 39% like speed,
29% like design, 20% like size, 18% like multi-band support, 17% like low-power
consumption, 12% like that is lock-free. Few respondents also indicated that they like

“quality” and that modem uses Intel chip.

What do you like least about E369 modem?

Price]
Design
Huawei]
Color
Speedﬂj
T T T T T T
0 10 20 30 40 50 60
Count

Figure 32. What respondents like least about E369 modem

Figure 32 shows that ~50% of respondents don’t like price of the modem. Also a few
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indicated that they do not like design.

Q: What are your aspirations in terms of owning the Intel-based E369 modem?

Table 11. Aspiration of owning Intel-based E369 modem

FD | PD NN | PA | FA Average
0 @6 &6
I am interested in the E369 modem (V125) 3 2 4119 | 83 4.59
I like the idea of having the E369 modem 416 8 | 46 | 47 4.14
(V126)
I am very impressed by the E369 modem 3 1] 11 | 28 | 68 4.41
(V127)
I would prefer to have E369 than modems of 7 7 13| 24 | 60 4.11
other brands (V128)
The purchase of the E369 modem may 13 4 | 36 | 22 | 36 3.58
positively influence my image among my
friends (V129)
I want to see "Intel Inside" logo on the E369 51 4] 19| 18 | 65 4.21
modem (V130)

What are your aspirations in terms of owning the Intel-based E369 modem?

| am interested in the E369 modem™]|

| like the idea of having the E369 modem™]

I am very impressed by the E369 modem™|

»
EN

| would prefer to have E369 than modems of_|
other brands

S
=

The purchase of the E369 modem may_
positively influence my image among my friends

o
)

I want to see "Intel Inside" logo on the E369_|
modem

Figure 33. Aspiration of owning Intel-based E369 modem
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Table 11 and Figure 33 indicate quite high interest towards 3G USB-modem. Average

scores are over 4, except that modem can positively influence image among friends —

respondents are neutral about it.

The Aspiration (ASP) is measured by variables V125 — V130. ASP is calculated in SPSS

as ASP=MEAN(V125,V126,V127,V128,V129,V130)

4.2.9 Purchase intention

This section describes purchase intention towards the E369 modem.

Q: What do you think about purchasing the E369 modem?

Table 12. Intention to purchase E369 modem

FD |PD | NN | PA | FA Average
06 @6
I want to purchase E369 3G USB-modem 24 | 14 | 24 | 27 | 22 3.08
during next 3 months (V131)
I want to purchase E369 3G USB-modem 22 | 12| 18 | 36 | 23 3.23
during next 6 months (V132)
I would purchase the E369 3G USB-modem 7 51 18| 32 | 49 4.00
because it is small (V133)
I would purchase the E369 3G USB-modem 4| 2 4 | 23|78 4.52
because it is fast (V134)
I would purchase the E369 3G USB-modem 5 1] 12 ] 32 | 6l 4.29
because it consumes less power (V135)
I would purchase the E369 3G USB-modem 11 41 20 | 30 | 46 3.86
because it looks good (V1306)
I would consider purchasing the E369 3G 42 1 23 | 10| 21 | 15 2.50
USB-modem at the price of 2500 Rubles
(V137)
I recommend the E369 modem to others 5 8| 14| 33 | 51 4.05

(V138)
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What do you think about purchasing the E369 modem?

| want to purchase E369 3G USB-modem_]
during next 3 months .
I want to purchase E369 3G USB-modem_|
during next 6 months :
| would purchase the E369 3G USB-modem_|
because it is small :
| would purchase the E369 3G USB-modem_|
because it is fast :
| would purchase the E369 3G USB-modem_|
because it consumes less power :
| would purchase the E369 3G USB-modem_|
because it looks good :
I would consider purchasing the E369 3G_|
USB-modem at the price of 2500 rubles :
I recommend the E369 modem to othersT]
| T T | I
0 1 2 3 4 5

Figure 34. Intention to purchase E369 modem

Table 12 and Figure 34 show purchase intention towards E369 modem. Intention to
buy is quite high because of good modem features. But respondents tend to disagree

to purchase modem for 2500 rubles. Again price is considered to be quite high.

The Purchase intention (PI) is measured by variables V131 — V138. PI is calculated in
SPSS as PI=MEAN(V131,V132,V133,V134,V135,V136,V137,V138).

4.3 Inferential, difference and associative analyzes

This chapter provides inferential, difference and associative analyzes, which identify
differences and relationship between different response groups. This analysis allows

identifying what group of respondents has higher willingness to purchase the modem.

4.3.1 Hypotheses testing

Hypothesis 1: Ultra-dongles are higher preferred choice when using with

Ultrabook.
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It is appropriate to use hypothesis test for a mean. Average and neutral value of the
scale is 3. So null hypothesis HO will be stated as: the population mean would be less

our equal to 3. Table 14 shows one-sample test result.

Table 13. One-sample statistics (Ultrabook)

One-Sample Statistics

Std. Error
N Mean Std. Deviation Mean

For Ultrabook (TM) you 111 4.52 .686 .065
would prefer to use small
USB-modem (ultra-
modem)

Table 14. One-sample t-test (Ultrabook)

One-Sample Test

TestValue =3

95% Confidence Interval of the
Difference

Mean
t df Sig. (2-tailed) Difference Lower Upper

For Ultrabook (TM) you 23.399 110 .000 1.523 1.39 1.65
would prefer to use small
USB-modem (ultra-
modem)

Test shows no support for null hypothesis, thus difference in means is significant.
Mean difference and confidence interval is positive, which means that statistics can be

generalized to population.

Hypothesis 1 is accepted.

Hypothesis 2: Consumers, who wish to have all features, will be more willing to

buy Intel-based modem.

Questions in chapter 4.2.3 measure consumers’ attitude towards features they consider
important to have in MBB. Feature attitude level (FAL) has been computed to provide
overall importance level. Consumers for who important to have all possible features

will have highest FAL value. Willingness to buy is measured by Purchase Intention and

Feature-based Purchase Intention.
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Table 15. Correlation between FAL and FPI

Correlations

Feature
attitude level
Feature Purchase Pearson Correlation 365"
Intention . .
Sig. (2-tailed) .000
N 111

**_Correlation is significant atthe 0.01 level (2-tailed).

Correlation analysis between FAL and Feature-based Purchase Intention (FPI) is
shown on Table 15. Null hypothesis that there is no correlation is not supported

(p=0.0). Thus there is significant positive correlation and hypothesis 2 is accepted.

Hypothesis 3: Consumers see higher price of MBB as indicator of higher
quality.

V93 and V94 have means larger than 3.

Table 16. One-sample statistics (price)

One-Sample Statistics

Std. Error
N Mean Std. Deviation Mean

Fora 3G USB-modem, 111 3.29 1.155 110
very low prices may
indicate low quality

When paying a higher 111 3.23 1.263 120
price for 3G USB-modem,
you generally get a better
quality

Table 17. One-sample t-test (price)

One-Sample Test

TestValue =3
90% Confidence Interval of the
Difference
Mean
t df Sig. (2-tailed) Difference Lower Upper
Fora 3G USB-modem, 2.629 110 .010 288 A1 47

very low prices may
indicate low quality

When paying a higher 1.879 110 .063 225 .03 42
price for 3G USB-modem,
you generally get a better
quality

As we are working with directional hypothesis test we can adjust significance level to be

10% on upper side (Burns & Bush 2010, 513). One-Sample test on Table 17 shows
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that there is no support for null hypothesis that there is no difference between test
value 3 and sample statistics — there is significant difference between means. Tests
support that respondents see very low prices as indicate low quality (p=0.01). Test
supports also that respondents consider that when paying higher price, they get better
quality. We can conclude that consumers consider higher price as indicator of quality.
At the same time, V120 mean is less than 3, which means that consumers see Intel-

based modem as more expensive device.

The correlation analysis on Table 18 and Table 19 show there is no support for null

hypothesis that there is no correlation.

Table 18. Spearman correlation between PPQ and V137

Correlations

I would
consider
purchasing
the E369 3G
USB-modem
at the price of
2500 rubles

Spearman's rho  Perceived Product Quality =~ Correlation Coefficient 284"
Sig. (2-tailed) .002
N 111

**. Correlation is significantatthe 0.01 level (2-tailed).

Table 19. Pearson correlation between PPQ and PI

Correlations

Purchase

Intention
Perceived Product Quality ~ Pearson Correlation 700"
Sig. (2-tailed) .000
N 111

**. Correlation is significant atthe 0.01 level (2-tailed).

There is a significant positive correlation between perceived product quality (PPQ) and
“considering purchasing MBB for 2500 RUB” and also between PPQ and PI. Thus,
consumers, who are willing to buy more expensive Intel-based modem for 2500 rubles

has higher perceived product quality. Hypothesis 3 is accepted.

