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[bookmark: _Toc450592057]Abstract
This master thesis examines the effect of different channels on a consumer’s willingness to accept a hypothetical promotional invitation. The channels that are investigated are mobile, social media, direct mail and personal selling. The difference in the response to the channels among the exploration and maturity stage of the customer lifecycle are also investigated. The goal of this thesis is to recommend to retailers which channels they should use and at what point in the customer relationship these should be applied. This research offers insights into an important practical problem that to date has not been extensively investigated by academicians.
The research in this study is conducted via a combination of an experiment and an online questionnaire that was filled in by 513 respondents. Each respondent received a similar invitation for the opening of a hypothetical clothing brand via 1 specific channel and was appointed to 1 specific lifecycle stage. This results in 8 different conditions (2x4). For each condition, the respondent had to indicate his or her willingness to accept the invitation.
The results indicate that in general consumers are most likely to accept a promotional invitation via personal selling and in the maturity stage. A combination of the channels and the CLC stages results in consumers being more likely to accept the promotional invitation via direct mail and social media in the maturity stage than in the exploration stage.
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[bookmark: _Toc450592058]Introduction
The retail landscape is known to be changing continuously and adapting rapidly to new emerging technologies. Although the digital retail technology knew a rough start in the early nineties, it is nowadays steadily nested in our digital society (Rigby, 2011). The emerging of the online channel and the ongoing digital revolution brought along a whole other retail mix that caused a lot of retailer’s business models to change (Verhoef et al., 2015). 
Neslin et al. (2006) define multi-channel customer management as “the design, deployment, coordination, and evaluation of channels to enhance customer value through effective customer acquisition, retention and development”. In this definition, channels refer to the mediums through which consumers and retailers interact with each other. In prior research the focus has been mainly on online channels, offline channels and traditional direct marketing channels that are being managed separately (Verhoef et al., 2015).
Today in the 21st century there are multiple channels through which retailers can communicate with their customers, such as websites, mobile devices, social media, catalogues, and so on (Rigby, 2011). The digital revolution brings along a lot of challenges that urge retailers to adapt their current retail strategy to embrace the multiple channels available nowadays (Verhoef et al., 2015). These new channels enable consumers to search for information on a smartphone while shopping in a regular store (Leeflang et al., 2014; Verhoef et al., 2015). Not only consumers can use different channels at the same time. Companies can also do this by using several channels in order to combine them into one coherent omni-channel experience (Rigby, 2011; Verhoef et al., 2015). In contrast to multi-channel management, omni-channel management uses multiple touchpoints, including traditional mass communication channels and other interactive channels (Verhoef et al., 2015). 
The objective of this research is to indicate which channels retailers should use when communicating with customers. The channels that are investigated concern 2 new channels that are a result of the current digitalization: mobile (i.e. MMS via smartphone) & social media and 2 traditional channels: direct mail & store. Direct mail entails the postal promotional message, while store refers to a salesperson handing over a promotional folder in the store. The new channels make it possible for consumers in the current omni-channel environment to use different channels interchangeably and seamlessly (Verhoef et al., 2015). For that reason, it seems interesting to use a combination of the 2 types in this research. Important to remark here is that by investigating the influence of these new channels that are a result of the ongoing digitalization on the response of consumers, we provide a starting point for the omni-channel challenge in this research, although we still focus rather on the sequential use of channels than on their simultaneous use.
Companies however, are not only challenged on how to adopt an effective channel strategy, they also need to take the customer lifecycle (hereafter CLC) into consideration when developing a communication and marketing strategy. Prior research has stressed the importance of interacting differently with customers at each stage of the relationship as well as managing these different stages profoundly (Srivastava et al., 1998). As customers move through the different stages of the relationship, they communicate and interact with firms via different channels, such as via the Internet, brick-and-mortar stores, social media and so on (Neslin et al., 2006, Verhoef et al., 2015). Leeflang et al. (2014) already stated that with the emergence of digital marketing, new types of media and channel challenges are brought to the surface. Firms are challenged to leverage and develop profound customer insights and to optimize the value of the relationship in each stage of the customer relationship across all channels. This is where Customer Relationship Management (hereafter CRM) arises (Reinartz et al., 2004; Leeflang et al., 2014).
Regardless of its increasing importance, there is not yet a lot of research available on how to use different channels to communicate with customers during the CLC. Verhoef et al. (2015) and Venkatesh et al. (2012) stress the importance of investigating the performance of new channels that are a result of the ongoing digitalization. Other researchers emphasize the relevance of research that can reveal the channels a firm should use in each stage of the CLC (Neslin et al., 2009). The research of Verhoef et al. (2006) indicates that prior research mainly focused on buying decisions and ignored the CLC stages. Keller (2010) stated that companies should implement short-term sales strategies next to long-term customer relationship building into their multi-channel corporate strategy, where they are now mainly purchase-focused. Other research focuses on channel synergies, which can be reached by coordinating different channels (Berry et al., 2010). Van der Veen et al. (2015) reveal the several channels customers use in their buying-decision process, again neglecting the CLC stages. Prior research that did investigate the CLC focused on the content of the message, rather than on the channel (Gázquez-Abad et al., 2011). That is why our research focuses on the impact of channels on consumer response to a firm’s communication, across different stages in the CLC. By using an identical message across all channels, the focus of this research is on the medium and thus on how the message is conveyed.
In order to make a valuable contribution on the differences between channels’ value and their influence in the different stages of the CLC, this paper focuses on the exploration stage and the maturity stage. These stages differ considerably in terms of the way buyers and sellers view each other (Dwyer et al., 1987). In the exploration stage of the CLC, search and trial take place, while in the maturity stage an implicit or explicit agreement exists between both exchange parties concerning the relational exchanges. Although the research of Bolton et al. (2000) and Gázquez-Abad et al. (2011) suggests a positive effect of a promotional message on the response of consumers in both the exploration and maturity stage of the CLC, other researchers suggest a negative effect of the promotional message in the maturity stage of the CLC. According to the usage dominance theory consumers become less responsive to promotional messages and activities when they are more familiar with a brand, because external information about the brand is dominated by their personal direct brand experience (Anderson, 1971; Kopalle & Lehmann, 1995). Due to the limited research period, a promotional message is used in the form of an invite to a new shop opening of a hypothetical clothing brand, despite the inconsistency regarding the effect of the message in the maturity stage of the CLC. As a result, the response is the willingness to accept (hereafter WTA) the promotional invitation. 
Each of the 4 channels that are used in this research, is evaluated based on 2 channel characteristics, namely personalization and intrusiveness. Both aspects are expected to explain (partly) the effect of the dependent variable (channels) on the independent variable (response). As a result, personalization and intrusiveness are included as mediators in the research framework. The CLC stage operates as a moderator in the process, since the specific needs of the customer in each lifecycle stage influence the way a channel satisfies this need (van der Veen et al. 2015). Figure 1 visualizes the problem statement of this paper. The problem statement is defined as follows: 
Does the channel influence the customer’s response? How do the channel characteristics ‘personalization and intrusiveness’ mediate this relationship? How is the relationship between the channels and the response of consumers moderated by the exploration and maturity stages in the customer lifecycle?
Figure 1 Visualisation problem statement
 (
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Social Media
Direct mail
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R
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[bookmark: _Toc449102653][bookmark: _Toc450592059]Literature overview
The following part discusses some important constructs and knowledge from prior research concerning the problem statement of this paper. This literature overview serves as a base for the definition of the hypotheses and the methodology of the research. The following concepts are discussed: CRM and the different channels that are used in the research.
[bookmark: _Toc436499165][bookmark: _Toc449102654][bookmark: _Toc450592060]Customer Relationship management
The following part gives an introduction to the concept of CRM and outlines the importance of the concept. Next, the customer lifecycle and its different stages are discussed, with an emphasis on the 2 stages this research focuses on.
[bookmark: _Toc436499166][bookmark: _Toc449102655][bookmark: _Toc450592061]Introduction and importance
Kotler (2009) defines customer relationship management as the complete process of the development and maintenance of profitable relationships with customers by generating customer satisfaction through superior value for the customer. 
Concerning the importance of CRM to firms, former research demonstrates that if firms use knowledge about their customers’ preferences and needs to develop a long-term relationship, stronger relationships will be created (Anderson et al., 1996; Bucklin et al. 1993). Kotler (2009) already stated the importance of developing valuable relationships with customers through the delivery of superior value for the customer, which is directly linked to brand equity (Kotler, 2009; Srivastava et al., 1998). Brand equity makes it possible for companies to gain a larger market share, to charge higher prices and to develop more efficient communication programs, since prior research states that well-differentiated brands have a higher response to promotions and advertising (Keller et al., 1993). Additionally, Kotler (2009) states that a high customer satisfaction results in a high customer lifetime value, which is the the total value of the stream of purchases a client would do during the entire duration of the relationship (Kotler, 2009). Venkatesan et al. (2004) also use the customer lifetime value as the performance indicator of marketing activities. They prove that customer lifetime value is a sufficient metric for marketing resource allocation and customer selection. Srivastava et al. (1998) on the other hand use shareholder value as a performance indicator for marketing activities. According to their study, customer relationships increase shareholder value by enhancing and increasing cash flows, increasing the residual value of cash flows and lowering the vulnerability and volatility, and thus uncertainty, of cash flows. 
[bookmark: _Toc436499167][bookmark: _Toc449102656][bookmark: _Toc450592062]The customer lifecycle
Previously, marketing focused on the exchange relationship where transactions were studied as discrete events, largely neglecting the relationship aspect of buyer-seller behaviour as well as the effect of preliminary conditions and processes on the buyer-seller exchange relationships (Dwyer et al., 1987). Arndt (1979) drew the attention to the effect of long-term associations, joint ownership and contractual relations on the corporate exchange process. He thereby stated that transactions are mainly planned and managed, rather than happening on an ad hoc basis. A discrete transaction differs from a relational exchange in that it excludes any form of relational elements, the communication between the buyer and seller is limited and narrow in content and the identities of both parties remain unknown. Important to know is that a relational exchange evolves over time, determined by the history and the anticipated future of a transaction. The rationale behind relational exchange is that personal, complex and noneconomic satisfactions can be derived by participants, stressing the importance of social exchange and interdependence (Dwyer et al., 1987).
Several divisions exist for the consecutive relationship stages. According to Dwyer et al. (1987), there are 5 general stages through which relationships expand, namely awareness, exploration, expansion, commitment (maturity)[footnoteRef:1] and dissolution. The way both parties (buyer and seller) see each other evolves and differs in each stage. Reinartz et al. (2004) divide the relationship process into 3 consecutive stages, namely initiation, maintenance and termination. Their division is rather based on the different CRM-activities that are applicable as the buyer-seller relationship evolves (Reinartz et al., 2004). Rousseau et al. (1998) also simplified the customer lifecycle into 3 different stages, namely building, stability and dissolution, based on the differences in trust. Their vision is based on the insights of Miles & Creed (1995) who state that trust in a long-term relationship evolves over time. According to Rousseau et al. (1998) the expansion and maturity stage become more and more similar regarding their level of trust, after that in both stages a certain level of history and a comparison level of alternatives have been developed. Since Jap and Anderson (2007) have proven that the relationship theory of Dwyer et al. (1987) holds and given that the division of Dwyer et al. (1987) is more detailed and is used in several academic papers, this paper will continue with the division of Dwyer et al. (1987). [1:  Although Dwyer et al. (1987) refer to the maturity stage as the ‘commitment stage’, we will now continue to use the word maturity to refer to this particular stage in the customer lifecycle as it is easier to understand and resembles to the maturity stage of the product lifecycle.] 

Table 1 gives an overview of the different customer lifecycle stages and their most important elements[footnoteRef:2].  [2:  The product lifecycle (PLC) evolves through the same 5 stages as the customer lifecycle (CLC), called development, introduction, growth, maturity and decline. Both concepts are closely linked to each other regarding their characteristics and communication goals. Where CLC concerns the different stages a relationship moves through, PLC determines the development of the turnover and profit of a product through the different stages in the product lifecycle (Kotler, 2009).] 

Table 1 CLC stages and their main characteristics
	
	Customer lifecycle stages

	Awareness
	· Recognition of potential exchange partners
· Facilitator: situational proximity
· No bilateral interactions

	Exploration
	· Trial & search
· Evaluation of costs and benefits of the potential relationship

	Expansion
	· Increasing mutual benefits & interdependence
· Increase in taking risks
· Increase in both parties’ motivation to continue the relationship
· High mutual benefits limit the amount of potential alternative exchange partners

	Maturity
	· Relational persistence
· Awareness of potential alternatives continues

	Dissolution
	· End of the relationship
· High psychological, physical and emotional stress due to high interdependence
· Direct disengagement / other-orientation strategy (Baxter, 1985)


