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Consumers are overall happy with their phone and carriers, but they will
consider change. Carriers may be “open season” as the service is perceived
more as a commodity and less of a personal attachment.

No surprise that age matters here: Younger consumers are more loyal and more
connected to their phones and the "need-to-know” info it provides.
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Prestige perception is a marketplace reality
and correlates to consumer satisfaction.

Lower prices are the #1 reason given to
consider a switch—49% for phone and 61%
for carrier. But these other sentiments play

a role, too.
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THE AGE FACTOR

When they do change, younger respondents are
more likely to take into account a company'’s
brand values when planning on switching for

Younger consumers are open to experiencing
different devices as their de-facto brand
loyalty is still in flux.
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1. READING NEWS
2. MANAGING SOCIAL MEDIA
3. STREAMING AUDIO/VIDEO
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