Hypothesis 4: Intel brand and “Intel Inside” logo increase consumers’

willingness to buy a product.
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Variables V108 — V113 are measuring consumers’ attitude to Intel brand and logo. The
correlation analysis on Table 20 shows no support for null hypothesis. We have
significant correlation between Brand Image and Purchase Intention. Table 21 shows

correlations between relevant variables.

Table 20. Pearson correlation between BIM, PI and FPI

Correlations

Feature

Purchase Purchase

Intention Intention
Brand Image Pearson Correlation 551" 529"
Sig. (2-tailed) .000 .000
N 111 111
Purchase Intention ~ Pearson Correlation 840"
Sig. (2-tailed) .000
N 111

**, Correlation is significant at the 0.01 level (2-tailed).

The correlation analysis on Table 21 shows that there are significant correlations
between willingness to see the logo, brand image and overall purchase intention. At the
same time at significance level 5% there is no correlation between willingness to see
the logo and “consider purchasing for 2500 rubbles”. It shows that “logo” is not very

good motivator if the price is too high.

Table 21. Spearman correlation between V112, BIM, V137, PI and FPI

Correlations

I would
consider
purchasing
the E369 3G
USB-modem Feature
at the price of Purchase Purchase
Brand Image 2500 rubles Intention Intention
Spearman's rho | like to have a logo "Intel Correlation Coefficient 764" 168 .360" 403"
Inside" on Intel-based . .
product Sig. (2-tailed) .000 .078 .000 .000
N 111 111 111 111
Brand Image Correlation Coefficient 284"
Sig. (2-tailed) .003
N 111
I would consider Correlation Coefficient 6917 3177
purchasing the E369 3G . X
USB-modem atthe price  Sig. (2-tailed) .000 .001
of 2500 rubles N 111 111

**. Correlation is significant atthe 0.01 level (2-tailed).

As overall purchase intention is significantly and positively affected, hypothesis 4 is
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accepted.

Hypothesis 5: Operator's store is a preferred place for purchasing the MBB.

V79 — V88 in chapter 4.2.5 measure consumers’ preferences in respect where they

would like to buy the modem.

Buy from retailer] 43.%52%
83
Buy from operator] 56.08%
T T T T |
0 20 40 60 80 100

Count

Figure 35. Purchase place preference

SPSS is not able to calculate Z value for percentage, but we can use following formula

to test difference between two percentages (Burns & Bush 2010, 535):

P1— D2

Null hypothesis here is that there is no difference between percentages. Table 22 shows

Fxcel calculations for Z value.

Table 22. Difference between retailer and operator

Retailer | Operator

count 65 83
n 111 111
p 0.58559 | 0.74775

0.41441 | 0.25225

9
(p*q)/n | 0.00219 | 0.00170

Z 2.60

Z value is 2.6 and larger than so we need to reject null hypothesis and accept

alternative hypothesis that there is a difference between percentages. The operator
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percentage is higher than retailer, thus hypothesis 5 is accepted.

Hypothesis 6: Consumers prefer to find information about MBB from the place

of purchase.

According to the data from chapter 4.2.4, majority of respondents prefer to acquire
information about 3G modems from friends, shop web site and operator website.

Hypothesis 6 can be accepted.

4.3.2 Model testing

This part of analysis aims to explore relationships between variables from conceptual

model in chapter 2.3.

Usually <= 5% significance level is selected, but since this is exploratory study,

significance levels at 10% are considered in interpreting the results.

Table 23. Descriptive statistics for model variables

Descriptive Statistics

Mean Std. Deviation N
Concern For Quality 3.8164 .69614 111
Concern For Price 3.3176 .56200 111
Internal Reference Price 1287.0923 653.03875 111
Brand Image 4.6592 43251 111
Perceived Product Quality 4.5099 .57886 111
Perceived Value 3.4032 1.12572 111
Aspiration 4.1727 .82692 111
Purchase Intention 3.6926 .84187 111

Table 23 shows descriptive statistics for model variables. Table 24 shows correlation

analysis between model variables.
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Table 24. Correlation between conceptual model variables

Correlations

Internal Perceived

Concern Concern Reference Brand Product Perceived Purchase

For Quality For Price Price Image Quality Value Aspiration Intention

Concern For Quality ~ Pearson 1 -.220° .095 .388” .364" 249" 297" .359"
Correlation

Sig. (2-tailed) .020 .320 .000 .000 .008 .002 .000

N 111 111 111 111 111 111 111 111

Concern For Price Pearson 1 .076 .055 .128 -179 .047 -.045
Correlation

Sig. (2-tailed) 430 .566 .181 .060 .623 .638

N 111 111 111 111 111 111 111

Internal Reference Pearson 1 .046 .085 .281" 144 .201°
Price Correlation

Sig. (2-tailed) .632 .375 .003 132 .035

N 111 111 111 111 111 111

Brand Image Pearson 1 679" .386™ .668" 5517
Correlation

Sig. (2-tailed) .000 .000 .000 .000

N 111 111 111 111 111

Perceived Product Pearson 1 4617 745" .700™
Quality Correlation

Sig. (2-tailed) .000 .000 .000

N 111 111 111 111

Perceived Value Pearson 1 .583" .560"
Correlation

Sig. (2-tailed) .000 .000

N 111 111 111

Aspiration Pearson 1 723"
Correlation

Sig. (2-tailed) .000

N 111 111

Purchase Intention Pearson 1
Correlation

Sig. (2-tailed)
N 111

*. Correlation is significant at the 0.05 level (2-tailed).
** Correlation is significant atthe 0.01 level (2-tailed).

According to the correlation analysis, Purchase Intention (PI) significantly (p=0.01)
positively correlates with Aspiration (ASP), Perceived Value (PV), Perceived Product
Quality (PPQ), Brand Image (BIM), and Concern for Quality (CQ).

The correlation analysis shows that there is no relationship between CP, CQ, BIM and
IRP. Interestingly, research paper (Souiden et al. 2011, 356 — 367) does not even discuss
reference prices in analyzing consumer purchase intention. IRP has no relationship
with perception of brand and quality. But there is a positive correlation (r=0.281,
p=0.03) between IRP and Perceived Value (PV) and positive correlation (r=0.201,
p=0.035) between IRP and Purchase Intention (P) — higher IRP increases PV and PL
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Table 25. Conceptual model hypotheses

From To Hypothesis Correlation
CP IRP Rejected

CQ IRP Rejected

BIM IRP Rejected

BIM PPQ Accepted R=0.678, p=0.0
BIM ASP Accepted R=0.668, p=0.0
PPQ IRP Rejected

PPQ ASP Accepted R=0.745, p=0.0
PPQ PV Accepted R=0.461, p=0.0
IRP PV Accepted R=0.281, p=0.03
PV PI Accepted R=0.560, p=0.0
ASP PI Accepted R=0.723, p=0.0

Table 25 shows conceptual model hypotheses and whether they are accepted or
rejected based on correlation analysis. Based on this findings it is possible to make a
conclusion is that PI for Intel based E369 modem is driven by attitude to Intel brand

Image and consequently perceived product quality.

4.3.3 Purchase intention analysis

The aim of purchase intention analysis is to discover possible factors that influence
purchase intention. Those factors have to be involved in designing possible marketing

mix.
Overall purchase intention
PI distribution diagram on Figure 36 shows very positive attitude towards purchasing

E369 modem. At the same time Figure 37 shows that majority of respondents

disagree to purchase a modem at a price 2500 rubles.
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Figure 36. Purchase Intention (PI)
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Figure 37. Consider purchasing the E369 for 2500 rubles

Consider purchase for 2500 RUB

_ 36
Yes 32.43%
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T T T T
0 20 40 60 80

Count

Figure 38. Agree to consider purchasing the E369 for 2500 rubles
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Figure 38 shows that there are 32.43% of respondents who fully or partially agree to

consider purchasing a modem for 2500 rubles.

The independent samples t-test is shown in Table 26 and Table 27. Levene’s test for

equality of variances gives 0.037, which is less than 0.05. It means that we need to

reject null hypothesis and consider that equal variances are not assumed. T-test for

equality of means shows that we have also to reject null hypothesis (p=0.00). We have

to conclude that there is a significant different between means. Test confirms that there

is a significant difference between purchase intention for those who is willing and who

is not to purchase a modem for 2500 RUB.