Source: based on Dwyer et al. (1987) and Baxter (1985)
In order to make a valuable contribution on the differences between channels’ value and their influence in the different stages of the CLC, this paper focuses on the exploration stage and the maturity stage of the CLC as these stages differ considerably in terms of the way buyers and sellers view each other (Dwyer et al., 1987). In the exploration stage of the CLC, search and trial take place, while in the maturity stage an implicit or explicit agreement exists between both exchange parties concerning the relational exchanges. Since the main focus of this research is on the exploration and maturity stage of the CLC, these 2 stages are discussed in more detail in the following part, concerning their characteristics and communication goals.
Exploration stage
In the exploration stage, search and trial take place. Both buyer and seller evaluate the benefits, costs, obligations and the exchange possibilities of the potential relationship (Dwyer et al., 1987). As a result, trial purchases can take place during this stage, but the relationship is still very fragile. The interdependence and investments are minimal, which makes possible termination simple (Dwyer et al., 1987). During the exploration stage, the relationship between buyer and seller is not yet established, but still evolving (Dwyer et al., 1987).
The communication goals in the exploration stage are closely linked to the communication goals in the introduction stage of the PLC. The communication goals in this stage of the CLC are to generate brand awareness and brand knowledge (De Pelsmacker et al., 2008). Brand knowledge means customers have knowledge of the most important qualities, features and advantages of a product. Customers are also able to summarize the strongest points of the brand in comparison to other brands and are conscious why they prefer to buy at retailer X instead of retailer Y (De Pelsmacker et al., 2008). 
Maturity stage
In the maturity stage, there exists an implicit or explicit agreement between both exchange parties concerning relational persistence. Both parties inhibit transactions with other primary exchange parties that could deliver the same benefits, as in this stage of buyer-seller interdependence both exchange partners have entered a certain level of satisfaction from the transactional relationship (Dwyer et al., 1987). This does not mean the exchange partners refrain from looking at other alternatives, since their awareness of potential alternatives continues although they stop testing alternatives continuously and obsessively (Dwyer et al., 1987). Whether and how long some partners stay in the maturity phase depends on 3 criteria: (i) emotional, communicational and/or economical input invested in a relationship, (ii) durability or stability to nurture the relationship and (iii) consistency during relationship exchanges (Scanzoni 1979 as cited in Burgess & Huston, 1979). There are several other forces that influence a relationship negatively, such as a perceived decrease in the obstacles to start interactions with another exchange partner, changes in organizational or personal needs, an increase in transactional costs and so on (Dwyer et al., 1987). In contrast to this, the perceived benefits of each partner of the exchange relationship can strengthen the intentions of both parties to adjust, rather than dissolve the relationship. Efficiency and effectiveness of potential ameliorations and the certainty of the mutual anticipated goals and roles are examples of these benefits (McCall et al., 1966; Dwyer et al., 1987).
The communication goal in the maturity stage of the CLC is closely linked to the communication goal of the maturity stage in the PLC. In this stage the optimization of brand loyalty is a priority (De Pelsmacker et al., 2008). Brand loyalty is the mental involvement of the customer to a brand or the relationship between a brand and a customer (De Pelsmacker, 2008). Customers have to be made less receptive for the advantages of competing brands, through different communication goals such as the improvement of top-of-mind awareness, claiming a unique brand advantage, emphasizing the price in case of small differences, attracting attention with small product innovations and so on (De Pelsmacker, 2008).
[bookmark: _Toc436499168][bookmark: _Toc449102657][bookmark: _Toc450592063]Channels
[bookmark: _Toc436499169]This research focuses on 4 main channels, namely the mobile channel, social media, direct mail and personal selling in stores. This part of the paper first discusses the main differences between multi-channel and omni-channel marketing, before analysing the most important characteristics of these 4 channels.
[bookmark: _Toc449102658][bookmark: _Toc450592064]From multi-channel to omni-channel
In the definition of Neslin et al. (2006), channels are referred to as mediums for interaction between the customer and the firm (Verhoef et al., 2014). Because of their focus on interaction, the channels here are limited to the ones providing two-way communication, excluding the traditional ones with one-way mass communication, such as advertisings on TV. Channels here are divided into 3 main groups, namely traditional direct marketing channels (i.e. catalogues), online channels (i.e. web stores) and offline channels (i.e. stores). The focus on multi-channel has mainly been driven by the growth of the online channels and their influence on the traditional channels, used by customers and firms. The channels in ‘multi-channel’ have rarely been integrated with each other and have often been managed separately within firms (Shankar et al., 2012).
According to Rigby (2011), the emerging of mobile channels in the new digital society has brought along a disruptive change in the retail environment. In comparison with the multi-channel stage, omni-channel involves more channels and the distinction between the different channels becomes vague as they are used seamlessly and interchangeably with each other. An example of a typical omni-channel phenomenon is the emerging of the showrooming phenomenon, in which customers simultaneously search for information in the store and on their mobile device in order to extend their current knowledge about the offer and vice versa. One of the major developments in omni-channel is the integration of traditional mass advertising channels with interactive channels (Verhoef et al., 2015). An example is Samsung Electronics Benelux that interacted with its customers via Facebook and Instagram during the match of the Red Devils in the World Cup in 2014. The company used the hashtag #ReadyForTheDevils to start conversations about the Red Devils while promoting their products by talking about the customers’ experience of the match (Sevenedge, 2014).
[bookmark: _Toc436499170][bookmark: _Toc449102659][bookmark: _Toc450592065]Channel types and characteristics
The following part discusses the different types and characteristics of the 4 channels that are used in the research of this paper. The channels that are investigated concern 2 new channels that are a result of the current digitalization (mobile & social media) and 2 traditional channels (direct mail & store). The new channels make it possible for consumers in the current omni-channel environment to use different channels interchangeably and seamlessly (Verhoef et al., 2015). Since the objective of this research is to provide a starting point on the omni-channel phenomenon, it seems interesting to use a combination of the new and traditional types of channels in this research. Important to remark here is that the channels that are used in this research consist of both the medium itself and location. A message received via social media (medium) for example can be either read on a laptop at home or via an application on a smartphone out of home (location). Therefore, table 2 provides a proper definition for each channel, highlights the main features and benefits and determines the location of each channel in this research.
Table 2 Channel types
	
	Definition

	MMS via mobile device
	Location Based Advertising (hereafter LBA) is defined as “marketer-controlled information customized for recipients’ geographic positions and received on mobile communication devices” (Bruner & Kumar, 2007). Examples of LBA are advertisements via SMS or MMS (Unni & Harmon, 2007). This research will focus on push LBA: advertising messages sent to a consumer’s mobile device, based on the location or previously indicated product preferences of a consumer (Paavilainen, 2002). With mobile device is meant “a handled tablet or other device that is made for portability, and is therefore both compact and lightweight” (Techopedia, 2015).

	Social media at home
	“Social media is a group of Internet-based applications that build on the ideological and technological foundations of Web 2.0, and that allow the creation and exchange of user-generated content” (Kaplan and Haenlein, 2010, p.61). Widely taken, social media includes social networking sites, message boards, blogs and wikis (Beer and Burrows, 2007; Bernoff and Li, 2008). This research focuses on social media usage on a laptop or computer at home.

	Direct mail at home
	Kotler (2009) defines direct mail marketing as a form of direct marketing through sending a mailing with letters, advertising, samples, brochures, and such to potential customers on the mailing list. This definition implies that direct mail in this research refers to the versions received via the post.

	Personal selling in stores
	Personal selling is defined by Kotler (2009) as the verbal presentation in a conversation with potential customers – individually or in group – with sale as the objective. We focus here on in-store conversations.


Source: based on Bruner & Kumar (2007), Unni & Harmon (2007), Paavilainen (2002), Techopedia (2015), Kaplan and Haenlein (2010), Beer and Burrows (2007), Bernoff and Li (2008) and Kotler (2009)
Table 3 gives an overview of the comparison between the 4 channels, based on 2 aspects, namely personalization and intrusiveness, since both aspects are related to buyer-seller relationships. In this thesis personalization refers to a channel characteristic, rather than a message characteristic. The concept is closely linked to interaction and relevance, since interaction makes the communication through a channel more personalized and thus more relevant. With intrusiveness is meant “coming without invitation or welcome” and is thus closely linked to privacy concerns (Dictionary.com, 2015). One remark here is that for the mobile channel, social media and direct mail there exist 2 mechanisms. A consumer can receive a promotional message either based on permission or not (opt-in or no opt-in). With opt-in is meant that consumers have signed up to receive relevant promotions and advertisements (Barwise & Strong, 2002). This has implications for the level of personalization and intrusiveness of the 3 channels for both mechanisms. In this research we work with the non-opt-in mechanism for all 3 channels, since in the exploration stage not every consumer will yet have given an opt-in for promotional messages of a brand they are not very familiar with at that point.
Table 3 Channel characteristics
	
	Personalization
	Intrusiveness

	Mobile channel
	The mobile channel is characterized by omnipresence and localization, which makes it possible to deliver the right content, in the right format, to the right person, at the right time and location (Ho, 2012). The results are location-based ads and promotions, which make the communication very relevant and personalized (Pura, 2005; Bauer et al., 2005).
	Pushed advertising, received via a mobile device can be seen as threatening to the personal privacy. Users also have fears for unauthorized access and manipulation of data and the unwanted tracking of usage patterns (Gao et al., 2013).

	Social media
	Social media users receive communication or ads from a brand they follow or like (Godes et al., 2012). Users also have the possibility to have a conversation with a company via commenting on or liking brand posts on brand pages (McAlexander et al., 2002; Muñiz et al., 2001). On the other hand, users can also receive communication or ads from brands they do not like on their wall, in case their friends like or follow the brand. 
	Annoyance towards social media can be due to pushed messages from brands a customer does not follow or like (eMarketer, 2012). On the other hand, users are aware of the privacy issues that are linked to involving in social media, but share personal information anyway (Jonyoung et al., 2015). Besides, users  can decide for their own, whether they want to read the advertisements or just move past them.

	Direct mail
	Direct mail (DM) is a form of personalized communication (personal addressing) that intends to evoke a direct response from the receiver (Kotler, 2009). DM is seen as relevant if the content is in harmony with the receiver’s interests (Dolnicar et al., 2013). Notwithstanding the personal addressing, DM is less personalized than the other channels, as it is not based on location, nor on the interests of personal connections of the receivers.
	DM can be seen as annoying junk mail or spam when sent to uninterested consumers (Kotler, 2009). Consumers provide personal information in exchange for information, expecting that their personal information will be protected and managed responsibly (Dolnicar et al., 2013). On the other hand, consumers can decide for themselves whether they want to read the received DM’s or not. 

	Personal selling in stores
	Personal selling in stores makes it possible to have face-to-face conversations with customers, adapted to the characteristics of the customer. Examples are  negotiations, information sharing, feedback and  product demonstrations (Kotler, 2009).
	Personal selling in stores can be seen as intrusive, as customers have no control over the appearance of salespeople during their visit in the shop and the questions they are asked. If the customer does not want to be helped nor wants to receive advice in a shop, personal selling can be seen as very annoying.


Source: Ho (2012), Pura (2005), Bauer et al. (2005), Gao et al. (2013), Godes et al. (2012), McAlexander et al. (2002), Muñiz et al. (2001), eMarketer (2012), Jonyoung et al., (2015), Dolnicar et al. (2013) and Kotler (2009)
[bookmark: _Toc449102660][bookmark: _Toc450592066]Hypotheses
Table 4 is created based on the concepts and former research results discussed in the literature overview. The table shows the 2 dimensions that distinguish the 4 channels from one another and demonstrates the channels’ scores for each dimension. In the literature that is used to defend the hypotheses, there exists some controversy on whether personalization and intrusiveness are orthogonal concepts. According to Bleier et al. (2015) and White et al. (2008), both concepts are related, although the strength of the relationship depends both on the level of personalization and the level of trust a consumer has in a retailer. Since the level of trust differs per CLC stage and per sector, there is no sure one-dimensional relationship between personalization and intrusiveness and thus we cannot state with certainty that both concepts are each other’s direct opposites (Dwyer et al., 1987; van Doorn et al., 2013). In order to simplify the interpretation of the hypotheses, we will for now consider both concepts to cover 2 separate dimensions and to weigh equally in the total score. Their true level of orthogonality and impact is measured during the research, using respectively a measure of correlation and linear regression. The relevance of personalization and intrusiveness for the 2 CLC stages (exploration and maturity) is defined in table 4. The hypotheses of this research are defined, based on this table. Since the message that is used in this research is an invite to a new shop opening of a hypothetical clothing brand, the response refers to the acceptation of the promotional invitation.
Table 4 Characteristics of the 4 channels, linked with the CLC stage[footnoteRef:3] [3:  Personalization is seen as a positive channel characteristic that might influence the response of consumers in a positive way, while intrusiveness is expected to have a negative effect. As a result, the pluses and minuses for each channel on personalization indicate whether the channel has a respectively high or low level of personalization and thus a positive or negative effect on the response of consumers. The contrary applies to intrusiveness: the pluses and minuses indicate whether the channel has respectively a low or high level of intrusiveness which is expected to influence the response of consumers respectively in a positive or negative way. Direct mail for example scores low on both personalization (-) and intrusiveness (+) which suggests 2 opposing effects regarding its influence on the response of consumers.] 

	
	Mobile
	Social media
	Direct mail
	Personal selling in stores

	Personalization
	++
	++
	-
	++

	Intrusiveness
	- -
	- 
	+
	- -

	Total score
	0
	+
	0
	0


[bookmark: _Toc436499176][bookmark: _Toc449102661][bookmark: _Toc450592067]The influence of the channels on the response of consumers
The underlying mechanism for the main effect, namely the response of consumers on the message they receive through 1 of the 4 channels, are the mediators (personalization and intrusiveness). Former research showed that a higher personal relevance and personalization lead to a higher response of consumers on advertised message content, which is in line with the expectations of the Elaboration Likelihood Model (Micheaux, 2011). According to the Elaboration Likelihood Model, more personal relevant communication will increase a consumer’s motivation to process a marketing communication message and form an attitude about it (De Pelsmacker, 2008). On the other hand, other research shows that there is a relationship between high personalization and privacy concerns, depending on the trustworthiness of the retailer and the depth and breadth of the personalization (Bleier et al., 2015). Displaying and using very intimate consumer information may therefore trigger high privacy concerns and thus result in a high level of intrusiveness, rather than in a positive response (Bleier et al., 2015). In addition, Venkatesan and Kumar (2004) indicate in their research that rich modes of communication (e.g. personal selling) have a bigger influence on the response of consumers than standardized modes of communication (e.g. telephone, direct mail). This is probably due to the former’s interactive and thus personalized and relevant characteristics. Social media scores less negative on intrusiveness (only 1 minus sign), since social media users are less concerned with sharing personal information and can decide for themselves whether they want to read a message or not. It also scores high on personalization as social media users only receive messages from brands they or their friends like or follow. Regarding the total score row in table 4, only social media is expected to have a positive influence on the response of consumers. The results of the other 3 channels suggest all 3 channels have an equal influence on the response of consumers. As a result, the following hypothesis is formulated concerning the channels and the response of consumers:
H1a: Social media has a bigger influence on the response of consumers, regardless of the customer lifecycle stages they belong to, than the mobile channel, direct mail and personal selling.
Regarding the mediating role of the 2 channel characteristics (personalization and intrusiveness), the following hypotheses are formulated:
H1b: The effect of the channels on the response of consumers is mediated by personalization
H1c: The effect of the channels on the response of consumers is mediated by intrusiveness
[bookmark: _Toc436499178][bookmark: _Toc449102662][bookmark: _Toc450592068]The influence of CLC stages on the response of consumers
Concerning the response to the promotional message in the exploration and maturity stage of the CLC, there seems to be some inconsistency. There are namely 2 different theories that expect 2 opposing effects, which results in 2 opposing hypotheses. Theory based on the usage dominance states that consumers become less responsive to promotional messages and activities when they are more familiar with a brand, because external information about the brand is dominated by their personal direct brand experience (Anderson, 1971; Kopalle & Lehmann, 1995). On the other hand, based on the Elaboration Likelihood Model, former research proved cognitive elaboration is expected to be higher in case of a higher user experience (Cacioppo & Petty, 1985 as cited by Bridges et al., 2006). This implies consumers are expected to be more likely to process promotional information about a brand they are very familiar with in terms of usage. Besides, other research states that positive past experiences with a brand or retailer lead to favourable attitudes and thus to a higher response likelihood of the consumer to promotional activities (Oskamp, 1977 as cited by Gázquez-Abad et al., 2011). As a result, the following 2 opposing hypotheses are formed:  
H2a: Consumers in the maturity stage have a lower response to the promotional message than consumers in the exploration stage of the customer lifecycle.
H2b: Consumers in the maturity stage have a higher response to the promotional message than consumers in the exploration stage of the customer lifecycle.
[bookmark: _Toc436499177][bookmark: _Toc449102663][bookmark: _Toc450592069]The interaction between the 4 channels and the different CLC stages
The research of Bleier et al. (2015) states that the effect of personalization depends on the level of personalization and the level of trust a consumer has in the retailer. Regarding the level of trust in the exploration stage of the CLC, firms should not use high personalization since consumers are still getting to know the firm in this stage and still have to form trust in them (Dwyer et al., 1987). A too high personalization could thus result in privacy concerns (Bleier et al., 2015). In the maturity stage, personalized interactions are seen as standard, while in the exploration stage, customers are not very eager to share a lot of personal information (Dwyer et al., 1987). On the other hand, relevance has an influence on a consumer’s motivation to process a message (Micheaux, 2011). As creating awareness is the most important objective in the exploration stage of the CLC, a certain level of relevance and thus personalization is required, but a high level of personalization will be more applicable in the maturity stage than in the exploration stage (Dwyer et al., 1987; De Pelsmacker, 2008). Intrusiveness is supposed to have a lower impact on the response in the maturity stage than in the exploration stage, as a distinct level of trust in the retailer has been formed in this stage and research shows that a higher trust results in lower privacy concerns (Milne and Boza, 1999). 
Regarding the characteristics of the 4 channels in table 4, direct mail is suggested to be the best communication channel for the exploration stage of the CLC. Direct mail scores lowest on personalization and lowest (positive) on intrusiveness. Direct mail scores positive (and thus low) on intrusiveness since the receivers can decide for themselves whether they want to open and read the direct mailing or not. Concerning the other channels, these are more appropriate to use in the maturity stage of the CLC, as all 3 channels score high on personalization and high (minus signs) on intrusiveness. This results in the following 4 hypotheses per channel:
H3a: Consumers are more likely to respond to the promotional message via the mobile channel in the maturity stage than in the exploration stage of the customer lifecycle. 
H3b: Consumers are more likely to respond to the promotional message via social media in the maturity stage than in the exploration stage of the customer lifecycle.
H3c: Consumers are more likely to respond to the promotional message via direct mail in the exploration stage than in the maturity stage of the customer lifecycle.
H3d: Consumers are more likely to respond to the promotional message via personal selling in the maturity stage than in the exploration stage of the customer lifecycle.
[bookmark: _Toc450592070]Research procedure
The main goal of this research is to investigate whether the channel (location and medium: mobile, social media, direct mailing, personal selling) through which consumers receive an invitation for a new shop opening, influences their response or intention to accept the invitation. In addition to this, we investigate the moderating role of the CLC stage (here exploration and maturity) and the mediating role of personalization and intrusiveness (channel characteristics) on the influence of the different channels on the response of consumers. Since little is known about the influence of different channels on the response of consumers in the exploration and maturity stage of the CLC, this research will be executed through an experiment (deductive research). An experiment is the most appropriate technique as it enables to manipulate the 4 channels through which the respondents receive the invitation as well as the hypothetical CLC stage in which the respondents find themselves (Smits, 2015). The experiment will be based on a questionnaire (attachment 1) in order to test the different relationships that are described in the hypotheses. In what follows, the research set-up and the method will be discussed in detail.
[bookmark: _Toc449102665][bookmark: _Toc450592071]Research design
This chapter concerns the research set-up of this thesis and will discuss the content and design of the promotional message, the different scenarios for the manipulations, the data collection method and the sample that are used in this research.
[bookmark: _Toc449102666][bookmark: _Toc450592072]Content and design of the promotional message
The research of Gázquez-Abad et al. (2011) discovered that promotional messages have an overall negative influence on a consumer’s long-term purchase decision. According to them, relational messages are more efficient as they have a long-term as well as short-term favourable influence on the buying decision of consumers, regardless of their relationship with the retailer (Gázquez-Abad et al., 2011). On the other hand, promotional messages are often used to stimulate trial purchases of consumers and do appear to have a positive influence regarding the response of consumers on the short-term (Gázquez-Abad et al., 2011; Pradhan, 2009). Besides, promotions such as enhanced services, used in terms of a loyalty programme, are proven to have a significant positive influence on the loyalty and usage of consumers (Bolton et al., 2000). Since the research period is short in time, this research uses a promotional message as it proves to be efficient for both the exploration and the maturity stage. Next, in order to exclude discrete transactions in which no relational exchanges take place, the product type that forms the subject of the promotional mail, is clothing. Clothing belongs to the limited problem solving group and implies an intermediate level of involvement, which makes relational exchanges between buyers and sellers possible and might reduce the event of discrete transactions (Assael, 1998). The message that is sent to consumers is as a result an invitation to a new shop opening of a hypothetical clothing brand. Important to remark here is that the invitation is made as gender neutral as possible by using neutral colours, a neutral image & font and keeping the message & terminology as basic as possible. Consequently, the response is the intention of the respondents to accept the invitation.
[bookmark: _Toc449102667][bookmark: _Toc450592073]Scenarios Customer Lifecycle stages
Based on the between-subjects design of the experiment (4.1.4 Data collection), each respondent is appointed to 1 customer lifecycle stage (exploration or maturity stage) and thus 1 specific scenario. The description of each scenario is based on the theory defined in the literature overview (2.1.2 The customer lifecycle). In the exploration stage, customers are already aware of the existence of the brand but are not yet very familiar with the brand. During this stage of the CLC search, trial and evaluation take place (Dwyer et al., 1987). As a result, we stressed these elements in the exploration stage scenario. In the maturity stage on the other hand, customers are already very familiar with the brand and have reached a high level of interdependence based on the obtained mutual benefits and satisfaction (Dwyer et al., 1987). As customers in this stage stop looking for and testing alternatives extensively, this implies that they are fairly loyal to the brand in the maturity stage. As a result, we stressed this loyalty element in the maturity stage scenario of the experiment (Attachment 1: Questionnaire).
[bookmark: _Toc449102668][bookmark: _Toc450592074]Scenarios channels
The format of the promotional message (here invitation), depends on the specific form of each channel. For the mobile channel, social media and direct mail, the non-opt-in element is stressed in the channel scenario, regardless of the CLC scenario that precedes as this would otherwise influence the degree of personalization and intrusiveness of the different channels. This makes that each of the channels is based on the same message-mechanism for each CLC stage. Next, each channel scenario contains a certain level of personalization and intrusiveness, since both channel characteristics form the underlying mechanism for the main effect, namely the response of consumers to the message they receive through 1 of the 4 channels.
Concerning the mobile channel, the respondent receives the invitation in the form of an MMS, while passing by a specific shop. MMS refers to Multimedia Messaging Service and enables mobile phone users to send pictures, images, audio fragments and movies (Rouse, 2007). This scenario is based on the LBA-technology, as this does not require an opt-in from the consumer. Further, the LBA-technology makes the mobile channel both relevant and thus personalized and intrusive, since the scenario suggests the respondent is walking by a specific shop, while actively searching and shopping for new clothes. Regarding social media, the respondent sees the invitation for the shop opening in the form of a post on the wall of his or her hypothetical Facebook page that is liked and/or commented on by a hypothetical friend on Facebook. Since the scenario suggests the respondent sees the invitation through the action of a hypothetical Facebook friend, the social media channel evokes both feelings of personalization and intrusiveness. On top, there is no opt-in from the consumer necessary in this scenario. With direct mail is meant the postal form, so the respondent sees a paper version of the invitation that is covered in a personal addressed envelope. Since companies can buy specific customer data, the personally addressed direct mail (channel) can evoke feelings of personalization and intrusiveness. Next, there is no opt-in required from the respondent in this scenario. With personal selling in a store is meant that a salesperson hands over the invitation through a flyer to the consumer, after having a conversation with the consumer. The conversation makes the channel (personal selling in store) personalized and triggers a certain level of intrusiveness.
[bookmark: _Toc449102669][bookmark: _Toc450592075]Data collection
The experiment is executed via an online questionnaire (2 versions: English and Dutch), made via the software programme Qualtrics, that was sent to the respondents via social media and e-mails. This implies that a non-probability sampling procedure is used, namely judgement and snowball sampling. These 2 non-probability sampling procedures are more time-efficient, assure more committed respondents and make it easier to identify and collect appropriate respondents (Laerd Dissertation, 2012). On the other hand, these sampling procedures can endanger the representativeness of the sample, which makes it impossible to make statistical references based on the results of the sample (Laerd Dissertation, 2012). One of the implications might be that respondents have, due to the snowball sampling procedure, some specific characteristics in common or the judgement sampling method might be based on a poor judgement call of the researcher (Laerd Dissertation, 2012). The population of this research are Flemish consumers that own a smartphone and have a Facebook account. Since a lot of attention has been paid to the gender neutrality of the invitation, the population consists of both males and females. In order to execute the ANOVA-analysis, each cell has to contain 30 respondents. This implies that a minimum of 240 respondents (8x30) has to be collected. The actual number of respondents collected is 513.
The questionnaire for the experiment exists of 7 main parts. First, a general introduction is given and 3 selection questions (Flemish or not, smartphone owner or not, Facebook user or not) are asked. These questions are asked to make sure the respondent belongs to the population, namely Flemish consumers that own a smartphone and have a Facebook account. As a result, of all 513 respondents that were willing to fill in the questionnaire, 405 respondents were eligible according to the selection questions. Next, is the central part of the experiment concerning the intention to accept the invitation through 1 of the 4 different channels and for 1 specific CLC stage. This research uses a between-subjects manipulation, since this method assures that the respondents do not know what is being manipulated and thus do not know what the experiment is about. This results in more reliable answers (Smits, 2015). The between-subjects manipulation implies that each respondent is assigned to 1 CLC stage and 1 channel manipulation scenario only. Regardless of the CLC stage a respondent is appointed to and the channel through which a respondent receives the invitation, the design and the content of the message remain the same. Only the format differs (4.1.2 Channels). For each of the templates, the respondents have to indicate their willingness to accept the invitation. This willingness is measured through 1 statement that is based on a range of statements, used in the research of Dodds et al. (1991), concerning the willingness to pay. The statement used in this research best fitted the current research subject, namely the WTA rather than the willingness to pay. The statement concerning the WTA contains a 7-point Likert scale. The measurement scale of the response variable is thus interval scaled. Next, 2 questions are asked to test the level of orthogonality of the 2 channel aspects, namely personalization and intrusiveness. The respondents have to indicate the level to which they perceive the described hypothetical channel scenario as personalized and intrusive. Both concepts are measured through a 7-point Likert scale, which makes them interval scaled. After this, the respondents have to answer 2 questions to check if they are aware of the manipulation situation in order to guarantee the reliability and validity of this research. In these questions the respondents have to indicate in which hypothetical situation they find themselves and through which channel they received the invitation. This resulted in 265 respondents that were able to answer the manipulation check questions correctly. Then, the respondents have to answer a question to determine their preference for 1 of the 4 channels, given the CLC stage they find themselves in. This question enables us to rank the different channels for each CLC stage in terms of their influence on a consumer’s response to the invitation. Finally, to end the questionnaire, 4 demographical questions are asked to determine whether the sample matches the population and whether these variables have a significant influence on the responses of the respondents and a final acknowledgement was given. Table A.1 (attachment 2) gives an overview of the measuring instruments and the operationalization of the variables. 
The experiment results in 8 different conditions, namely 4 conditions for the exploration stage of the CLC and 4 conditions for the maturity stage. Each channel that is used in this research implies a different condition for the 2 CLC stages, resulting in a 2 on 4 matrix that is demonstrated in table 5. In the table, the number of respondents per condition is mentioned between brackets.
Table 5 Conditions
	
	Exploration stage
	Maturity stage

	Mobile
	Condition 1 (28)[footnoteRef:4] [4:  Although one of the assumptions for the ANOVA-analysis are that there should be 30 respondents per condition, we continue with 28 respondents for this single condition as its number is very close to 30.] 

	Condition 5 (42)

	Social Media
	Condition 2 (30)
	Condition 6 (30)

	Direct Mail
	Condition 3 (32)
	Condition 7 (32)

	Personal Selling
	Condition 4 (39)
	Condition 8 (32)



Important to remark here is that the questionnaire resulted in a drop-out percentage of 35 %, namely 140 out of 405 respondents were unable to correctly fill in the questionnaire. After analysing the data, we found that 110 out of these 140 respondents failed to answer the manipulation check questions (hereafter MCQ) correctly. The remaining 30 respondents (140-110) failed to complete or end the questionnaire successfully. Of the 110 respondents that failed the MCQ’s, 50 respondents failed both MCQ’s, which might be due to a lack of attention or concentration. Next, 90 respondents were unable to indicate the correct CLC stage (figure 2) and 70 respondents were unable to indicate the correct channel scenario (figure 3) they received at the beginning of the questionnaire. Of the 90 respondents that were unable to indicate the correct CLC stage, 54% (49) belonged to the maturity stage condition. Regarding the 70 respondents that were unable to indicate the correct channel, the largest group received the mobile channel condition (37%), followed by the personal selling condition (31%) and the direct mail condition (23%). The smallest group belonged to the social media manipulation (9%). This high drop-out percentage presents an important limitation of this research. 
Figure 2 and 3 give an overview of the manipulation check failures for each condition. After analysing the wrongly answered MCQ’s, it appears that there is no difference in the number of wrong answers per CLC stage, meaning that respondents were equally likely to wrongly indicate both CLC stages (2=0,711; p > 0,05). This can also be deducted from figure 2. Regarding the channels, the 2-test for goodness of fit and figure 3 indicate that respondents more often wrongly answered the MCQ for the mobile and personal selling scenario, while social media is responsible for the lowest number of wrong answers (2=12,971; p < 0,05). What is interesting is that the majority of the respondents that wrongly answered the MCQ’s for mobile and personal selling indicated that they received the invitation via social media. This might be due to the ambiguous formulation of the MCQ’s that asked “Via which channel did you receive the invitation?”. Respondents might have wrongly taken it as a personal question, rather than related to the scenario, since the majority of the respondents received the questionnaire via Facebook.
Figure 2 Division wrong answers MCQ concerning the CLC stage
[image: ]