Table 26. Purchase Intention statistics (consider purchasing for 2500 rubles)

Group Statistics
Purchase for 2500 o Std. Error
Agree+ N Mean Std. Deviation Mean
Purchase Intention  No 75 3.3333 .74416 .08593
Yes 36 4.4410 45167 .07528

Table 27. Independent samples t-test (consider purchasing for 2500 rubles)

Independent Samples Test

Levene's Test for
Equality of
Variances t-test for Equality of Means
95% Confidence
Interval of the
Difference
Std.
Error
Sig. (2- Mean Differen
F Sig. t df tailed) Difference ce Lower Upper
Purchase Intention  Equal variances 4.440 .037 | -8.222 109 .000 -1.10764 13472 -1.3746 | -.84063
assumed
Equal variances -9.696 | 102.9 .000 -1.10764 11424 -1.3342 | -.88107
notassumed

Figure 39 shows mean Purchase Intention for respondents who consider buying a

modem and not.
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Figure 39. Mean purchase intention (consider purchasing for 2500 rubles)

Gender

Hypothesis: Is there a difference in purchase intention between men and women?

Figure 40 and Table 28 show mean Purchase Intention for men and women.

Male 3.59
FemaleT 4.22
T T T T T
0.00 1.00 2.00 3.00 4.00 5.00

Mean Purchase Intention

Figure 40. Mean Purchase intention (gender)

Table 28. Purchase intention statistics (gender)

Purchase Intention

Descriptives

95% Confidence Interval for

Mean
Mean Std. Deviation | Std. Error | Lower Bound Upper Bound
Male 93 3.5914 85778 .08895 3.4147 3.7681
Female 18 4.2153 50876 11992 3.9623 4.4683
Total 111 3.6926 84187 07991 3.56342 3.8509

The independent samples t-test is shown in Table 29. Levene’s test for equality of
variances gives 0.072, which exceeds 0.05. It means that we have no reason to reject
null hypothesis and consider that equal variances are assumed. The t-test for equality
of means shows that we have to reject null hypothesis (p=0.004). We have to conclude

that there is a significant different between means. Test confirms that there is a

significant difference between purchase intention for men and women.
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Table 29. Independent samples t-test of (gender)

Independent Samples Test

Levene's Test for

Equality of
Variances t-test for Equality of Means
95% Confidence
Interval of the
Difference
Mean Std. Error
F Sig. t df Sig. (2-tailed) | Difference Difference Lower Upper
Purchase Intention  Equal variances 3.304 .072 | -2.979 109 .004 -.62388 20942 -1.03894 -.2088

assumed
Equal variances not -4.179 | 38.68 .000 -.62388 14930 -.92595 -3218
assumed

Figure 41 shows that larger proportion (50%) of women will consider buying modem

for 2500 RUB.

27
24.32%

Purchase
for 2500
Agree+

HNo
Hvyes

T
40

Count

60

Figure 41. Consider purchasing for 2500 rubles (gender)

Age

Hypothesis: Is there a difference in purchase intention between age groups?

Because it was only one respondent in age group 45-54, this age group has been

merged with 35-44.

As we have more than two groups, we need to use One-way ANOVA test.

Figure 42 and Table 31 show mean Purchase Intention for different age groups.
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Figure 42. Mean purchase intention (age)

Table 30. Purchase Intention statistics (age)

Descriptives

Purchase Intention

N Mean Std. Deviation | Std. Error
-17 15 3.8583 55273 14271
18-24 64 3.8555 71347 .08918
25-34 26 3.3990 1.02714 20144
35-54 6 2.8125 1.11733 45615
Total 111 3.6926 .84187 07991

The ANOVA test on Table 31 shows that significance level is 0.004 and is less than
0.05. It means we will reject then null hypothesis and state that there is a significant

difference between groups.

Table 31. ANOVA test (age)

ANOVA
Purchase Intention
Sum of
Squares df Mean Square F Sig.
Between Groups 8.998 3 2.999 4.653 .004
Within Groups 68.964 107 .645
Total 77.962 110

Table 32. ANOVA Tukey test (age)
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Multiple Comparisons

Purchase Intention

Tukey HSD
95% Confidence Interval
Mean
Difference (I-
(1) Age squashed  (J) Age squashed J) Std. Error Sig. Lower Bound | Upper Bound
-17 18-24 .00286 .23030 1.000 -5982 6039
25-34 45929 .26030 296 -.2201 1.1387
35-54 1.04583 .38780 .040 .0337 2.0579
18-24 -17 -.00286 23030 1.000 -.6039 5982
25-34 45643 18671 075 -.0309 9437
35-54 1.04297 34277 015 1484 1.9376
25-34 -17 -45929 .26030 296 -1.1387 2201
18-24 -45643 18671 075 -.9437 .0309
35-54 58654 .36361 376 -3624 1.56355
35-54 -17 -1.04583" .38780 .040 -2.0579 -.0337
18-24 -1.04297" 34277 015 -1.9376 -1484
25-34 -58654 .36361 376 -1.5355 3624

*. The mean difference is significant at the 0.05 level.

Post Hoc Tukey test on Table 32 shows that there is a significant difference between

following groups:

— (-17) and (35-54) (p=0.040)
— (18-24) and (35-54) (p=0.015).

We can conclude that purchase intention is higher for younger age groups. It was no
anyone who expressed willingness to buy the modem for 2500 RUB in age group 35+.
In other age groups about 50% of respondents would consider to buy a modem for

2500 rubles (Figure 43).
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Figure 43. Consider purchasing for 2500 rubles (age)

Occupation
There are many different occupations and sample size is too small to test differences
between each category, because in some of categories is fewer than 2 cases. For that

reason occupation variable has been recorded as: Student, I'T, Other.

Figure 44 and Table 33 show mean Purchase Intention for different age groups.

Student 3.80 |
T 3.21 |
Other] 3.81 |
T T T T
0.00 1.00 2.00 3.00 4.00

Mean Purchase Intention

Figure 44. Mean purchase intention (occupation)
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Table 33. Purchase Intention statistics (occupation)

Descriptives

Purchase Intention

95% Confidence Interval for
Mean
N Mean Std. Deviation | Std. Error | Lower Bound Upper Bound
Student 49 3.8010 64344 .09192 3.6162 3.9858
IT 21 3.2143 1.10549 24124 27111 3.7175
Other 41 3.8079 .83249 113001 3.5452 4.0707
Total 111 3.6926 84187 .07991 3.5342 3.8509

The ANOVA test on Table 34 shows that significance level is 0.014 and is less than
0.05. It means we will reject then null hypothesis and state that there is a significant

difference between groups.

Table 34. ANOVA test (occupation)

ANOVA
Purchase Intention
Sum of
Squares df Mean Square F Sig.
Between Groups 5.926 2 2.963 4.442 .014
Within Groups 72.036 108 .667
Total 77.962 110

Table 35. ANOVA Tukey test (occupation)

Multiple Comparisons

Purchase Intention

Tukey HSD
95% Confidence Interval
Mean
Difference (I-
(I) Occupation simplified  (J) Occupation simplified J) Std. Error Sig. Lower Bound | Upper Bound
Student IT 58673 21301 019 .0805 1.0929
Other -.00691 17286 .999 -4177 4039
IT Student -58673" 21301 .019 -1.0929 -.0805
Other -59364" 21916 .021 -1.1145 -.0728
Other Student .00691 17286 999 -4039 4177
IT .59364" 21916 .021 .0728 1.1145

*. The mean difference is significant at the 0.05 level.

Post Hoc Tukey test on Table 35 shows that there is significant difference between

following groups:
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— IT-Other (p=0.021)
— IT-Student (p=0.019).

We can make a conclusion that I'T workers have lower purchase Intention. Also from
Figure 45 it is visible that proportion who will consider buying a modem for 2500

rubles is higher from “other” occupations than students or I'T workers.

Purchase
for 2500
Agree+
M No
HyYes

T T T T
0 10 20 30 40

Count

Figure 45. Consider purchasing for 2500 rubles (occupation)

Income level

There is only 1 case for above 160 000 RUB income level. This case has been
combined with “120 000 — 159 999 RUB”.

Do not want to tellT] 3.80 |

bellow 10 000 RUB] |
10 000 - 19 999 RUB- 3.99 |
20 000 - 39 999 RUB |
40 000 - 79 999 RUB 375 |

80 000 - 119 999 RUB 3.25 |
Above 120 000 RUB 17 |
0.00 1.60 2.I00 3.60 4.50

Mean Purchase Intention
Figure 46. Mean purchase intention (income level)
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Figure 46 and Table 37 show mean Purchase Intention for different income levels.

Table 36. Purchase Intention statistics (income level)

Purchase Intention

Descriptives

95% Confidence Interval for
Mean

N Mean Std. Deviation | Std. Error | Lower Bound Upper Bound
Do not want to tell 12 3.8021 91151 26313 3.2229 4.3812
bellow 10 000 RUB 13 3.6538 62740 17401 3.2747 4.0330
10 000 - 19 999 RUB 29 3.9871 70422 13077 3.7192 4.2549
20 000 - 39999 RUB 32 3.6914 65067 11502 3.4568 3.9260
40 000 - 79999 RUB 16 3.7500 75277 18819 3.3489 4.1511
80 000 - 119 999 RUB 6 3.2500 1.04583 42696 21525 4.3475
Above 120 000 RUB 3 1.1667 19094 11024 6923 1.6410
Total 111 3.6926 .84187 07991 3.5342 3.8509

The ANOVA test on Table 37 shows that significance level is 0.000 and is less than

0.05. It means we will reject then null hypothesis and state that there is a significant

difference between groups.