Figure 3 Division wrong answers MCQ concerning the channel
[image: ]
[bookmark: _Toc449102670][bookmark: _Toc450592076]Sample
We use frequency tables in order to describe the population based on the socio-demographic information that is asked at the end of the questionnaire. Table A.2 in attachment 3 shows that the percentage of female respondents in this sample is much higher than the percentage of male respondents (65,3% > 34,7%). This implies that the sample misrepresents the Flemish population as the number of male respondents are significantly underrepresented in this sample (2=22,548; p < 0,05). The actual percentage of male inhabitants in Flanders amounts to 49,4% versus 50,6% of male inhabitants on the first of January 2015 (Belgian Federal Government, 2013). Next, table A.3 (attachment 3) indicates that the majority of the respondents in this sample is younger than 35 years old (88,6%). Compared to the age distribution of Flemish inhabitants, the age group ‘younger than 35’ is greatly overrepresented (88,6% > 40,3%) and the age group of the 55+’ers is highly underrepresented (1,5% < 30,3%). This implies that the sample again significantly misrepresents the Flemish population (2=25 3,277; p < 0,05). Important to remark here is that the population of this research does not cover the whole of Flanders, but Flemish inhabitants that own a smartphone and have a Facebook account. As a result, the Flemish population can only be used as a means of comparison. Besides, by using the snowball and judgement sampling procedure, the questionnaire is sent to a lot of fellow students and peers, which is also partly responsible for the overrepresentation of the age group ‘younger than 35’.
Regarding the level of education of the sample, table A.4 (attachment 3) indicates that the majority of the respondents have a higher level of education. 35,6% of the respondents has a professional bachelor, while 28,7% claims to have a master diploma and 13,8% an academic bachelor. The group of respondents of whom the highest level of education is primary or secondary school is highly underrepresented (16,9%).
Table A.5 (attachment 3) shows that the majority of the respondents in the sample are students (43,7%). This is again due to the delineation of the Flemish population to Facebook and smartphone users and the sample procedure used in this research. The second largest group of respondents are servants (37,9%). As a consequence, the other profession categories are highly underrepresented in the sample.
Since there is not much data available concerning the real demographics of Flemish Facebook and smartphone users, we can not conclude whether or not the sample is a good representation of the population of this research, but it seems quite plausible that it is not fully or correctly represented.
[bookmark: _Toc449102671][bookmark: _Toc450592077]Method

In order to test the hypotheses, we mainly use linear regressions, except for hypothesis H1a and H2, which are also tested using respectively an ANOVA analysis and an independent samples t-test. The reason for these 2 alternative tests is to test the main effect for both hypotheses, without any control variables. Afterwards the results of both alternative tests are compared to the linear regressions that also test hypotheses H1a and H2 and include control variables, in order to determine whether there is a difference in effect when the control variables are added to the analyses. Besides, the results of the ANOVA analysis enable us to compare the mean values of the WTA for each channel.
First, hypothesis H1a is tested via an ANOVA analysis. In this analysis, the dependent variable (DV) is the response to the promotional message (WTA), which is measured through a 7-point Likert scale and is thus a metric variable. The independent variables (IV) here are the channels, which are transformed into dummy variables and are therefore nominally scaled. The results of this ANOVA analysis are then compared to the results of linear regression R1 that also tests hypothesis 1a. This analysis includes the response of consumers (WTA) as the DV and the channels and CLC-stages in the form of dummy variables are the IV’s. In a next step, the control variables (gender, age, education and profession) are added to regression R1, forming regression R2. After this, the mediating role of the channel characteristics personalization and intrusiveness are tested using 4 different linear regressions (R4, R5, R6 and R7) for each channel characteristic, in order to test hypotheses H1b and H1c. Next, the results of the independent samples t-test have to indicate whether there exists a significant difference in the WTA of consumers between the 2 CLC stages. An independent samples t-test is appropriate as the IV here is the response of consumers, while the DV consists of the 2 CLC stages, which are nominally scaled after their transformation into dummy variables. In a following step, the results of this independent samples t-test are compared to the results of regression R1. Finally, hypothesis H3 regarding the moderating role of the CLC stages is tested via regression equation R3. In order to form this regression equation, 4 interaction terms formed by a multiplication of the exploration stage and each of the channels, is added to regression equation R2. Important to remark here is that only the control variables that appear to have a significant influence on the WTA, are retained. Table 6 provides an overview of the different regression equations.
Table 6 Overview regression equations
	H1a
	R1
	WillingnessToAccepti =
	0 + 1*Exploration +2*Mobilei + 3*SocialMediai + 4*DirectMaili + i

	H3
	R2
	
	+ 5*Male + 7*Primaryschooli + 8*Secondaryschooli + 9*AcademicalBachelori + 10*Masteri + 11*Phdi + 12*AdultEducationi + 13*OtherEducationi  i

	
	R3
	
	+ 14*Explorationi*Mobilei  + 15*Explorationi*SocialMediai + 16*Explorationi*DirectMaili + 17*Explorationi*PersonalSellingi + i

	H1b (H1c)
	R4
	Personalization(Intrusiveness)i =
	0 + 1*Mobilei + 2*SocialMediai + 3*DirectMaili + i

	
	R5
	WillingnessToAccepti =
	0 + 1*Mobilei + 2*SocialMediai + 3*DirectMaili + i

	
	R6
	WillingnessToAccepti =
	0 + 1*Personalization(Intrusiveness)i + i

	
	R7
	WillingnessToAccepti =
	0 + 1*Mobilei + 2*SocialMediai + 3*DirectMaili + 4*Personalization(Intrusiveness)i  + i



After the main analyses regarding the hypotheses, we also execute 2 post hoc tests. The first post hoc test concerns the ranking question at the end of the questionnaire. In this question, respondents were shown all 4 channels and were asked to indicate their preference for a specific channel through which their intention to accept the invitation would be highest, taking into account the 2 scenario’s (2 manipulations) they received at the beginning of the questionnaire. The channel preference is examined in 2 steps. First we test the preference with the expectation that every channel has an equal chance to be chosen. This is tested using a ²-square test for goodness-of-fit, since there is only 1 variable in this first step, namely the DV (channel preference) which is nominally scaled. Second, the CLC stage is linked to channel preference using a ²-square test for independence. Finally, the second post hoc test is used to examine the level of orthogonality of the 2 channel characteristics (personalization and intrusiveness), using a measure of correlation.
[bookmark: _Toc449102672][bookmark: _Toc450592078]Results
This part gives an overview of the univariate analyses that are executed in order to test the hypotheses concerning the several variables that are included in this research. Chapter 5.1 starts with a description of the data that was collected during this research. Since the description and evaluation of the sample (4.1.5) is based on the demographical questions (gender, age, education and profession), those variables are not included in the part about the descriptive statistics. Next, the main analyses are discussed in chapter 5.2. The results of these analyses are used to validate or invalidate the proposed hypotheses. Besides, we will also briefly look into the results of the 2 post hoc tests concerning the level of orthogonality of the channel characteristics (personalization and intrusiveness) and the channel preference.
[bookmark: _Toc449102673]The results section is limited to the dataset that contains all respondents that succeeded the MCQ’s. After analysing the dataset, regardless of the MCQ’s, and comparing it to the results of the dataset that did account for the MCQ failures, we found that the results practically did not differ. One possible explanation might be that the respondents did process the information unconsciously but were unable to indicate the correct scenario they received, due to the ambiguity of the MCQ’s. Since the MCQ’s do not explicitly refer to the received scenarios, this might have caused that respondents took it rather as a personal question and not so much related to the scenario and might therefore be responsible for the high number of wrong answers. 
[bookmark: _Toc450592079]Descriptive statistics

The experiment resulted in 8 different conditions to which the respondents were randomly assigned. Figure 4 and 5 show that the respondents are more or less evenly distributed over the different conditions. Figure 4 on the one hand represents the respondents that correctly filled in the MCQ’s. Figure 5 on the other hand represents all eligible respondents: the respondents that belong to the population of this research regardless of the MCQ’s. The more or less even distribution of the sample is achieved by a function in Qualtrics that assures all conditions are evenly presented in the questionnaire. Figure 5 shows a slightly higher percentage of respondents in the mobile and personal selling condition. This is due to the fact that we removed the other 2 channel conditions from the questionnaire in Qualtrics in the last week of the data collection period, since there was a shortage of respondents for the mobile and personal selling condition, after removing the respondents that failed to correctly answer the MCQ’s. After analysing the division of the respondents over the 8 different conditions via a 2-test for goodness of fit, we found that there is no significant difference in number per condition (2=6,085; p > 0,05). This means that the manipulation of the number of conditions did not affect the results.
Figure 4 Distribution of respondents that answered the MCQ’s correctly over the 8 conditions
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Figure 5 Distribution of all eligible respondents over the 8 conditions
[image: ]
The dependent variable of this research is the WTA. The WTA is measured on a 7-point Likert-scale and is thus a metric variable that is interval scaled. The 2 channel characteristics personalization and intrusiveness are also measured on a 7-point Likert scale and are thus also interval scaled. Table 7 gives an overview of the descriptive statistics of the 3 metric variables. As a result of the 7-point Likert scale, all 3 variables have a minimum and maximum value of respectively 1 and 7.  The mean value of the WTA shows that regardless of the different conditions respondents were assigned to, the average WTA is rather high, namely 4,88 out of 7. Next, according to the mean value of personalization, respondents see the channels that were used in this research as rather personalized (4,37 out of 7). For the level of intrusiveness there is no clear indication whether respondents perceive the channels as more or less intrusive (3,80 out of 7). 
Table 7 Descriptive statistics of the variables WTA, personalization and intrusiveness over all respondents that correctly filled in the MCQ’s
	
	Mean
	Minimum
	Maximum
	Stdev.

	WTA
	4,88
	1
	7
	1,500

	Personalization
	4,37
	1
	7
	1,409

	Intrusiveness
	3,80
	1
	7
	1,405



In order to get a more detailed insight in the 3 metric variables, the average values have to be compared for each of the different conditions. The univariate tests in chapter 5.2 have to point out whether there exists a significant difference in the WTA, the level of personalization and the level of intrusiveness between the 2 CLC stages and across the different channels, and what the correct direction of the effects is. Figure 6 presents the average WTA per condition. The figure shows that respondents in the personal selling condition in general show the highest average WTA value (5,23 & 5,56). Further, the WTA is highest for respondents that received the invitation through personal selling in the maturity stage of the CLC (5,56 > 5,23). The overall lowest WTA is measured for respondents that received the mobile channel manipulation. More specific, the WTA is lowest for respondents that received the invitation through the mobile channel in the exploration stage of the CLC (4,14 < 4,64). Besides, for each channel manipulation, the WTA appears to be lower in the exploration stage than in the maturity stage manipulation. However, there is no clear indication in the literature overview about the expected direction concerning the WTA over the different CLC stages. This is discussed in chapter 5.2.
Figure 6 Average Willingness to Accept per condition
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The average score on personalization per condition is represented by figure 7. According to this figure, personal selling is seen as the most personalized channel. There is practically no difference in the average value of personalization between the exploration and maturity stage for the personal selling condition. Also for the mobile channel there is only a small difference between the mean values for the exploration and maturity stage manipulation. Direct mail received the lowest personalization score, namely 3,84 out of 7, which indicates that there is no clear direction to whether respondents perceive the direct mail manipulation as either more or less personalized. Regarding the CLC stage manipulation, direct mail is seen as more personalized in the exploration stage of the CLC than in the maturity stage (5,13 > 4,56). The highest difference between the 2 CLC stages can be found for social media. Social media is perceived as more personalized in the maturity stage than in the exploration stage of the CLC (5,27 > 4,40). The same remark holds for the mobile channel (4,64 > 4,14). These results more or less match with what is hypothesized in chapter 3 (table 4). 
Figure 7 Average score on personalization per condition
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Regarding the level of intrusiveness, figure 8 shows that on the one hand the mobile channel is perceived as the most intrusive channel (4,64 and 4,68 out of 7). On the other hand, personal selling is seen as the least intrusive channel (3,15 and 3,22 out of 7). For each of the channels, the difference in the mean value between the 2 CLC stages is minimal, except for direct mail (3,88 - 3,38 = 0,50). According to figure 8, direct mail is perceived as more intrusive in the maturity stage than in the exploration stage (3,88 > 3,38). 
Figure 8 Average score on intrusiveness per condition
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[bookmark: _Toc449102674][bookmark: _Toc450592080]Main analyses
The purpose of this chapter is to test the hypotheses that are formulated in chapter 3, using several univariate tests. We start with hypothesis H1a concerning the influence of the channels on the WTA and continue with hypothesis H1b and H1c regarding the mediating role of the channel characteristics. Next, hypotheses H2 and H3 are discussed, concerning the influence of the CLC stages on the WTA and the interaction effect between the CLC stages and the different channels. To end the results chapter, the post hoc test concerning the channel preference is discussed. For the results, a cut-off value for alpha of 5% will be used.
[bookmark: _Toc449102675][bookmark: _Toc450592081]Assumptions
Before analysing and interpreting the results, the assumptions for each of the univariate tests have to be verified and satisfied. Tables A.6, A.7 and A.8 (attachment 4) show the number of assumptions that have been satisfied for both the ANOVA analysis and the linear regressions.
The significance of the p-value (<0,05) of the Kolmogorov Smirnov test indicates that for both the ANOVA (H1a) analysis and the linear regressions R1 till R7 the residuals are not normally distributed. This implies that the null hypothesis stating that the residuals are normally distributed, has to be rejected. In order to solve this, several transformations of the WTA are used (log, squared and rooted transformation) for both types of analyses (ANOVA and linear regression), but neither transformation benefits the normal distribution of the residuals. Although this assumption is not satisfied, we decide to work further without normally distributed residuals, since the dataset contains a large number of respondents. Concerning the extreme observations, a standard deviation of 3 is allowed for both analyses, since a standard deviation of 2 would result in a loss of too much observations (16 in the case of the ANOVA analysis). A standard deviation of 3 results in a maximum of 4 extreme observations. All extreme observations are excluded from the analysis.
[bookmark: _Toc449102676]Next, regarding the linear regressions R1 till R7, the residuals are supposed to be free from autocorrelation. Since the used dataset is a cross section dataset, autocorrelation is out of the question. Next, in regression equation R1, not all relevant variables are yet included, as the control variables are to be included in regression equation R2 in a next step. Regarding regression equations R4 till R7, these equations are used to test for the mediating effect of the channel characteristics personalization and intrusiveness. As a result, these equations do not contain all relevant variables, but only the variables that are needed to analyse for the mediating role of the channel characteristics. Concerning the number of observations, a minimum of 10 respondents per parameter should be attained. With 265 respondents, a maximum of 4 extreme observations per regression analysis and a maximum of 9 parameters (the constant term included), this assumption is satisfied for each regression analysis. Finally, the VIF-values of the parameters included in the regression equations are far below 10. This implies there is no multicollinearity (Van Rompuy, 2014). After adding the control variables in regression equation R2, there appears to be a strong linear dependency between age, highest level of education and profession, since the VIF-values of the corresponding dummy variables are higher than 10. The Pearson correlation coefficients between the demographic variables indicate that especially being a student and being younger than 25 years old are highly correlated (PC = 0,669; p < 0,05). This is not surprising, since the majority of the respondents are students younger than 25, due to the sampling procedure used in this research. Since adding the highest level of education results in the highest increase in the adjusted R2 (12,10% < 17,70%) and the most significant parameters in regression R2, the dummy variables for age and profession are excluded from the analysis. This results in much lower VIF-values for the dummy variables concerning the highest level of education. 
[bookmark: _Toc450592082]The influence of the channels and the CLC stages on the response of consumers (H1a)
The influence of the channels on the response of consumers is tested via an ANOVA analysis. To facilitate the interpretation of the results, a new variable is created, based on the 4 channel dummies (1=MMS, 2=Social Media, 3=DM, 4=Personal selling). 
Table 8 Results ANOVA analysis hypothesis H1a
	
	N per group
	Mean
	F-stat
	Df1
	Df2
	Sig. F-stat 

	Mobile
	70
	4,44
	4,848
	3
	261
	0,003*

	Social Media
	60
	4,83
	
	
	
	

	Direct Mail
	64
	4,84
	
	
	
	

	Personal Selling
	71
	5,38
	
	
	
	

	Total
	265
	4,88
	
	
	
	


* two-sided p < 0,05
The results of the ANOVA analysis in table 8 show that there is a significant difference in the WTA between the different channels (F(3; 261) = 4,85; p < 0,05). The results indicate that there are significant differences concerning the WTA across the media, but they tend to go in another direction than was hypothesized in chapter 3. Therefore, we test two-sided. The results in table 8 show that the WTA is highest for personal selling (M = 5,38; SD = 0,174), followed by direct mail (M = 4,48; SD = 0,184) and social media (M = 4,83; SD = 0,190). The WTA appears to be lowest for the mobile channel (M = 4,44; SD = 0,176). Based on the Tukey post hoc test, there is only a significant difference between the WTA for personal selling and the mobile channel (MD = 0,94; p<0,05). We can thus conclude that there is a significant difference between the WTA over the different channels, but it tends to go in another direction than was expected. As a result, the null hypothesis of hypothesis H1a cannot be rejected. One possible reason for this deviation from the expectations is that we overestimated the level of intrusiveness for personal selling and overestimated the level of personalization for social media. Table A.9 and A.10 (attachment 5) give an overview of the estimated and actual levels of personalization and intrusiveness for each channel. It appears that the respondents view personal selling as less intrusive than expected, and social media as less personalized than expected. Besides, Venkatesan and Kumar (2004) indicate in their research that rich modes of communication (e.g. personal selling) have a bigger influence on the response of consumers than standardized modes of communication (e.g. telephone, direct mail). The high WTA for personal selling can thus be explained by its highest level of personalization and lowest level of intrusiveness, making it a rich mode of communication. Mobile on the other hand is seen as the most intrusive channel. On the one hand, his might be due to the fact that mobile is the most recent channel that is used in this research. As a result, respondents might not yet be very familiar with this channel. On the other hand, the LBA mechanism might have caused that respondents perceived the mobile channel scenario as more intrusive than any of the 3 other channel scenarios. Although mobile scores second highest on the level of personalization, the lowest WTA indicates that the level of intrusiveness weighs heavier for the mobile channel than its level of personalization. The other channels appear to have both a high level of personalization and a low level of intrusiveness, but respectively slightly lower and higher than personal selling. As a result, both channels have an intermediate effect on the WTA. Another possible explanation for the results is that the scenarios regarding the channel manipulation are not similar enough. That is, mobile, direct mail and social media all 3 have an explicit no opt-in, while personal selling has an implicit no opt-in.
Hypotheses H1a and H2 are also tested via a linear regression analysis (equation R1; table 6). In this regression equation the 3 channel dummies (mobile, social media and direct mail) and the exploration stage dummy are regressed on the WTA (table 6). Personal selling and the maturity stage are the benchmarks in this case. It is meaningful to interpret the results of regression equation R1. The significance of the F-test amounts up to 0,000 and the model has an adjusted R2 of 12,10%. The R2 of equation R1 amounts up to 13,40%, which implies that 13,40% of the variance of the WTA is explained by the variance of the 3 channel dummies and the exploration stage dummy. Table 9 shows that for hypothesis H1a the results of regression R1 completely match the results of the ANOVA analysis. Next, regarding hypothesis H2 the WTA in the exploration stage (Exploration=-0,640; p < 0,05), appears to be lower than the WTA in the maturity stage of the CLC. The results support the theory of the Elaboration Likelihood Model, that states that consumers are expected to be more likely to process promotional information about a brand they are very familiar with in terms of usage (Cacioppo & Petty, 1985 as cited by Bridges et al., 2006). Therefore, we find support for hypothesis H2b and not for hypothesis H2a.
Table 9 Results linear regression H1a (R1)
	
	R1

	
	Unstandard. 
	Sig.
	Standard error
	VIF

	Constant
	5,931
	0,000*
	0,188
	

	Exploration
	-0,640
	0,000*
	0,167
	1,014

	Mobile
	-1,232
	0,000*
	0,230
	1,505

	SocialMedia
	-0,707
	0,003*
	0,239
	1,447

	DirectMail
	-0,767
	0,001*
	0,234
	1,468


*two-sided p < 0,01
In the next step of the regression analysis, the control variables (demographic variables) are added to regression equation R1, resulting into regression equation R2 (table 6). The only variables that are added to regression equation R1 are the dummy variables regarding gender and highest level of education. Regarding the dummy variables for education, professional bachelor is left out of the analysis. This implies that the benchmark consists now of personal selling, the maturity stage, females and respondents of whom the highest level of education is a professional bachelor. The results of the remaining regression equation are presented in table 10. It is meaningful to interpret the results in table 10, since the F-test is significant (p < 0,05) and the R2 amounts up to 21,50%. According to the adjusted R2, 17,70% of the variance of the WTA is explained by the variance of the exploration stage, channel, gender and highest level of education dummies. In addition to the findings of regression equation R1, male respondents appear to have a lower WTA (Male=-0,414; p < 0,05) than females. This is not surprising, as shopping for clothing lies more in the interest spheres of women than of men. Next, respondents of whom the highest level of education is an academical bachelor (AcBachelor=0,904; p < 0,05)  or secondary school (SecondarySchool=0,525 ; p < 0,05) have a higher WTA than respondents of whom the highest level of education is a professional bachelor. In contrast, respondents who obtained a PhD (PhD=-1,461; p < 0,05) appear to have a lower WTA than respondents who obtained a professional bachelor. Since there are only 4 respondents who obtained a PhD, it is not sure whether this result is reliable. The results of the other parameters correspond with the results of regression equation R1.
Table 10 Results regression equation R2
	
	R2

	
	Unstandard. 
	Sig.
	Standard error
	VIF

	Constant
	5,848
	 0,000*
	0,222
	

	Exploration
	-0,702
	 0,000*
	0,167
	1,060

	Mobile
	-1,132
	 0,000*
	0,227
	1,537

	SocialMedia
	-0,714
	 0,003*
	0,238
	1,501

	DirectMail
	-0,745
	 0,001*
	0,229
	1,489

	Male
	-0,414
	   0,019**
	0,175
	1,059

	Other education
	0,069
	0,941
	0,934
	1,024

	PrimarySchool 
	-0,369
	0,505
	0,553
	1,060

	SecondarySchool
	0,525
	   0,041**
	0,256
	1,199

	AcBachelor
	0,904
	 0,001*
	0,258
	1,219

	Master
	0,130
	0,524
	0,204
	1,304

	Phd
	-1,461
	   0,032**
	0,677
	1,068

	AdultEduc
	0,465
	0,376
	0,524
	1,105


*two-sided p < 0,01; **two-sided p < 0,05
[bookmark: _Toc449102677][bookmark: _Toc450592083]The mediating effect of the channel characteristics
As indicated in chapter 3, the level of orthogonality between the channel characteristics (personalization and intrusiveness) is questioned. Therefore, before analysing the mediating role of personalization and intrusiveness, a correlation analysis has to point out the true level of orthogonality between both concepts. The Pearson correlation test is used for this analysis and indicates that there is no significant correlation between the channel characteristics personalization and intrusiveness (PC = -0,038; p > 0,05). This implies that both concepts cover 2 separate dimensions, rather than 1 dimension which would have been the case if the Pearson correlation measure was significant and highly negative in case of direct extremes or highly positive in case both concepts were overlapping. The same conclusion holds per condition; there is no significant and highly positive/negative correlation between both channel characteristics. These findings are in line with the theory of the Elaboration Likelihood Model, which states that a higher personal relevance and personalization lead to a higher response of consumers and thus, personalization and intrusiveness are not correlated (Micheaux, 2011). Therefore, both personalization and intrusiveness can be included in the model to test for mediation. 
In order to speak of a mediation effect, there are 4 requirements: the IV’s (channel dummies) have to have a significant influence on the mediator (personalization or intrusiveness) (i), the IV (channel dummies) has to have a significant influence on the DV (WTA) (ii), the mediator (personalization or intrusiveness) has to have a significant influence on the DV (WTA) (iii) and the effect of the IV (channel dummies) on the DV (WTA) has to be reduced when the mediator (personalization or intrusiveness) is added to the regression (iv). This results in 4 regression equations (table 6) that have to be executed for each mediator (each channel characteristic). For regression R4, R5 and R7, personal selling represents the benchmark.
Table 11 gives an overview of the results of these 4 regressions. Regression R4a and R4b test the effect of the channel dummies on the mediators: personalization (R4a) and intrusiveness (R4b). The results show that the level of personalization is significantly lower for direct mail (DirectMail = -0,678; p < 0,05) compared to personal selling. This implies that compared to personal selling, only direct mail qualifies to have personalization as a mediator. For intrusiveness, all 3 channels appear to have a significant influence on the mediator, compared to personal selling. The positive signs of the parameters of the 3 channel dummies in the regression indicate that personal selling knows a lower level of intrusiveness than all other 3 channels. Next, regression R5 tests the effect of the channel dummies on the WTA. Prior analyses already indicated that the channel dummies have a significant effect on the WTA (5.2.2). Regression equations R6a and R6b test for the effect of the mediators, respectively personalization and intrusiveness, on the WTA. 
Personalization (Personalization = 0,366; p < 0,05) and intrusiveness (Intrusiveness = -0,408; p < 0,05) both have a significant influence on the WTA. The reversed signs of the parameter coefficients indicate that both channel characteristics have an opposite effect on the WTA. Personalization appears to have a positive influence on the WTA, meaning that when personalization increases with 1, the average WTA increases with 0,366. Intrusiveness on the contrary appears to have a negative effect on the WTA. When intrusiveness increases with 1, the average WTA decreases with 0,408. This implies that the results might be primarily driven by intrusiveness. Finally, regression R7a and R7b have to indicate whether the channel characteristics have a true mediating effect for specific channels on the WTA. The results in table 11 show that personalization acts as a full mediator for direct mail (DirectMail = -0,432; p > 0,05) in comparison to personal selling, since the parameter of the direct mail channel dummy is no longer significant, indicating that the effect of direct mail on the WTA has reduced to zero (which is in line with requirement (iv)). Intrusiveness however, acts as a full mediator for social media (SocialMedia = -0,405; p > 0,05) and direct mail (DirectMail = -0,432; p > 0,05) in comparison to personal selling, but has a partial mediating influence on the mobile channel (Mobile = 
-0,535; p < 0,05) as the negative parameter value of mobile reduced from -0,937 to 
-0,535. The same conclusion is reached when both mediators are added to the regression equation R7 together. Only mobile (Mobile = -0,569; p < 0,05) has a significantly lower effect on the WTA than personal selling (Constant = 5,200; p < 0,05). The coefficients of social media (SocialMedia = -0,319; p > 0,05) and direct mail (DirectMail = -0,335; p > 0,05) are no longer significant and their negative values have reduced.

Table 11 Results mediation analysis
	
	
	Unstandard. 
	Sig.
	Standard error
	VIF

	R4a
	Constant
	4,662
	 0,000*
	0,165
	

	
	Mobile
	-0,105
	0,655
	0,234
	1,461

	
	SocialMedia
	-0,429
	0,080
	0,244
	1,427

	
	DirectMail
	-0,678
	 0,005*
	0,240
	1,442

	R4b
	Constant
	3,183
	 0,000*
	0,154
	

	
	Mobile
	1,474
	 0,000*
	0,219
	1,461

	
	SocialMedia
	0,517
	  0,024**
	0,228
	1,427

	
	DirectMail
	0,442
	  0,049**
	0,224
	1,442

	R5
	Constant
	5,380
	 0,000*
	0,174
	

	
	Mobile
	-0,937
	 0,000*
	0,247
	1,461

	
	SocialMedia
	-0,547
	  0,035**
	0,258
	1,427

	
	DirectMail
	-0,537
	  0,035**
	0,253
	1,442

	R6a
	Personalization
	0,366
	 0,000*
	0,058
	1

	R6b
	Instrusiveness
	-0,408
	 0,000*
	0,059
	1

	R7a
	Constant
	3,864
	 0,000*
	0,310
	

	
	Mobile
	-0,919
	 0,000*
	0,220
	1,468

	
	SocialMedia
	-0,535
	   0,020**
	0,228
	1,452

	
	DirectMail
	-0,370
	0,105
	0,227
	1,491

	
	Personalization
	0,355
	 0,000*
	0,058
	1,034

	R7b
	Constant
	6,639
	 0,000*
	0,255
	

	
	Mobile
	-0,535
	  0,027**
	0,241
	1,737

	
	SocialMedia
	-0,405
	0,086
	0,235
	1,471

	
	DirectMail
	-0,432
	0,061
	0,230
	1,477

	
	Intrusiveness
	-0,357
	 0,000*
	0,063
	1,186

	R7
	Constant
	5,200
	 0,000*
	0,371
	

	
	Mobile
	-0,569
	   0,016**
	0,235
	1,783

	
	SocialMedia
	-0,319
	0,166
	0,230
	1,482

	
	DirectMail
	-0,335
	0,139
	0,226
	1,516

	
	Personalization
	0,287
	 0,000*
	0,057
	1,038

	
	Instrusiveness
	-0,321
	 0,000*
	0,062
	1,191


*two-sided p < 0,01; **two-sided p < 0,05 
The difference in the level of personalization and intrusiveness between the 4 channels is also investigated in this chapter. In order to facilitate the interpretation of the results, the channel variable that includes all 4 dummy variables is used (1=MMS, 2=Social Media, 3=DM, 4=Personal selling). The results in table 12 indicate that direct mail is seen as the least personalized channel (F(3, 261) = 3,298; p < 0,05). Personal selling is seen as the most personalized (M=4,66), followed by mobile (M = 4,56) and social media. This can be explained by their level of interaction and their ability to personalize the conversation. Personal selling can be seen as most interactive (bi-directional oral conversation in physical presence), followed by mobile (bi-directional oral conversation), social media (bi-directional written conversation) and lastly direct mail (one-directional written conversation).
Table 12 Results ANOVA analysis regarding the level of personalization per channel
	
	N per group
	Mean
	F-stat
	Df1
	Df2
	Sig. F-stat 

	Mobile
	70
	4,56
	3,298
	3
	261
	0,021**

	Social Media
	60
	4,23
	
	
	
	

	Direct Mail
	64
	3,98
	
	
	
	

	Personal Selling
	71
	4,66
	
	
	
	

	Total
	265
	4,37
	
	
	
	


** two-sided p < 0,05
According to the results in table 13, the respondents see mobile as the most intrusive channel (F(3, 261) = 16,017; p < 0,05) in comparison to the other channels. This might be due to the fact that in this research, the mobile channel operates via a LBA mechanism. Another possible explanation is that mobile is the most recent channel that is used in this research. As a result, respondents might not yet be very familiar with this channel. Next, personal selling is seen as the least intrusive channel, possibly as a result of the personalized conversation.
Table 13 Results ANOVA analysis regarding the level of intrusiveness per channel
	
	N per group
	Mean
	F-stat
	Df1
	Df2
	Sig. F-stat 

	Mobile
	70
	4,66
	16,017
	3
	261
	0,000*

	Social Media
	60
	3,70
	
	
	
	

	Direct Mail
	64
	3,63
	
	
	
	

	Personal Selling
	71
	3,18
	
	
	
	

	Total
	265
	3,80
	
	
	
	


* two-sided p < 0,01
[bookmark: _Toc449102678][bookmark: _Toc450592084]The influence of CLC stages on the response of consumers (H2)
In order to test the influence of the CLC stages on the response of consumers, an independent samples t-test is used. This test compares the average WTA for the 2 CLC stages, namely exploration and maturity. Since 2 opposite hypotheses were formulated in chapter 3.2, there is no clear indication about the direction of the effect of the 2 CLC stages on the WTA of consumers. As a result, we use the two-sided p-value of the independent samples t-test to test hypothesis H2. 
Table 14 Results independent samples t-test
	
	N
	Mean
	Sig. Levene’s test
	T-value
	Sig.