Table 37. ANOVA for income level

ANOVA
Purchase Intention
Sum of
Squares df Mean Square F Sig.
Between Groups 23.047 6 3.841 7.275 .000
Within Groups 54915 104 528
Total 77.962 110

Post Hoc Tukey test on Table 38 shows that there is significant differences between

“Above 120 000 RUB” and all other groups. Non-significant differences have been

removed from the table.
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Table 38. Tukey test for income level

Purchase Intention

Multiple Comparisons

Tukey HSD
95% Confidence Interval
_Mean

gc))rli]ab%iéydlncome f;?nfﬁm'e'g Income leferiglce (+ Std. Error Sig. Lower Bound | Upper Bound

Above 120 000 RUB Do notwantto tell -2.63542" 46905 .000 -4.0458 -1.2250
bellow 10 000 RUB -2.48718’ 46543 .000 -3.8867 -1.0877
10 000 - 19 999 RUB -2.82040° 44070 .000 -4.1455 -1.4953
20 000 - 39 999 RUB -2.52474 43876 .000 -3.8440 -1.2055
40000 - 79999 RUB -2.58333" 45718 .000 -3.9580 -1.2087
80 000 - 119 999 RUB -2.08333" 51382 .002 -3.6283 -5383

*. The mean difference is significant at the 0.05 level.

The reason for the difference might be that high-income consumer would prefer to use

more expensive computers with integrated modems.

Size of municipality

The correlation analysis between Purchase Intention and size of municipality is shown

in Table 39. Significance level is 0.006 and less than 0.05. It means we reject null

hypothesis and conclude that there is a significant weak negative correlation between

municipality size and purchase intention.

Table 39. Correlation between PI and size of municipality

Correlations

Size of your Purchase

municipality? Intention
Size of your municipality? ~ Pearson Correlation 1 -257"
Sig. (2-tailed) 006
N 111 111

**_ Correlation is significant at the 0.01 level (2-tailed).

We can conclude that purchase intention is smaller in larger municipalities.

Number of Internet users at home

No relationship found between number of internet users at home and purchase

intention.
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Level of Internet usage

Level of Internet usage is calculated as an average from chapter 4.2.2:
INTERNET_USAGE=MEAN(V10, V11, V12, V13, V14, V15, V16).
MOBILE_USAGE=MEAN(V27, V28, V29, V30, V31, V32, V33).

There is no correlation between usage level of Internet and Purchase Intention.

The correlation analysis between Purchase Intention and mobile Internet usage is
shown in Table 40. Significance level is 0.001 and less than 0.05. It means we reject null
hypothesis and conclude that there is a significant positive correlation between mobile

internet usage and purchase intention.

Table 40. Correlation between PI and level of internet usage

Correlations

Purchase

Intention
Mobile internetusage  Pearson Correlation 302"
Sig. (2-tailed) 001
N 111

**_ Correlation is significant atthe 0.01 level (2-tailed).

We can conclude that more people use or want to use mobile Internet, higher is their

purchase Intention.

Buying from operator or retailer

Statistical tests have not given any significant differences in Purchase Intention when
buying from operator or retailer, but Purchase Intention is higher for respondents who
want to buy from retailer.

Place to buy from

Figure 47 shows purchase place preferences of those who is considering buying a
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modem for 2500 rubles. Chart shows that purchase intention for 2500 RUB is highest

amount respondents, who would like to purchase from Beeline operator.

Purchase
Beeline (BunaiiH) | ‘2;35803
Megafon (MerachoH)] | Oves
MTS (MTC) |
Tele 2 (Tene 2)#@
Euroset (EBpoceTb)] |
Svyaznoy (CBsi3HOM)
M-Video (M-Bw:leo)—@
Citilink (CutnnnHk)1.49%
JUSI—E@
Other placeﬁ@
0 5 10 15
Count

Figure 47. Consider purchase for 2500 rubles (purchase places)

Table 41. Mean Purchase Intention (purchase places)

Purchase Intention

Standard Standard

Mean Count Deviation Error of Mean

Where to buy 3G USB- Beeline (BunanH) 3.94 37 .64 10
modem Megafon (MerachoH) 3.50 44 88 13
MTS (MTC) 3.75 39 .76 A2

Tele 2 (Tene 2) 3.69 11 49 15

Euroset (EBpoceTsb) 3.89 32 52 .09

Svyaznoy (CBsi3HOW) 3.94 40 .60 10

M-Video (M-Buaeo) 3.75 19 67 15

Citilink (CutmnuHk) 3.68 15 61 16

Just 4.00 5 41 19

Other place 3.43 5 1.53 .69

SPSS is not able to calculate differences for Multiple Response Set. For that reason it

will be calculated manually in Excel using formula for significance of the difference

between two means (Burns & Bush 2010, 539):
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where
X — sample mean.

Sz — standard error of the mean.
The means and standard errors of mean are presented in Table 41. Z statistics is
shown in Table 42 bellow. Highlighted and bolded cells shows what differences are

significant.

Table 42. Z statistics for PI differences (purchase places)

Beeline | Megafon | MTS | Tele 2 | Euroset | Svyaznoy | M-Video | Citilink | Just
Beeline
Megafon 2.68
MTS 1.22 -1.41
Tele 2 1.39 -0.96 | 0.31
Euroset 0.37 -2.47 | -093 | -1.14
Svyaznoy 0.00 -2.68 | -1.22 | -1.39 -0.37
M-Video 1.05 -1.26 | 0.00 | -0.28 0.80 1.05
Citilink 1.38 -0.87 | 0.35| 0.05 1.14 1.38 0.32
Just -0.28 -2.17 | -1.11 | -1.28 -0.52 -0.28 -1.03 | -1.29
Other place 0.73 0.10 | 046 | 0.37 0.66 0.73 0.45 0.35 | 0.80

Z statistics show that Megafon has significantly lower purchase intention than Beeline,

Euroset, Svyaznoy, and Just.

Search for information about MBB

Figure 48 shows purchase place preferences of those who is considering buying a

modem for 2500 rubles.
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Figure 48. Consider purchase for 2500 rubles (information sources)

Table 43. Mean Purchase Intention (information sources)

Purchase Intention
Standard Standard

Mean Count Deviation Error of Mean
Source of information Friends 3.77 65 .70 .09
about 3G USB-modem Sales person 4.02 43 74 A1
TV 4.01 20 82 18
Wikipedia 3.46 21 .96 21
Shop web-site 3.73 64 .81 .10
Operator web-site 3.66 52 .85 12
Technology web-site 3.38 21 .82 18
Computer magazines 3.41 7 .82 31

Other places 3.88 1

SPSS is not able to calculate differences for Multiple Response Set. For that reason it

will be calculated manually in Excel using formula for significance of the difference

between two means (Burns & Bush 2010, 539):

X1 — X
[ = ——
2 2
s,zl+s,22

where

X — sample mean.
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Sz — standard error of the mean.

The means and standard errors of mean are presented in Table 43. Z statistics is

shown in Table 44 bellow. Highlighted and bolded cells shows what differences are

significant. Orange cells show also Z values which are ~1.96.

Table 44. Z statistics for PI differences for places to buy the modem

Friends | Sales TV | Wikipedia | Shop | Operator | Technology
person web- web-site web-site
site
Friends
Sales person -1.76
TV -1.19 0.05
Wikipedia 1.36 2.36 | 1.99
Shop web-site 0.30 1.95 | 1.36 -1.16
Operator web-site 0.73 2.21 | 1.62 -0.83 0.45
Technology web-site 1.94 3.03 | 2.47 0.29 1.70 1.29
Computer magazines 1.12 1.85 | 1.67 0.13 0.98 0.75 -0.08

Z statistics show that there is a significant difference in the purchase intention between

“Sales person” information source and almost all the others. Purchase intention is also

high for TV source and significantly different from Wikipedia or technology websites.