	Exploration
	129
	4,64
	0,204
	-2,602
	0,01*

	Maturity
	136
	5,11
	
	
	


*two-sided p < 0,01
Since there are enough observations per cell (129, 136 > 30), the results of the independent samples t-test can be correctly interpreted. Table 14 shows that the WTA is significantly higher in the maturity stage than in the exploration stage of the CLC. This is also visible in figure 6. The results of the independent samples t-test are in line with the results of regression equation R1.
[bookmark: _Toc449102679][bookmark: _Toc450592085]The interaction between the 4 channels and the different CLC stages (H3)
In order to analyse the interaction between the 4 channels and the different CLC stages, 4 interaction terms (exploration is multiplied with each channel) are added to regression equation R2, forming regression equation R3. In order to avoid the dummy variable trap, the exploration dummy is removed from the regression equation. As a result, the benchmark category consists of personal selling, females and respondents that obtained a professional bachelor as their highest level of education. 
Table 15 gives an overview of the results of regression analysis R3. It is meaningful to interpret the results in table 15, since the F-statistic is significant (p < 0,05) and the R2 amounts up to 21,80%. Regarding the adjusted R2, 17,10% of the variance of the WTA is now explained by the variance of the variables included in the regression equation. Including the interaction terms leads as a result to a slight decrease in the explained variance (17,00% < 17,70%). This implies that the slight improvement in the R2 (21,50% < 21,80%) is penalised by the higher number of predictors used in the regression. According to the results in table 15, inserting the interaction terms results still in a lower WTA for the mobile channel (Mobile=-1,136; p < 0,05) than for personal selling. However, since the parameters of social media (SocialMedia=-0,524; p > 0,05) and direct mail (DirectMail=-0,655 ; p > 0,05) are no longer significant, the WTA for social media and direct mail are equal to the WTA of personal selling. The reason is that there appears to be a difference in effect for social media and direct mail according to the CLC stage the consumer is in. Compared to personal selling, the WTA of consumers that received the message via social media (Exploration*SocialMedia=-0,952; p < 0,05) or direct mail (Exploration*DirectMail=-0,757; p < 0,05) in the exploration stage is lower than the WTA of consumers in the maturity stage. This implies, consumers appear to be more willing to react positively to an invitation they received via social media or direct mail, in comparison to personal selling, in the maturity stage than in the exploration stage of the CLC. For the other channels there appears to be no difference in effect between the 2 CLC stages. Regarding the difference in effect for social media, this is in line with the expectations, as hypothesis H3b states that the WTA for social media is higher in the maturity stage than in the exploration stage of the CLC. As a result, we can reject the null hypothesis of hypothesis H3b. Concerning the other channels, this is not in line with what is hypothesized in chapter 3.3, since the WTA of the mobile channel and personal selling are expected to be higher in the maturity than in the exploration stage. The opposite effect is expected for direct mail, which is also not in line with the results. As a result, we cannot reject the null hypothesis of hypotheses H3a, H3c and H3d. 
Table 15 Results regression equation R3
	
	R3

	
	Unstandard. 
	Sig.
	Standard error
	VIF

	Constant
	5,792
	 0,000*
	0,271
	

	Mobile
	-1,136
	 0,000*
	0,320
	3,040

	SocialMedia
	-0,524
	0,139
	0,353
	3,278

	DirectMail
	-0,655
	0,054
	0,338
	3,219

	Male
	-0,412
	   0,020**
	0,176
	1,060

	OtherEduc
	0,045
	0,963
	0,947
	1,044

	PrimarySchool
	-0,407
	0,466
	0,557
	1,066

	SecondarySchool
	0,538
	   0,038**
	0,257
	1,204

	AcBachelor
	0,890
	 0,001*
	0,262
	1,249

	Master
	0,117
	0,572
	0,206
	1,316

	Phd
	-1,523
	   0,027**
	0,684
	1,082

	AdultEduc
	0,446
	0,402
	0,531
	1,125

	Exploration*Mobile
	-0,537
	0,099
	0,324
	1,539

	Exploration*SocialMedia
	-0,952
	 0,007*
	0,348
	1,887

	Exploration*DirectMail
	-0,757
	  0,023**
	0,331
	1,803

	Exploration*PersonalSelling
	-0,593
	0,073
	0,329
	2,058


*two-sided p < 0,01; **two-sided p < 0,05
Figure 6 and 7 regarding the average WTA and the average level of personalization per condition show that there exists a great difference in the level of personalization between the 2 CLC stages for direct mail and social media. An ANOVA analysis is used to test whether these differences are significant. The results show that there is only a significant difference visible for social media (F(1, 58) = 4,470; p < 0,05), namely that the level of personalization is higher in the maturity stage than in the exploration stage of the CLC. These results suggest that personalization should be responsible for the interaction effect for social media. In order to verify this, a mediation analysis is run with the respondents that received the social media manipulation. 3 regression analyses are executed: the effect of the CLC stage on the WTA (i), the effect of personalization on the WTA (ii) and the effect of the CLC stage and personalization together on the WTA (iii). The results of the first 2 regressions (i and ii) show that CLC stage (Exploration = -0,867; p < 0,05) and personalization (Personalization = 0,544; p < 0,05) both have a significant influence on the WTA. The negative parameter of exploration on the one hand, indicates that consumers are more willing to accept the invitation in the maturity stage than in the exploration stage of the CLC. The positive parameter of personalization on the other hand, indicates that if personalization increases with 1, the WTA increases with 0,544. Since in the third regression analysis the parameter of personalization is significant (Personalization= 0,495; p < 0,05), while the parameter of exploration is no longer significant (Exploration = -0,504; p > 0,05), personalization acts as a full mediator for social media. The mediating role of intrusiveness for social media is also tested, using the same 3 regression equations. The results of the first regression (i) remain the same for both mediators. The results of the second regression equation (ii) show that the level of intrusiveness does not influence the WTA (Intrusiveness= -0,010; p > 0,05). This implies intrusiveness does not operate as a mediator for social media.
The results suggest that the level of personalization explains the difference in effect of social media on the WTA, over the 2 CLC stages. The level of personalization of social media appears to be higher in the maturity stage than in the exploration stage of the CLC. This might propose that social media is seen as a more interactive and personal relevant channel when the customer is more familiar with the brand. In the maturity stage of the CLC for example, a message from a brand might be more personal relevant for a consumer than in the exploration stage. Next, concerning the level of interaction, a message sent via social media to a consumer in the exploration stage might be seen as pushed (one-directional) and thus offering little interaction. In contrast, a message received from a brand in the maturity stage might seem as more two-directional, since you are interested in the brand and the social media channel enables you to interact (via comments or likes) with the brand. 
The same regression equations that are used to test the mediation effects of personalization and intrusiveness on social media, are used for direct mail. After only selecting the respondents that received the direct mail manipulation, the first regression equation (i) shows that the CLC stage does not have an influence on the WTA (Exploration= -0,563; p > 0,05). This immediately implies that both personalization and intrusiveness do not operate as a mediator for direct mail and thus do not explain the interaction effect. This was also clear from the results of the ANOVA analysis (F(1, 62) = 2,557; p > 0,05) that tested the difference in the level of personalization between the CLC stages for direct mail. A possible explanation for the interaction effect for direct mail might not lie in the difference in interaction between the 2 CLC stages, but possibly in the perceived relevance of the message itself. Consumers might see the message they receive via direct mail in the maturity stage as less obtrusive and more personalized, since the direct mail is personally addressed and the content is more in line with the receiver’s interests when they are loyal customers (Dolnicar et al., 2013).
Regarding the other 2 channels, the mobile manipulation can be seen as very obtrusive, due to the LBA mechanism, resulting in a low WTA, no matter if a consumer is a loyal client or not. Personal selling on the other hand is most personalized and interactive as a result of the pleasant personal conversation, regardless of the CLC stage (Venkatesan and Kumar, 2004). Therefore, the WTA of mobile and personal selling remains the same over the 2 CLC stages as their general level of personalization and intrusiveness does not change over time.
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The channel preference concerns the question in which the 4 channel formats are presented together and the respondent has to indicate the channel for which his or her WTA would be highest, taking into account the scenarios they received at the beginning of the questionnaire. The channel preference is analysed in 2 steps. Step 1 analyses the overall preference for a specific channel, while step 2 examines whether there is a difference in preference among the 2 CLC stages.
Step 1 is tested via a 2-test for goodness of fit. It is useful to interpret the results of the test, since the minimum expected cell frequency is bigger than 1 (65,3) and the minimum expected count less than 5 is smaller than 20% (0,0%). The results indicate that there is no equal preference between the 4 channels (2=40,686; p < 0,05). Figure 9 shows that personal selling appears to enjoy the highest preference (34,48%), followed by social media (28,74%) and direct mail (28,35%). The mobile channel is preferred the least (8,42%). The results of this analysis are in line with the results in section 5.2.3.
Figure 9 Number of respondents per preferred channel (step 1)
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Next, step 2 is tested via a 2-test for independence. The results of the analysis indicate that there is no significant difference in preference for the 4 channels, between the 2 CLC stages. The minimum expected cell frequency is bigger than 1 (10,70) and the minimum expected count less than 5 is smaller than 20% (0,0%). Figure 10, that represents the percentage of respondents per channel and per CLC stage, indicates that each channel has an equal chance to be chosen in each stage of the CLC. The channel preference percentages do not differ much between the 2 CLC stages. The results of this analysis are not in line with the results reported in section 5.2.5, where there was a significant interaction effect for both social media and direct mail pointing in the direction of a higher WTA in the maturity stage. Regarding the other channels, the results of both tests match, as in section 5.2.5 there was also no significant difference in the WTA over the 2 CLC stages for the other channels. One possible explanation for this different outcome might be omitted variables. In section 5.2.5, gender and highest level of education were added to the regression equation. Besides, regarding the preference question, respondents had the choice between 4 channels, while in section 5.2.5 there was only 1 channel present. Also, after analysing the results of the comment section it appeared that respondents did not know whether they had to keep in mind the received scenarios to answer the question regarding the channel preference. This forms another limitation of the research as it was not mentioned in the questionnaire question itself that respondents should keep in mind the received scenarios.
Figure 10 Channel preference per CLC stage (step 2)
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Conclusion and implications for managers
In this part of the research the results that are found in the results section are summarized and related to the existing theories and the concepts from the literature overview. We will formulate an answer to the central problem statement of this research. First a general conclusion is given. Next, we discuss what implications this research entails for retailers.
[bookmark: _Toc449102682][bookmark: _Toc450592088]Conclusion
The introduction of this research indicates that the retail landscape is moving from a multi-channel environment to an omni-channel environment. As a result, retailers can nowadays communicate with their customers simultaneously and interchangeably through multiple channels. With this study we want to provide a starting point for the omni-channel challenge by implementing channels in this research that are a result of the ongoing digitalization (e.g. mobile), although we still focus rather on the sequential use of channels than on their simultaneous. The goal of this research is to indicate which channels retailers should use to communicate with customers at which stage of the CLC. Although multiple channels and CLC stages exist, we limited the research to 4 channels (mobile, social media, direct mail and personal selling) and 2 CLC stages (exploration and maturity). 
The research in this master thesis suggests that consumers are more likely to accept a promotional invitation when they receive this invitation via personal selling, followed by direct mail and social media. Their intention to accept the invitation is lowest when the message is received via mobile. Important to remark here is that after analysing the channel preference of consumers, in which the respondents received all 4 channels instead of 1, we found the same results. The results indicate that personal selling is preferred more by consumers than the mobile channel, due to the former’s high level of personalization and low level of intrusiveness. This finding is in line with the research of Venkatesan and Kumar (2004), who state that rich modes of communication (e.g. personal selling) have a bigger influence on the response of consumers than standardized modes of communication (e.g. telephone, direct mail). Mobile on the contrary is seen as the most intrusive channel. On the one hand, this might be due to the fact that mobile is the most recent channel that is used in this research. This might imply that respondents are not yet very familiar with the channel. On the other hand, the LBA mechanism might have caused that respondents perceived the mobile channel scenario as more intrusive than any of the 3 other channel scenarios. Although mobile scores second highest on the level of personalization, the lowest WTA for this channel indicates that the level of intrusiveness weighs heavier for the mobile channel than its level of personalization. The other channels appear to have both a high level of personalization and a low level of intrusiveness, but respectively slightly lower and higher than personal selling. As a result, both channels have an intermediate effect on the WTA. Another possible explanation for the the results is that the scenarios regarding the channel manipulation are not similar enough. That is, mobile, direct mail and social media all 3 have an explicit no opt-in, while personal selling has an implicit no opt-in.
Next, from the research we found support that the 2 channel characteristics, personalization and intrusiveness, cover 2 orthogonal concepts that are not related to one another. As a result, both concepts could be used to test their explanatory power for the effect of the channels on the intention to accept the invitation. In line with our expectations, personalization appears to influence the WTA in a positive way, while intrusiveness seems to have a negative influence. The research further indicates that personalization acts as a full mediator for direct mail, while intrusiveness acts as a full mediator for social media & direct mail and as a partial mediator for the mobile channel. In addition, the difference in the level of personalization and intrusiveness among the 4 channels is examined. Regarding the level of personalization, it appears that direct mail is seen as the least personalized channel. Personal selling is seen as the most personalized, followed by mobile and social media. This can be explained by their level of interaction and their ability to personalize the conversation. Personal selling can be seen as most interactive (bi-directional oral conversation in physical presence), followed by mobile (bi-directional oral conversation), social media (bi-directional written conversation) and lastly direct mail (one-directional written conversation). Concerning the level of intrusiveness then, mobile seems to be the most intrusive channel. This might again be due to LBA mechanism or the fact that mobile is the most recent channel that is used in this research. Next, personal selling is seen as the least intrusive channel, possibly thanks to the personalized conversation.
Further, although 2 opposing effects were expected, the results of this research show that respondents are more likely to accept a promotional invitation in the maturity stage of the CLC than in the exploration stage of the CLC. The results are in line with the theory of the Elaboration Likelihood Model, that states that consumers are expected to be more likely to process promotional information about a brand they are very familiar with in terms of usage (Cacioppo & Petty, 1985 as cited by Bridges et al., 2006). A similar conclusion followed from the research of Oskamp (1977; as as cited by Gázquez-Abad et al., 2011), who found that positive past experiences with a brand or retailer lead to favourable attitudes and thus to a higher response likelihood of the consumer to promotional activities.
Lastly, the research indicates that in comparison to personal selling, the WTA differs among the exploration and maturity stage for social media and direct mail. For both channels, consumers are more willing to accept the invitation in the maturity stage than in the exploration stage of the CLC. The descriptive statistics suggest that the level of personalization explains the difference in effect of social media on the WTA, over the 2 CLC stages. The level of personalization of social media appears to be higher in the maturity stage than in the exploration stage of the CLC. This might propose that social media is seen as a more interactive and personal relevant channel when the customer is more familiar with the brand. In the maturity stage of the CLC for example, a message from a brand might be more personal relevant for a consumer than in the exploration stage. Next, concerning the level of interaction, a message sent via social media to a consumer in the exploration stage might be seen as pushed (one-directional) and thus offering little interaction. In contrast, a message received from a brand in the maturity stage might seem as more two-directional, since you are interested in the brand and the social media channel enables you to interact (via comments or likes) with the brand. Regarding the direct mail, personalization and intrusiveness do not appear to operate as a mediator and thus do not explain the interaction effect. A possible explanation for the interaction effect for direct mail might not lie in the difference in interaction between the 2 CLC stages, but possibly in the perceived relevance of the message itself. Consumers might see the message they receive via direct mail as less obtrusive and more personalized since the direct mail is personally addressed and the content is more in line with the receiver’s interests when they are loyal customers (Dolnicar et al., 2013). Regarding the other channels, the mobile manipulation can be seen as very obtrusive and not very personalized or interactive, due to the LBA mechanism, resulting in a low WTA no matter if a consumer is a loyal client or not. Personal selling on the other hand is most personalized and interactive as a result of the personal conversation, regardless of the CLC stage (Venkatesan and Kumar, 2004). Therefore, the WTA of mobile and personal selling remains the same over the 2 CLC stages as their general level of personalization and intrusiveness does not change over time.
[bookmark: _Toc449102683][bookmark: _Toc450592089]Implications for managers
The results of this research bring along some important implications for retailers and show that the CLC stages and the channels through which they intend to communicate with their customers do play an important role when communicating with customers.
To begin with, consumers are more willing to accept a promotional invitation via personal selling than via the mobile channel, regardless of the CLC stage they are in. Personal selling is preferred the most, followed by social media, direct mail and lastly mobile. Since personal selling is the most personalized and interactive channel in comparison to the other channels, this suggests personal contact and interaction influence a consumer’s willingness to accept a promotional message from a brand. This is not surprising as Deighton and Kornfeld (2009) already indicated the retail landscape is moving from one-way marketer driven communication to more interactive communication that is controlled by the consumer. From the research of Kornfeld and Deighton (2009) also appears that interactive communication is more appreciated by consumers. The same conclusions follow from the research of Venkatesan and Kumar (2004).  We can thus conclude that in general, retailers should strive for interactivity and personalization. Since personal selling is very expensive and not always possible, this suggests retailers should make their communication outside the store more personal and interactive. Since social media scores second highest on the WTA, retailers should use these social media platforms to communicate with their customers, engage them to share experiences, start conversations about new products or pitch ideas for new products or events. Retailers should also monitor what is said about them on social media and react upon it when customers have questions or frustrations in order to show that they are listening. This way they can turn negative reactions into positive experiences. Social media however, does appear to be perceived by consumers as more interactive and personalized in the maturity stage, than in the exploration stage of the CLC. In addition, the WTA a promotional message via this channel seems to be higher in the maturity stage of the CLC. This suggests, social media is a more effective medium in the maturity stage of the CLC than in the exploration stage. Other ways to improve interactivity outside the store is via an online help desk in the form of life chat application on the website of the retailer of brand. Via this chat application, consumers can ask questions and express frustrations, while the firm can directly react upon this and provide a higher added value to consumers.
Next, in line with the results of the Elaboration Likelihood Model, this research indicates that consumers are more likely to process promotional information in the maturity stage of the CLC. As a result, a promotional invitation works better for consumers if it comes from a brand they are very familiar with in terms of usage (Cacioppo & Petty, 1985 as cited by Bridges et al., 2006). This implies that loyal customers are easier to convince, while consumers in the exploration stage of the CLC are more difficult to reach and require more convincing arguments, such as via personal selling. This can also be achieved via an online chat application or a FAQ section on the website of the retailer, which can provide an answer to the major questions of the new customers and reassure them. This way retailers can eliminate the doubts of consumers and convince them to try out their brands or products. Since new customers might probably not always actively approach a brand or search for information of brands, it might be worthwhile for retailers to encourage word-of-mouth recommendations from loyal customers (face to face or online via sharing and liking on social media) by offering them advantages or special promotions. Another way to reach these new customers is by using local events to distribute free samples.
Lastly, retailers should be careful with the implementation of the mobile channel in their marketing communication. The mobile channel appears to be the least effective channel, due to its high level of intrusiveness and low level of personal relevance. In order to improve this, it is better for retailers to first ask consumers for permission to send them messages via the mobile channel. A possible way to achieve this is by offering a reduction or special offer if consumers subscribe for mobile messages. A higher personal relevance then, could be stimulated via more personalized and relevant messages (in terms of name and personal interests), based on available data about the consumer.