4.4 Sales volume estimation

To estimate potential sales it is necessary to look in detail at how the purchase

intention is distributed across different channels. Table 45 shows purchase preferences

for those who answered Partially Agree or Fully Agree and also who answered Fully

Agree only. Table shows that the highest purchase intention is among those who
selected Beeline as a place to purchase the modem (45.9%/16.2%), followed by MTS
(33.3%/12.18%), Svyaznoy (27.5%/15.0%), Euroset (28.1%/6.3%), and Megafon

(18.2%/6.8%).
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Table 45. Consider purchase for 2500 rubles (purchase places)

Purchase for 2500 Fully
Purchase for 2500 Agree+ Agree+
Yes No Yes No
Beeline (Bunavi) 17 | 45.9% 20 | 54.1% 6 | 16.2% 31 83.8%
Megafon (MerachoH) 8 | 18.2% 36 | 81.8% 3 6.8% | 41 93.2%
MTS (MTC) 13 | 33.3% 26 | 66.7% 5 | 128% | 34 87.2%
Tele 2 (Tene 2) 2 | 182% 9 | 81.8% 1 9.1% 10 90.9%
Euroset (EBpoceTb) 9 | 28.1% 23 | 71.9% 2 6.3% 30 93.8%
Svyaznoy (CBsizHOM) 11 | 27.5% 29 | 72.5% 6 | 15.0% | 34 85.0%
M-Video (M-Bugeo) 3 | 15.8% 16 | 84.2% 2 | 10.5% 17 89.5%
Citilink (Cutunutk) 1 6.7% 14 | 93.3% 0 .0% 15 | 100.0%
Just 1 | 20.0% 4 | 80.0% 0 .0% 100.0%
Other place 2 | 40.0% 60.0% 1 | 20.0% 4 80.0%

Projecting purchase intention to overall sale volumes, it is possible to get following

E369 modem sale volume estimation across different operators (Table 46).

Table 46. E369 sales volume estimation

Total Sales (TU/month) Agree+ Fully Agree
(TU/month) | (TU/month)
Megafon | 190 (38%) 34.6 (182%) | 12.9 (6.8%)
MTS 155 (31%) 51.2 (33.3%) 19.8 (12.8%)
Beeline | 105 (21%) 48.2 (45.9%) 17.0 (16.2%)
Svyaznoi | 25 (~5%) 6.9 (27.5%) | 3.8 (15%)
Euroset | 25 (~5%) 7.0 281%) | 1.6 (6.3%)
Total 500 (100%) 147.9 (~29.6%) | 55.1 (11.0%)

Table 46 shows that the possible sales of E369 modem can in a range from 55000 and
even up to 148000 units per month. Even though Beeline got the highest purchase
intention, MTS could sell more Intel-based modems than Beeline due to higher overall
modem sales volume. Due to low sale volumes of other retailers, they are not taken

into account.

It remains to be seen if these estimations are correct, because most of the respondents
indicated that they don’t like the E369 modem price which is twice higher than average

market price.
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5 Research results and discussion

The aim of the research was to develop a marketing strategy for launching the Intel-

based mobile broadband dongle for the Russian market.

The Intel-based mobile broadband dongle is a 3G USB-modem designed by Intel and
Huawei and sold by Huawei under the model name E369. Huawei, who is supplying
70% of all 3G USB-modems in Russia, claims that in such a market only the cheapest
one wins. The average modem price is about 1500 rubbles, while Huawei E369 is more
expensive and is sold for 2500 rubbles. Intel is sharing the marketing effort with
Huawei and is interested in ways to increase product sales. In order to do that,

recommendations for adjusting the marketing strategy has to be developed.

While the broad meaning of the marketing strategy includes segmentation, targeting,
differentiation and positioning, the marketing strategy in this research is limited to
identifying how to adjust marketing mix variables which might help to increase sales of

the product.

The research problems “what should be the overall marketing strategy” and “what
would be potential demand for Intel-based 3G USB-modem” were identified and
several research questions were stated: (1) what is the MBB market size and growth
rate in Russia? (2) How many people are willing to buy an Intel-based modem? (3)

Who are those people? (4) What are their buying preferences?

In order to answer the first research question, data from secondary sources were
collected. Data about the market size, growth rate and structure have been obtained
from Intel’s market analysis reports. Market information is used to estimate potential

demand (sales volume) for Intel based modems.

To answer the rest of the research questions, it was necessary to collect and analyze
primary data. A questionnaire survey was used to get quantitative data. The key
concept, which was measured, is the Purchase Intention. Purchase intention allows

answering research question 2, about what proportion of the population would
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possibly buy an Intel-based 3G USB-modem.

Purchase intention varies among group of consumers and those consumers have
different buying preferences and attitudes. Analyzing relationship between purchase
intention and people’s buying preferences and attitudes gave possibility to answer
research questions 3 and 4. Consumers’ buying preferences and attitudes show up how

marketing mix should be adjusted.

The conceptual model was defined, which aimed to analyze which factors influence
purchase intention. Several other concepts, such as Concern for Price, Concern for
Quality, Internal Reference Price, Brand Image, Aspiration and Perceived Product

Quality were measured and their influence to purchase intention was analyzed. Also

several additional hypotheses were identified and tested.

It was found that the purchase intention of Intel-based modem is greatly influenced by
the Intel brand image and perceived product quality. It shows the important role of a

strong brand name in making purchasing decisions.

Based on the analysis, the following recommendations for marketing mix can be given.

Product

Analysis revealed that the E369 design and features are appreciated by respondents.
Those who appreciate such attributes, have a higher purchase intention. The results
showed that many respondents would like to see the Intel logo on the modem. Thus it

is recommended to have Intel logo on the packaging and the modem body.

Price

32% of respondents stated that they considered purchasing a E369 modem for 2500
rubles, but at the same time most of the respondents stated, that they did not like the
price of the modem. The mean Internal Reference Price is 1287 rubles for a modem.

It means that 2500 rubles is relatively high price. As the product belongs to the

88



category of highly standardized products, the price elasticity of demand is considered
to be quite low. It means the demand might be very low, if the product price is high.
Based on this, it is very hard to conclude if the purchase intention will be reflected in

actual sales. The price may be too high for those benefits associated with the product.

It is recommended to reduce the price if costs allow.

Place

Analysis has shown that consumers who are willing to buy a modem from the Beeline
operator have the highest purchase intention for 2500 rubles. At the same time, sale
volume estimation showed that MTS can sell more modems than Beeline. Thus
recommended operator channel to start with is MTS and then Beeline. Megafon is the
last channel to add to distribution network. Among retailers, Svyaznoy is the most

preferred channel to start with, followed by Euroset.

Analysis revealed that 50% of the respondents are willing to purchase a modem online
with delivery. Though most of the channels provide online delivery, often some
products are not available online. Thus it is necessary to work with the operator or

retailer to ensure that the modem is available for online orders and delivery.

Analysis in this report contradicts with Intel’s plan to start distribution with Megafon.
Analysis of purchase intention and sales volume estimations showed that Megafon is

not the first channel to start with.

Promotion

Most preferred places for the promotion of a modem are shop websites, friends, sales
persons and operator websites. TV, as a source of information, was indicated only by
10% of the respondents. Technology websites and magazines were given minor
attention. This practically gives a suggestion that the most important source of
information about a modem is the place of purchase. There is no reason to spend

resources to promote modem in expensive medias such as TV, technology websites or
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journals. Indeed, technology websites and journals are appreciated by I'T-workers, but
the analysis showed that they have lower purchase intention comparing to other group

of the respondents.

Analysis has shown very positive attitude towards modem features. So it is necessary to
advertise the small modem size, high connection speed, multiple bands support and
low power consumption. Those features (KIDFs) are very convenient for mobile users.

So it is necessary in advertising to highlight KDFs and mobile usage use cases.

Multi-band and lock-free features make the modem attractive for International travel.

So it might be possible to add airports as priority point of sale (POS).

Data collection using social network media revealed positive attitudes towards modem
and the prize questionnaire survey. Analysis has shown that respondents with high
mobile usage also have high social network usage. Thus it could be very beneficial for

sales to promote modem sin different social network groups.

The conceptual model analysis revealed that brand image has an influential role on
purchasing intention. Intel’s brand enjoys a positive attitude to its products. For that
reason it is recommended to highlight that the modem is Intel-based. Analysis revealed

that consumers are willing to see Intel’s logo on the modem.

Purchase intention amount different groups

Another finding is that the female respondents have higher purchase intention for 2500
rubles. About 50% of the female respondents expressed that they considered

purchasing the modem, while only 29% of the male respondents expressed that.

Analysis also revealed the differences in purchase intention between different age

groups. Younger respondents showed higher purchase intention.

I'T workers showed lower purchase intention than any other groups. This is inline with

tindings of Hamann et al. (2007), who found, that advanced users see less
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differentiation in the high-technology products than normal users.

Sales volume estimation

32% of respondents stated that they considered purchasing E369 modem for 2500
rubles. So potentially, when distributing via all possible channels, it might be possible to
get up ~30% market share or 160000 units per month. From other hand, there were
only 13.51% of the respondents, who answered “Fully Agree” that they consider
purchasing modem for 2500 rubles. Thus, market share could be as low as 13.51% or

67000 units per month.

If to select MTS as preferred operator to start with, then the possible volume can be

between 19800 — 51200 units per month, or with market share between 4.0% - 10.2%

As the modem price is twice higher than average market price, it remains to be seen if

these sales estimations are correct.
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6 Conclusions

The thesis has focused on developing a marketing strategy for launching an Intel-based
mobile broadband dongle for the Russian market. As the result, the research questions
were answered and recommendations for adjusting marketing mix were developed. The
research was conducted using quantitative methods using questionnaire surveys for
data collection. The SPSS and Excel tools were used for analyzing quantitative data.
The quantitative methods were acceptable methods due to the descriptive nature of
the research, where leading question words were what, where, who, and how. Social
networks were used to publish the questionnaire, which allowed me to collect 111
responses during a two weeks time frame. Two weeks was the longest possible time
that Intel’s social networking community team allowed to keep the questionnaire

published on the Intel’s webpage in VK and have a prize contest.

Following up to the data collection process, it was observed that the response rate was
high on the day of publishing and on the last day, when it was possible to answer the
questionnaire. Between those days, the response count was slowly growing, By giving
more time to collect responses, I believe I could get more than 111 responses. While
111 responses were enough for most of the statistics, in a few questions the number of
responses were not enough for certain possible choices. It was necessary to combine
scale in order to be able calculate statistics. Also a larger size would decrease possible
confidence intervals and risks of error. To stimulate participation in the questionnaire
two E369 modems were allocated as prizes. My overall opinion is that a prize, which
costs 2500 rubles, was not very strong motivator to participate in the questionnaire. I
think it would be possible to get higher number of respondents during a 2 weeks
period by providing more valuable prizes. Also during preparation for publishing the
questionnaire, certain corporate bureaucratic and legal issues were discovered, which
delayed the publishing process for more than two months. In order to publish the
questionnaire with prizes in Russia, it is necessary to publish it as a contest, where the
questionnaire has several questions which must be answered correctly in order to
participate in the prize draw. Otherwise it is considered a lottery and must be officially
registered. An external agency stated that publishing such a long questionnaire might

create a negative attitude in the social network group, but it turned not to be true.
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There were positive comments and many “likes” on the questionnaire link. Thus using

social networks for questionnaire surveys is seen as a useful and not expensive method.

This year some operators, such as Megafon, started adopting LTE technology (4G) and
started to sell also 4G modems. LTE technology allows download speeds of up to
100MB/s, while high-speed 3G modems ate up to 27 MB/s. 4G coverage is still quite
low and available only in large cities such as Moscow and Saint-Petersburg, The
monthly fee is also quite high — starting from 999 rubles per month. Demand for 4G
modems will eventually grow, while the demand for 3G-modems will eventually
decrease. This could slightly affect this year’s sales of 3G modems, but there is
currently no information on how. Results of this study can also be applied to future

4G modems, but to prove that would require running additional similar research.
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Attachments

Attachment 1: Questionnaire in Russian

Xoyewb Boiurpath 3G USB-mogeM KoTopbiil paboTaeT ¢ 110OBIM olepaTopoM?
IIpuMu y4acTHe B KOHKypCe, OTBETHB Ha BOIIPOCHI.

3G USB-mogeMbl, HCIIOIb3YIOTCA /14 MOAKIIYeHHs K VIHTepHeTy 4epe3 COTOBYIO
CETb U MO3BOJIAIOT MOJIb30BaThCA MIHTEPHETOM TaM rae MOIKIIYEeHHE 10 Kabelio
HEeIOCTYIHO, HallpuMep B 0OIIeCTBEHHOM TPaHCIOPTe, B MallliHe, Ha Jade, B
rMoes3nKax M T.II.

B uensax uccrnenoBaHHs pelHKa, KoMnaHus Intel npousBoauT KoHKypcHOe
aHKeTHpPOBaHHe, KoTopoe npoBoouTtcs ¢ 13.09.2012 nmo 30.09.2012. KTo oTBETHT Ha
aHKeTy B TeYeHHH JaHHOIO CPOKa, CTAHYT yYacTHHKaMH po3bIrpbiiia aByx 3G
USB-mozgemoB. ITo6egutenu 6yayT yBegomieHnsr 01.10.2012. Bonee nogpo6Hyio
HH}pOpPMALIHIO CMOTPHUTE B YCI0oBUAX U [IpaBuiax HUXKe.

—

1. Bul 03HAKOMHMJIHMCE U COTJIACHEI C YCJIOBHSMH U MIpaBH/IaMU y4aCTHUS B KOHKypCe.

- -
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[ 1oa

2. B KaKoM rofay 6wlila OCHOBaHa KoMnaHHA Intel? *
(711965
(") 1968
(711972

3. KTo cefiyac gBnfAeTCH IJIaBHBIM HCIIOTTHHTENILHLIM OHPeKTopoM Intel? *

() Bun Tefitc
(") Tlon OTenmuun

() TaM Kyx

4. CEONBKO COTPYIHHKOB B KOMIaHHH Intel? *

("1 55 000
(190300
(") 100 800

5. I'me pacnonaraetcs mTad KBapTHpa KoMnaHHHU Intel? *
(| Hro-Hopr
) TlopTa3HE

() canta-Knapa

6. B kakoM ¢unuane Intel B Poccun paboTaeT Hanbobllee YHCI0 COTPYOIHUKOB? *

(") Mocksa
(| Hamumni HoBropop,
() HoBocHBHpPCK

() Cangt-TleTep6ypr

7. BEI HCIIOTIB3YyeTe, KOTa-THO0 HCI0IL30BalId HIIH BO3MOZXKHO X0TeNH OB HCIIONbB30BATE
3G USB-MmogeMm? *

O Ia

() Het

CHenyRmHi --=
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8. TTon

(® Mymcron

(| JKeHCEHH

9. Bozpact
O 17
((118-24

@ 25-34
(135-44
()45-54
)55+

10. Pog 0esaATenlbHOCTH

| HadopManEOHEEE TEXHOIOTHE, ABTOMATEIANES, TENCKOMMYEEEANEE

11. CeMeHHBIH J0X0O B MeCHIl

() mEzme 10 000 Py5.
(110 000 - 18 999 Py6.
(") 20 000 - 39 999 Py6.
(8 40 000 - 79 999 Py6.
(") 80 000 - 119 999 Py6.
(71120 000 - 159 999 Py6.
() Brmme 160 000 Py6.

|| He Xouy VEa3HBaTb

12. CTpaHa NpoXHBaHHA
e Poccusa

(") Opyras

13. Orpyr Poccuiickoii ®enepannu

() DamsHEeBOCTOYHEI
() [pHBOMTECKRE

® Cerepo-3amapmmi
() CeBepo-KaBEasckHi
() Cubupcrmi

() Vpanecknit

) LleHTpaneHEH

() HOmEm
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14. Kako#l pasMep Balllero HaceleHHOTo OYVHKTa? *
("1 1000-

(711000 -9 999

(110000-99 999

(%) 100 000 - 499 999

(71 500 000 - 999 999

(711 000 000 - 4 999 999

("1 5000 000 - 9 999 999 (CanrT-TleTep6ypr)

(7110 000 000+ (Mocksa)

15. CKoNIBKO YeJI0BEK V Bac B CeéMbe MONIb3VITCA MHTepHeTOM? *
M1
|'T'| 2
@®s
™ 4

() 5 u Gonee

16. I'Ie U KaK 4acTo BHI NOJIB3yeTeck MIHTepHeTOM? *

Kamnu# HecKONbEo pa3 B OOHH pas B8 OIOHH pas B
OeHb HeOemmn HEOETn MecHI HuEoTOa

Ha paboTe * ™ () M )
Ooma *

B 0BIeCcTEEHHOM TPaHCIOPTe *
B MalIHHe *

Ha gaue #

B moesgEax *

B OPYTHE — ~ ~ —~
MecTax | | I : 0 I

17. Kakumu cnocofaMHi BRI IOJKNKOYaeTeck K MHTepHeTY? *
VEaXEHTe BCe CImocobnl EOTOPBEIMH BEI IONE3VETECE.

[ MogxTrouenEe: o xKabemo

[7] 3G USB-mopgem

(& 3G/WiFi poyTep

I:I WiMAX USB-MogeM

[ Berpoensmiit 3G-modem

[ ] Yepez TenedoH, HCMOMBE2YH €T0 KAaK MOIEM

[ Tenedormmi Mogem

[ | Mo gpyromy, gax?

18. 'me ¥ KaK 4acTo BHI IToNb3yeTeck 3G USB-MoogeMomM?