[bookmark: _Toc449102684][bookmark: _Toc450592090]Limitations and suggestions for further research
First of all, the sample of this research should be evaluated based on data concerning the population of this research. Unfortunately, this was not possible in this research since there are no data available about the users and owners of Facebook and mobile phones. That is why the characteristics of the sample were evaluated based on data of the Flemish population. As a result, no conclusions could be made about the actual representativeness of the population. Besides, students and respondents younger than 25 appear to be overly represented in this research. This might imply that certain effects or relationships that appeared to be significant or not significant in this research, might show other results if the same tests are applied to another sample. For example, if more respondents aged above 35 were included, the interaction effects might show different results. Students are namely more familiar with the recent channels such as social media, while people above 35 are more familiar with the traditional channels such as direct mail. That is why it is recommended for future research to test a fully representative sample on the same variables that were used in this research. One possible solution could be to formally request the actual user statistics of Facebook. Regarding smartphone usage, consumer information of mobile phone manufacturers could be formally requested and used to test the representativeness of the sample. Although these statistics might be highly confidential and therefore difficult to get hold of.
Further, the data of this research are gathered via an online questionnaire that was sent to respondents via judgement and snowball sampling procedures. Both techniques cover non-probability sampling procedures and could therefore be a possible explanation for the misrepresentation of the population of this research. Besides, the correction for the wrongly answered manipulation check questions, resulted in a drop-out percentage of 35%. However, the results of this research show that the results of the dataset without the respondents that wrongly answered the MCQ does not differ from the results of the complete dataset. A possible explanation is the ambiguous formulation of the manipulation check questions. Besides, due to the online questionnaire, respondents might have been exposed to several environmental factors that influenced their concentration and attention. As a result, the reliability of the results can not be fully guaranteed. Another consequence of the online questionnaire is that it measured intentional behaviour based on a hypothetical situation, rather than actual behaviour. As there might exist a difference between both types of behaviour, it could be interesting for future research to duplicate this research and focus on actual behaviour. 
Next, this research is limited to 4 channels, namely 2 traditional ones and 2 channels that are the result of the current digitalization. The mobile channel is the most recent channel in this research and is shown to be preferred the least. Therefore, it is also recommended to use channels that consumers are equally familiar with in future research, as this might also influence the results. Besides, the objective of this research was to gain insights into the omni-channel phenomenon. The definition of omni-channel indicates channels can be used simultaneously and interchangeably. In this research however, the channels are rather used sequentially than simultaneously. As a result, more research is necessary on the simultaneous use of channels.
Lastly, another limitation is the message that was used in this research. The goal of the research was to indicate the difference in the response of consumers to a message received via different channels, among the 2 chosen CLC stages. The CLC focuses on the relational aspect of a relationship, rather than the transactional aspect. Since promotional messages are primarily used to influence the response of consumers on short term, the promotional message might also be responsible for possible discrepancies between the expectations and the actual results. However, since the research period was limited in time, this appeared to be the most reasonable solution. As a result, future research could duplicate the research while using a more relational oriented message.
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[bookmark: _Toc450592092]Attachment 1: Questionnaire
Dear respondent,
Thank you for participating in this questionnaire. I am Anne Vandenberk, a student at KULeuven Campus Antwerp and as part of my Master thesis I carry out an experiment in order to find valuable results for a new research topic. It is very important that you read everything carefully before moving on to the next step. The information that is given to you, is the only information available. Therefore, try to base your choices on this information only. There are no right or wrong answers, only your own opinion matters. The completion of the questionnaire will only take about 5 minutes. The data will be processed strictly anonymous and will not be used for any other purposes.
Thank you in advance for your participation!
First a few questions to get started
Where do you live?
· In Flanders
· Other:__________________
· If other: Thank you for your participation. Unfortunately, you do not belong to our target group as we are looking for respondents that live in Flanders to fill in this questionnaire.
Do you own a smartphone?
· Yes
· No
· If no: Thank you for your participation. Unfortunately, you do not belong to our target group as we are looking for respondents that own a smartphone to fill in this questionnaire.
Do you have a Facebook account?
· Yes
· No
· If no: Thank you for your participation. Unfortunately, you do not belong to our target group as we are looking for respondents that own a Facebook account to fill in this questionnaire.
From now on it is very important that you project yourself into the hypothetical described scenario as good as possible.
Condition: Exploration stage
An American apparel brand named American Fashion has just entered the Belgian market and is starting to open new selling points in Flanders. They sell clothing that corresponds well to your personal style and taste. You already heard about the brand and are starting to get familiar with the offer and the values of the brand. You find yourself now in the position in which you would like to try the clothing line of American Fashion for the first time in order to evaluate whether you will become a loyal customer or the shopping trip to American Fashion will stay a one-time experience only.
Condition: Maturity stage
You are a loyal customer of the American apparel brand American Fashion that owns several shops in Flanders. You regularly purchase your clothing in the shops of American Fashion and whenever you want to buy a new item for your wardrobe, American Fashion is the first brand you think of and go to. This does not mean you do not look at the offer of other clothing brands, but if the collection of American Fashion corresponds well to the clothing items you were looking for, this is the first place you will spend your money.
Condition: Mobile channel
You are shopping for new clothes in a shopping mall, not close to your hometown. At a certain moment in time, while you pass by an American Fashion shop, you receive a promotional invitation for the opening of a new American Fashion shop in the city you live, through a MMS on your smartphone. You did not explicitly give the permission to receive advertisements for American Fashion via your smartphone. Below you will find a visual example of the invitation. Please answer the following questions while taking into account the hypothetical scenario that was described earlier.
Visual example
Figure A.1 Smartphone invitation
[image: ]
Please indicate for the following statement to what extent you agree with it (totally disagree, disagree, rather disagree, neutral, rather agree, agree, totally agree).
· I am willing to accept the invitation
Condition: Social media
You are browsing through the posts on your Facebook wall via your laptop or computer at home. You see that one of your friends liked or commented (or both) on the promotional invitation for the opening of a new American Fashion shop in the city you live. You did not explicitly give the permission to receive advertisements for American Fashion via Facebook. You look at the invitation. Below you will find a visual example of the invitation. Please answer the following questions while taking into account the hypothetical scenario that was described earlier.
Visual example
Figure A.2 Social media invitation
[image: ]
Please indicate for the following statement to what extent you agree with it (totally disagree, disagree, rather disagree, neutral, rather agree, agree, totally agree).
· I am willing to accept the invitation
Condition: Direct mail
You are browsing through the mail you just received via post and you notice the promotional invitation for the opening of a new American Fashion shop in the city you live. You did not explicitly give your personal information to American Fashion. Below you will find a visual example of the invitation. Please answer the following questions while taking into account the hypothetical scenario that was described earlier.
Visual example
Figure A.3 Direct mail invitation
[image: ]
Please indicate for the following statement to what extent you agree with it (totally disagree, disagree, rather disagree, neutral, rather agree, agree, totally agree).
· I am willing to accept the invitation
Condition: Personal selling in the store
You are shopping for new clothes in an American Fashion shop in another city. At a certain moment in time, a saleswoman walks over to you to help you find and fit clothes. The saleswoman starts talking with you about the new collection, your vision about it, the weather, your shopping trip and so on. When the saleswoman hears you are from another city in which American Fashion is about to open a new shop, she invites you to come to the opening of the new American Fashion shop in the city you live. The saleswoman gives you the invitation for the opening in the form of a flyer. Below you will find a visual example of the invitation. Please answer the following questions while taking into account the hypothetical scenario that was described earlier.
Visual example
Figure A.4 Personal selling invitation
[image: ]
Please indicate for the following statement to what extent you agree with it (totally disagree, disagree, rather disagree, neutral, rather agree, agree, totally agree).
· I am willing to accept the invitation
Some questions concerning your opinion towards the described scenario
Please indicate on a scale from 1 to 7, with 1 being very low and 7 very high, the level of personalization, taking into account the hypothetical scenario and the situation in which you received the promotional invitation that were described earlier. With personalization is meant the degree to which the channel through which you received the invitation is relevant to you and makes it possible to react on events and have conversations with others.
Please indicate on a scale from 1 to 7, with 1 being very low and 7 very high, the level of intrusiveness, taking into account the hypothetical scenario and the situation in which you received the promotional invitation that were described earlier. With intrusiveness is meant “coming without invitation or welcome” (Dictionary.com, 2015).
Some questions to check your awareness of the described scenario
In which stage of the customer lifecycle do you find yourself?
· You already heard about American Fashion and are starting to get familiar with the offer and the values of the brand
· You are a loyal customer of American Fashion and regularly purchase your clothing in the shops of the brand 
· Don’t know
Via which channel did you receive the invitation?
· Via MMS
· Via Facebook
· Via direct mail
· Via a salesperson
· Don’t know
A question concerning your preference towards the channel through which you would like to receive the invitation
Below you see the visual example of the invitation, for 4different channels. Indicate for which channel your intention to accept the invitation would be highest.
[image: ][image: ] [image: ][image: ]
         (1)                                (2)                                         (3)                        (4)
· The invitation in MMS-format via my smartphone (visual 1):
You are shopping for new clothes in a shopping mall, not close to your hometown. At a certain moment in time, while you pass by an American Fashion shop, you receive a promotional invitation for the opening of a new American Fashion shop in the city you live, through a MMS on your smartphone. You did not explicitly give the permission to receive advertisements for American Fashion via your smartphone.
· The invitation that appears on my wall via a friend on Facebook (visual 2):
You are browsing through the posts on your Facebook wall, when at a certain moment in time, you see that one of your friends liked and/or commented on the promotional invitation for the opening of a new American Fashion shop in the city you live. You did not explicitly give the permission to receive advertisements from American Fashion via Facebook. You look at the invitation.
· The invitation in paper-format via direct mail (visual 3):
You are browsing through the mail you just received via post and you notice the promotional invitation for the opening of a new American Fashion shop in the city you live. You did not explicitly give your personal information to American Fashion.
· The invitation in flyer-format via a salesperson (visual 4):
You are shopping for new clothes in an American Fashion shop in another city. At a certain moment in time, a saleswoman walks over to you to help you find and fit clothes. The saleswoman starts talking with you about the new collection, your vision about it, the weather, your shopping trip and so on. When the saleswoman hears you are from another city in which American Fashion is about to open a new shop, she invites you to come to the opening of the new American Fashion shop in the city you live. The saleswoman gives you the invitation for the opening in the form of a flyer.

Some questions to end the questionnaire
What is your gender?
· Male
· Female
What is your age? (Please only use numbers) ____
What is your highest level of education? 
· Primary school
· Secondary school
· Professional bachelor
· Academical bachelor
· Master
· Phd
· Adult education
· Other: ________________________
What is your professional status?
· Student
· Worker
· Servant
· Unemployed
· Searching for work
· Self-employed 
· Civil servant
· Liberal profession
· Retired
· Other: _________________________
You have reached the end of the questionnaire. Continue to make sure your answers will be registered. In case you have any questions or remarks, please feel free to indicate them below. Thank you very much for your cooperation!
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Table A.1 Operationalization of the variables	
	Variable
	Source
	Question
	Operationalization

	Selection question residence
	Own question
	Where do you live?
	1: Flanders
2: Other

	Selection question smartphone usage
	Own question
	Do you own a smartphone?
	1: Yes
2: No

	Selection question Facebook usage 
	Own question
	Do you have a Facebook account?
	1: Yes
2: No

	Intention to accept the invitation
	Dodds et al. (1991)
	Please indicate for each of the following statements to what extent you agree with them (totally disagree, disagree, rather disagree, neutral, rather agree, agree, totally agree).
· I will probably accept the invitation
· There is a chance I will accept the invitation 
· I am willing to accept the invitation
· If I would be inclined to attend a promotional event, there is a chance I would attend this event
· I would accept the invitation
	1: Totally disagree
2: Disagree
3: Rather disagree
4: Neutral
5: Rather agree
6: Agree
7: Totally agree

	Level of personalization
	Own question
	Please indicate on a scale from 1 to 7, with 1 being very low and 7 very high, the level of personalization, taking into account the hypothetical scenario and the situation in which you received the promotional invitation that were described earlier.
	1-7

	Level of intrusiveness
	Own question
	Please indicate on a scale from 1 to 7, with 1 being very low and 7 very high, the level of intrusiveness, taking into account the hypothetical scenario and the situation in which you received the promotional invitation that were described earlier.
	1-7

	Manipulation check CLC stage
	Own question
	In which stage of the customer lifecycle do you find yourself?
· Exploration stage
· Maturity stage
· Don’t know

	1: Exploration stage
2: Maturity stage
3: Don’t know

	Manipulation check channel
	Own question
	Via which channel did you receive the invitation?
· Via my smartphone
· Via Facebook
· Via direct mail
· Via a salesperson
· Don’t know
	1: Via my smartphone
2: Via Facebook
3: Via direct mail
4: Via a salesperson
5: Don’t know

	Preference check
	Own question
	Below you see the visual example of the invitation, for 4different channels. Indicate for which channel your intention to accept the invitation would be highest, taking into account the hypothetical situation that was described earlier.
· The invitation in MMS-format via my smartphone
· The invitation that appeared on my wall via a friend on Facebook
· The invitation in paper-format via direct mail
· The invitation in flyer-format via a salesperson
	1: Via smartphone
2: Via Facebook
3: Via direct mail
4: Via a salesperson

	Gender
	Own question
	What is your gender?
	1: Male
2: Female

	Age
	Own question
	What is your age?
	Continuous

	Level of education
	Own question
	What is your highest level of education? 
· Primary school
· Secondary school
· Professional bachelor
· Academical bachelor
· Master
· PhD
· Adult education
· Other:
	1: Primary school
2: Secondary school
3: Professional bachelor
4: Academical bachelor
5: Master
6: PhD
7: Adult education
8: Other

	Professional status
	Own question
	What is your professional status?
· Student
· Worker
· Servant
· Unemployed
· Searching for work
· Liberal profession
· Civil servant
· Self-employed
· Retired
· Other:
	1: Student
2: Worker
3: Servant
4: Unemployed
5: Searching for work
6: Liberal profession
7: Civil servant
8: Self-employed
9: Retired
10: Other


Source: based on Dodds et al. (1991)


[bookmark: _Toc449102688][bookmark: _Toc450592094]Attachment 3: Frequency tables demographical data
Table A.1 Frequency table gender
	Gender
	Frequency
	Percentage
	Cumulative percentage
	Population

	Female
	91
	34,7%
	34,7%
	50,6%

	Male
	171
	65,3%
	100,0%
	49,4%

	Total
	262
	100%
	
	100,0%



Table A.2 Frequency table age
	Age
	Frequency
	Percentage
	Cumulative percentage
	Population

	<25
	150
	57,3%
	57,3%
	27,9%

	25 – 34 
	82
	31,3%
	88,6%
	12,4%

	35 – 44 
	12
	4,6%
	93,2%
	14,6%

	45 – 54
	14
	5,3%
	98,5%
	14,8%

	55 +
	4
	1,5%
	100,0%
	30,3%

	Total
	262
	100,0%
	
	100,0%



Table A.4 Frequency table highest level of education
	Highest level of education
	Frequency
	Percentage
	Cumulative percentage

	Primary school
	6
	2,3%
	2,3%

	Secondary school
	38
	14,6 %
	16,9%

	Professional bachelor
	93
	35,6%
	52,5%

	Academical bachelor
	36
	13,8%
	66,3%

	Master
	75
	28,7%
	95,0%

	PhD
	4
	1,5%
	96,6%

	Adult education
	7
	2,7%
	99,2%

	Other
	2
	0,8%
	100%

	Total
	261
	100,0%
	



Table A.5 Frequency table profession
	Profession
	Frequency
	Percentage
	Cumulative percentage

	Student
	114
	43,7%
	43,7%

	Worker
	13
	5,0%
	48,7%

	Servant
	99
	37,9%
	86,6%

	Searching for work
	4
	1,5%
	88,1%

	Self-employed
	11
	4,2%
	92,3%

	Civil servant
	10
	3,8%
	96,2%

	Liberal profession
	2
	0,8%
	96,9%

	Other
	8
	3,1%
	100,0%

	Total
	261
	100,0%
	



[bookmark: _Toc449102689][bookmark: _Toc450592095]Attachment 4: Assumptions univariate tests main analyses
Table A.6 Assumptions ANOVA analysis
	Assumptions
	Satisfied / Not satisfied

	Causality
	Satisfied

	Metric dependent variable
	Satisfied

	Normally distributed residuals
	Not satisfied

	Equal variances in different groups
	Satisfied

	Enough observations per cell (30)
	Satisfied

	Independent observations
	Satisfied

	No extreme observations
	Satisfied


Source: Cleeren (2015), Breugelmans (2015)
Table A.7 Assumptions linear regressions R1 - R3
	Assumptions
	R1
	R2
	R3

	Causality
	Satisfied
	Satisfied
	Satisfied

	All relevant variables included
	Not satisfied
	Satisfied
	Satisfied

	Metric DV
	Satisfied
	Satisfied
	Satisfied

	Additive relationship between DV and IV
	Satisfied
	Satisfied
	Satisfied

	Linear relationship between DV and IV
	Satisfied
	Satisfied
	Satisfied

	Independent residuals
	Satisfied
	Satisfied
	Satisfied

	Normally distributed residuals
	Not satisfied
	Not satisfied
	Not satisfied

	Homoskedastic residuals
	Satisfied
	Satisfied
	Satisfied

	No autocorrelated residuals
	Satisfied
	Satisfied
	Satisfied

	Enough observations
	Satisfied
	Satisfied
	Satisfied

	No multicollinearity
	Satisfied
	Satisfied
	Satisfied

	No extreme observations
	Satisfied
	Satisfied
	Satisfied


Source: Cleeren (2015), Breugelmans (2015)
Table A.8 Assumptions linear regressions R4-R7
	Assumptions
	R4
	R5
	R6
	R7

	Causality
	Satisfied
	Satisfied
	Satisfied
	Satisfied

	All relevant variables included
	Not satisfied
	Not satisfied
	Not satisfied
	Not satisfied

	Metric DV
	Satisfied
	Satisfied
	Satisfied
	Satisfied

	Additive relationship between DV and IV
	Satisfied
	Satisfied
	Satisfied
	Satisfied

	Linear relationship between DV and IV
	Satisfied
	Satisfied
	Satisfied
	Satisfied

	Independent residuals
	Satisfied
	Satisfied
	Satisfied
	Satisfied

	Normally distributed residuals
	Not satisfied
	Not satisfied
	Not satisfied
	Not satisfied

	Homoskedastic residuals
	Satisfied
	Satisfied
	Satisfied
	Satisfied

	No autocorrelated residuals
	Satisfied
	Satisfied
	Satisfied
	Satisfied

	Enough observations
	Satisfied
	Satisfied
	Satisfied
	Satisfied

	No multicollinearity
	Satisfied
	Satisfied
	Satisfied
	Satisfied

	No extreme observations
	Satisfied
	Satisfied
	Satisfied
	Satisfied


Source: Cleeren (2015)
[bookmark: _Toc450592096]Attachment 5: Results
Table A.9 Comparison expected and actual level of intrusiveness per channel
	Intrusiveness

	
	Exploration
	Maturity
	Average
	Actual
	Expected

	Mobile
	4,68
	4,64
	4,66
	- -
	- -

	Social media
	3,67
	3,73
	3,70
	-
	-

	Direct mail
	3,38
	3,88
	3,63
	-
	+

	Personal selling
	3,15
	3,22
	3,19
	+
	- -



Table A.10 Comparison actual and expected level of personalization per channel
	Personalization

	
	Exploration
	Maturity
	Average
	Actual
	Expected

	Mobile
	4,46
	4,62
	4,54
	+ +
	+ +

	Social media
	3,87
	4,60
	4,24
	+
	+ +

	Direct mail
	4,13
	3,84
	3,99
	-
	-

	Personal selling
	4,67
	4,66
	4,67
	+ +
	+ +



4

B.62
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PRESS RELEASE
Antwerp, 17th of May
For immediate release
Personalization and interaction: a retailer’s road to success
Antwerp – A recent study indicates that consumers are more inclined to respond to a promotional message from a retailer, if they receive it via a personalized and interactive channel. As the brand becomes more established, other forms of communication gain in effectiveness.
In today’s digital revolution, retailers are overwhelmed with alternatives to communicate with consumers. They are continuously searching for ways to reach and communicate effectively with consumers. Effective communication is vital for retailers in building valuable relationships with their customers. A recent study conducted by a master student at KU Leuven indicates that personal relevance and interactivity are the key characteristics of a commercial communication channel. 
Mobile channel to be avoided
The research is effectuated among 513 respondents and surveyed via which channels consumers would be more inclined to respond to a promotional message, taking into account the strength of their buyer-seller relationship. From the research it appeared that in general, in-store communication and personal selling are preferred the most. In contrast, retailers should be careful with the mobile channel, as consumers appear to dislike promotional messages via mobile the most, because of its obtrusive and impersonalized characteristics. Since personal selling is not always present or achievable, it is beneficial for retailers to improve the interactivity and personal relevance of their communication. The ongoing digitalization offers numerous alternatives and techniques to achieve this.
The impact of loyalty
As consumers become more familiar with brands, other forms of communication gain in effectiveness. Consumers that are more familiar with a brand are easier to convince than those who are still getting to know the brand. This implies that it is important for retailers to tailor their communication strategy to the relationship status with their customers. For consumers who are still getting to know the brand, personal selling is most appropriate because of its persuasive strengths and high personal relevance. Social media does the job for loyal customers thanks to its interactive capabilities and its high personal relevance. Also direct mail that touches upon the personal interest spheres of the receivers is appreciated by loyal customers.
Personal relevance, interactivity and relational strength are thus very important elements retailers should take into account when developing their communication strategy. A highly relevant and interactive communication that is adapted to the commercial relational status of the customer, can result in a high added value and satisfied customers for retailers.
------------------------------------------- END OF THE MESSAGE ----------------------------------------
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value of personalization, respondents see the channels that were used in this research as
rather personalized (4,37 out of 7). For the level of intrusiveness there is no clear

- indication whether respondents perceive the channels as more or less intrusive (3,80 out
of 7).

Table 5 Descriptive statistics of the variables WTA, personalization and
intrusiveness

Mean Minimum Maximum Stdev.
< WTA 4,88 1 7 1,5
Personalization 4,37 1 7 1,409
i Intrusiveness 3,80 1 7 1,405
5 In order to get a more detailed insight in the three metric variables, the conditions have to
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of the questionnaire. The channel preference is analysed in two steps. Step one analyses
the overall preference for a specific channel, while step two examines whether there is a
difference in preference among the two CLC stages.

Step one is tested via a x?-test for goodness of fit. It is useful to interpret the results of the
test, since the minimum expected cell frequency is bigger than 1 (65,3) and the minimum
expected count less than 5 is smaller than 20% (0,0%). The results indicate that there is
no equal preference between the four channels (x?=40,686; p < 0,05). Regarding the
number of respondents per group (indicated channel), personal selling appears to enjoy
the highest preference (N=90), followed by social media (N=75) and direct mail (N=74).
The mobile channel is preferred the least (N=22). The results of this analysis are in line
with the results in section 5.2.3.
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Next, step two is tested via a x2-test for independence. The results of the analysis
indicate that there is no significant difference in preference for the four channels, between
the two CLC stages. The minimum expected cell frequency is bigger than 1 (10,70) and
the minimum expected count less than 5 is smaller than 20% (0,0%). The number of
respondents per group indicate that each channel has an equal chance to be chosen in

each stage of the CLC. The results of this analysis are not in line with the results reported
in sectinn 5 2 4 where there was a sinnificant interactinn effect hetween sncial medi nd
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