Kampgefi Heckonmsko pas B OpgHH paz B OOHH pas B

HeHE Hefemwo Hefemo Mecan  Hmmorpa
Ha pafote ® @) 0O 0 Q)
Homa e "j \ -:'. . j'l .:
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B obmecTEEHHOM TPAHCIOPTE
B MamHHe
Ha maue

B moesOEax

B mpyrmx - -

MeCTax

00 e

19. Ecnu BRI XOTHTe KYOHTE 3G USB-MoOeM, TO IIe IJIaHHPYeTe ero HCIOIB30BATE?

[ Ha paGote

@' Ooma

|| B ofmecTBerEHOM TpaHCIOpPTE
[ B Mammuge

|| Ha maue

[MBe moesnKax

| | B opyrux MecTax

20. [Ina 4ero BaM MoOHNIBHEI MIHTEpHET? *

|| Mocemars UaTtepHeT cafita

|| anesrponnan mouta

|| ABTOHaBHTANHEA

@' CouHanbHEE CETH

[ MraoeeHHEe coofmenns (YaT)
|| MnTepuer Tenedonna

|| Mpocnymupanme My3HEH H pagHO
|| CraunBaHHE MY3HEH

|| MpocMoTp BAAS0 H TeNSEHASHAR
[T CraunBanEe hHIEMOR

"] omnafm-urpu

|| Opyroe, aTo?

21. Kak nma BaXHEI cllefyolide cBoiicTea 3G USB-mooema? *

CO4eHs oCTaTOYHO
BAEHO BaXHO

PaaMep *
OuzafH * |
CropocTs (6onee GEICTPHEA cepdHHT, CKAYHBAHHE) *

HOHHEPEKEI IMTHPOEOTO Haﬁopa AHAMa30HOE
[chom::a.oaanne B PA3THUYHEIX DETHOHAX H c‘rpanax) &

Manoe noTpeSleHHs MOMMHOCTH (A4 YECIHUSHHA
BpeMeHH pafoTH oT GaTapeH) *

KpacHBad H NpaKTHYHAA YIaKOBEa *
FapadTHA *

OTCYTCTEHE OPHEA3IKH K OIepaTopy (6e3 cHM-ToKa) *

@0ee® ©®@ © 0006

EpeHT *
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lieHa * @ '8 M) . (&
22, Nna Ultrabook (TM) HaMHOT0 OpPednoYTHTENBHEE HCIIONB20BAaTE MalleHEKUH MooeM

(yneTpa-Mogem) *

TIoMHOCTRID COTMIACEH HYacTHYHO COTTAceH Bce paBHO HJacTHYHO He COTMMAceH [TOMHOCTEIO HE COTTIACEH

23. OTEyIOa B OIpedno4YHdTaeTe y3HaTth 0 3G USB-mogemax? *

I:I OT gpy3ei

:I OT NpPOJABIOE B Mara3HHAX H CATOHAX CEA3IH
|| o TenepnmennO

& wikipedia

7] Ha cafiTax MarasHHOE

| | Ha cafiTax onepaTopoE

| | Ha ROMIOBOTEDHEX caAlTAX, KAKHX?
| | B KoMOEIOTepHLIX EypHalax, KaKHx?

[ B mpyrax MecTax, rae?

24. I'me BB KYIHIH WIH X0TeNH Ob KYOHTE 3G USB-Mmomem? *

|| Bunafa
[ Meradon
[ MTC

[T Tene 2

| EzpoceTs

|| Crazmoi
[ M-Brgeo
@' CHTHIHHE
[ Just

| | Opyroe mecTo, Kaxoe?

25. Brl X0TenH 61l OCYIIECTBHTE NOKYOKY 3G USB-MoneMa oHIalH ¢ JOCTABKOR? *

@ na

'_'He'r

26. KaK BbI COTTTACHTECE CO CIIeOVIOMIHMH BEICKA3EIBAHHAMHE? *

TToMHOCTEED HJacTHYHO Bce HacTHUHO He TIOMHOCTERIO He

COTTIACEH corfaced  paBHO — COTJIAceH COTTIaceH
KauecTso 3G USB-MoIeMa BasEHO I MEHH * @ ® ® ) .'

3G USB-MoOeM 3To OIPOAOVET, TAE Pa3THYHA B ® ~ ~ - ~
KauecTBe BHICOKH *

Ons 3G USB-MopeMa, OUeHb HH3Kad [eHa

MOEET CEHIETENECTEOBATE O HH3IKOM KA4eCTES 0 ) ) ] ]

4

MMnaTa GofMee BEICOKYD HeHY 3a 3G
USE-MogeM, BE 00HYHO MONy4YaeTe Iyddiee o] ] )] ( M
KauecTBo *
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3G USB-MopeMEl 0T H3BECTHEIX OpeHIoE
HMEeT E IeloM O0/lee BECOKOS KAUSCTED *

EpeHO IPOAVETa 3TO 3HAK €ro KauecTea *

3G USB-MOOeMEl 0T H3EECTHEIX OPeHIOE
HMeloT 60/Iee BEICOKOE COOTHOIIEHHE
LeHa-KauecTBo *

[pexme 4eM A pelly KYIHTE 3G USB-MoOeMy,
A coOHpalo MHOTO HHQOPMAIIHHE O HEM *

[IpH mDoEynEe 3G USB-MoOeMa, KauecTED
BaEKHEES IEHE *

IIpH noxynge 3G USB-moneMa, GpeHTO
ABMAeTCA Dollee BazKHEIM, UeM [eHa *

Ipu nokynke 3G USB-MomeMa, A
paccMAaTpHBAK GONBIIOe KOMHUECTBO
ATMBTEPHATHEHEIX OPeHOOR *

® ®© ® ©¢ © 0o ¢

IMpu noyoeEe 3G USB-MogeMa, 1 MHOTO
CPAaBHHBAK [IeHEl B Mara3HHAaX HIIH HINY @ (
CllellHa/lbHEIE NPeNToXEeHHT *

27. 410 Bl OyMaeTe 0 LeHe Ha 3G USB-MogeMer?
VEaXKHTe IeHY B pyGmax

Kaxym neHY BH IOCTeOHHH pas 3alIATHIH 2a 3G USB-MogeM o

Kakyw IeHY BE CUHTAETS HOPMANEHOH Ama 3G USB-MogeM? * 100
KaKyi IeHY B CUHTaeTe oueHs goporofi gna 3G USBE-momeMm? * 1100
KaKyi IeHY BH CUHTaeTe gemeeofi gna 3G USBE-momeM? * |100

KaKyo MaKCHMANBHYIO IIeHy BE TOTOBH 3alfIaTHTE 3a 3G USB-Momem? * (100

[ <— [TpepgHoymui | CoegymommE =
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28. YTto BHI OyMaeTe 00 MHTen u npoaykrax MHTen? *

TTOMHOCTRIO YHacTHYHO Bce YacTHYHO He  [TOTHOCTBIO He
corjaces coraaceH paBHO cornaceH cornaceHr
IMpopyknus Intel coBpeMeHHaA H . e e e e
HHHOBAI[HOHHAA * = = = =
HHTeI NIPOH3BOJHT OYeHb . e ) A e
KayeCcTBeHHEIE NPOAYKTH * . - - -
¥ npogykToB Intel xopomee . s e e e
COOTHONISHHE IeHH H KayecTea * = - - -
TleorotHn Intel "Intel-inside” aenaetca . e ) 0 )
TIpPH3HAKOM BEICOKOTO KauecTBa * - = = =
MHe HpaBHTCH KOTHa CTOHT joro "Intel- . e e A A
inside" * . g . 2
£ yBepeH B NpoAyKTax MHTeN * @ O O O O

OTO HOBHIH BEICOKOCKOPOCTHOH, Maj03HEepPronoTped a0l U o4eHb MajleHbKUH 3G
USB-MomeMc yHriceToM MHTen oT KoMnaHuu Huawei

HUAWEI E369
HI-UNIVERSE

KOMMaKTHbIV pasmep,
6e3rpaHnyHble BO3IMOXHOCTU!

Brarogapa ncnonb3osaHuio
Yuncera Intel® XMM6260
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Xapakrepucruka |CoenuduHKanus ITpeamymecrsa

PazMep 65x24.5X8 MM CaMmbli MareHbKHH MIIIM B MHpe. [TpeBOCXOOHO
BBITTIAHT C YIbTPa-0YKOM

CKOpOCTh Bricokas: 21.6 Mb/s BricTpas paboTa B MHTEPHETE, 3KOHOMHTCA
BpeM4.

SHepronoTpebnenne| Ha 30% MeHbllle YeM y OPyTHX Bolnee NMpoaonzxHuTenbHasa paboTa KOMIBIOTEPA OT

NPOH3BOOHTENEH

GaTapen

IJHama20H 4acToT

850/900/AWS/1900/2100

[noGanbHBIH OXBAT A7 PaboThl B 1I000M PETHOHE

H CTpaHe

3KCTpa MarsHTHEIH KONNayoK TIpHATEH B HCIOIb20BAHHH
FapaHTHa 2 roga OTCYTCTBHE GECIOKOHCTE
LleHa 2500 Py®G.

29. Yro BEI gyMaeTe 0 E369 3G USB-mogeMe ¢ yuncetoM MHTen? *

E369 HMeeT XOpPOIIHEe XapaKTe PHCTHKH *
E369 XOpOoIIO BHITIAAHT *

E369 coueTaeT B cefe XapaKTe PHCTHKH,
OTCYTCTBYIOIIHE B APYTHX MOZeMax *

E369 oueHb KaYeCTBEHHBIH NPOOYKT *
E369 oueHb HaOeXHEH OIPOOVKT *
IleHa E369 MeHbIIe UeM 4 OKHOAT *

Liena E369 MeHbllle YeM CpeaHAsd HeHa

Ha 3G USB-MoOeME *

TToTHOCTRIO

coriaaceH
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Bce
paBHO

HJacTHYHO
corjaceH

YJacTHYHO He
coriaaceH

TTOTHOCTEIO HE
corinaceH




8. Gender

® Male

| Female

9. Age
1 -17
(118-24
(7125 - 34

® 35-44
(145-54
1 55+

10. Occupaction

| IT, automation, telecommunication |

11. Family income

" bellow 10 000 RUR.
110 000 - 18 999 RUR.
120 000 - 39 999 RUR.
(140 000 - 79 998 RUR.
(180000 -119 999 RUR.
1120 000 - 158 9989 RUR.
" above 160 000 RUR.

(® Do not want to tell

12. Country of residence

@ Russia
| Other

13. Federal district of Russia

| Far Eastern Federal District
) Volga Federal District
(8) Northwestern Federal District
| North Caucasian Federal District
| Siberian Federal District
") Urals Federal District
| central Federal District

Attachment 2: Questionnaire in English
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() Southern Federal District

14. Size of your municipality? *
(") 1000-

(1 1000-9999

(") 10 000 - 99 998

(71 100 00O - 499 999

(1 500 000 - 999 999

(11000000 -4 999 999

(® 5000 000 - 9 999 999 (Saint-Petersburg)
(7110 000 000+ (Moscow)

15. How many family members use Internet? *
M
M2
@®s
a

(") 5 and more

16. Where and how often do you use the Internet? *

Every day Few days a week Once a week Once a month Never
At work * B - - -
At home *
On public transport *
In a car * (O] () ) M) M)
At summer cottage * )

On holidays or business trips * ) ) ) (® M)

In other places () () () (®] M)

17. How do you connect to the Internet? *
VEaXHTe Bce cIocofH EOQOTOPEIMH BEI IOJNIE3VETE2CE.

|8 Wired/fixed broadband (xDSL, Cable, etc)

] 3G USB-modem

[] 3G/WiFi router

"] WiMAX USE modem

[ Internal 3G/WiMAX modem

|| Via mobile phone, using it as a modem

|| Dialup modem

|:I Other way, please specify
18. Where and how often do you use 3G USB-modem?

Every day Few days a week Once a week Once a month Never

At waork ) D) D) 0 (O]
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At home () () B (D]
On public transport () () ) D]
In a car ) ) (@) )]
At summer cottage ) () M M)

On holidays or business trips () ®) 0 )

In other places () () ™M (]

19. If you would like to purchase 3G USB-modem, where would you like to use it?

|| At work

[ ] At home

|| On public transport
[macar

[7] At summer cottage

ﬁ On holidays and business trips

["] In other places, where

20. Why do you need mobile Internet? *

@ Browse web pages

& E-Mail

ﬁ Auto navigation

[ social networks

[ Instant Messaging (chat_
ﬁ Internet Telephony (Skype, VOIE etc)
[ Listen music and radio
["] Download music

[ view video and TV

|| Download movies

|| Online games

[] other, what?

21. How important for you are the following 3G USB-modem attributes? #*

Very Quite Slightly Not
important important Important important important

Size *

Design *
(D] 7 (] (D]

Speed (faster browsing, download) *

Multiple bands (use in any region and

country) *

Low power consumption (longer battery
life) *

Nice packaging *

Warranty *

Operator lock free (SIM-lock free) *
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Brand * e [®] ) (] (]
Price * (=) M )] M M

22. For Ultrabook (TM) you would prefer to use small USB-modem (ultra-modem) *
Strongly agree Agree Meither/Nor Disagree Strongly disagree

23. From where do you prefer to learn about 3G USB-modems? *
|| Friend

[ sales persons

v

[&F wikipedia

|| shop web site

|| Operator web site

|:I Technology sites, what?
|:| Computer magazines, what?

|:| Other places, where?

24. Where have you bought or consider to buy a 3G USB-modem? *
["] Beeline (Enmafim)

["] Megafon (Meradon)

& MTS (MTC)

[7] Tele 2 (Tene 2)

" | Euroset (EBpoceTs)

| Svyaznoy (CBAZHOH)

| M-Video (M-Bugeo)

| citilink (CHTHIHEE)

| Just

|
|
|
|
[
[T Other place, where?

25. Would you prefer to purchase a 3G USB-modem online (with delivery)? *

@ ves

[ j'l Mo

26. What do you think about following statements? *

Fully Partially Partially Fully
agree agree Neither/Nor disagree disagree
The quality of a 3G USB-modem is important for me * ) @ ) () ()
A 3G USBE-modem is a product where quality differences ® ~ ) - )
are high *
For a 3G USB-modem, very low prices may indicate low @ ~ ~ - I
quality * - ~ - -
When paying a higher price for 3G USB-modem, you @ —~ ~ s ~

generally get a better quality *
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A 3G USB-modem from well known brand has better ® — -
quality *
The brand of the product is a sign of quality * O @ O

A 3G USB-modem from well known brand provides more - - @
value for your money *

I need to collect a lot of information on a 3G USE-modem -~ ® —~
before considering its purchase *

When purchasing a 3G USB-modem, quality is more ® — -
important than price *

‘When purchasing a 3G USB-modem, brand is more - @ —
important than price * -
‘When purchasing a 3G USB-modem, I consider a large —~, @ —~
number of alternative brands *

When purchasing a 3G USB-modem, I collect a large
amount of information on price via comparing prices in ) @ (
stores or searching for deals *

27. What do you think about prices for 3G USB-modems?
Specify price in Rubbles

What was the price you have paid last time if you bought a 3G USB-modem? 0

What is the price you would consider normal for a 3G USB-modem? * 1000
What is the price you would consider very expensive for a 3G USB-modem? # 1000
What is the price you would consider cheap for a 3G USB-modem? # 1000

What is the maximum price you would be prepared to pay for a 3G USB-modem? * | 1000

[ <- [1peORIymHE i ClegyomHi —=
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28. What do you think about Intel and its products? *

Fully Partially Partially Fully
agree agree Neither/Nor disagree disagree
Intel's products are modern and innovative * O O O (@] O
Intel's products are of high quality * 0O ) D) O O
Intel's products have a good price-quality ratio e e e ) e
* 2 - ¢ S o
Intel logo "Intel Inside" is a sign of high quality e e e ~ N
* 2 S ¥ .
I like to have a logo "Intel Inside" on e ) e e )
Intel-based product * - - s - ~
I am always confident when buying Intel e e e e A

products * = = = = =

3T0 HOBBIH BEICOKOCKOPOCTHOH, Majlo3HepPronoTpebasd0Hi U 04eHb MajleHbKHUH 3G
USB-Mozmemc yuncetoM MHTen oT KoMnaHuu Huawei

HUAWEI E369
HI-UNIVERSE

KOMMNaKTHbIVN pa3mep,
6e3rpaHnyHbIe BO3IMOXHOCTH!

Braroaaps ncnonb3osaHumio
Yuncerta Intel® XMM6260
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MIPOH2BOOHTENEH

Xapakrepucruka |CnenuduHkanus ITpeaMmymecrsa

Paamep 65 x24.5X 8 MM CaMmblii ManeHbKHH MIIIM B MHpe. [IpeBOCXOOHO
BBITTIATHT C yIbTPa-0YKOM

CKOpOCTh Bricokas: 21.6 Mb/s BricTpas pa6oTa B MIHTEPHETE, 3KOHOMHTCSA
BpeM4.

SHepronoTpednersue| Ha 30% MeHblIe 4eM § OPYTHX Bornee NponozxHTelbHad paboTa KOMIbOTEPA OT

Oatapen

IOHana30H 4acToT

850/900/AWS/1900/2100

[7100anpHBIH OXBAT A714 paboThl B M000M pPETHOHE
H CTpaHe

3KCTpa MarsuTHBIH KOINa4doK TTpHATEH B HCIIONIB20BaHHH
TapaHTH4a 2 roga OTCYTCTBHE DECNIOKOHCTE
LleHa 2500 Py®.

29. What do you think about this Intel-based E369 3G USB-modem? *

E369 modem has good features *
E369 looks nice *

E369 modem combines features, which are not

available in other modems *

E369 modem is high quality product *
E369 modem is reliable product *

Price is less than what I expected to be #

Price is less than average market price *

Fully Partially
agree agree

Partially
Neither/Nor  disagree
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