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Abstract
To investigate the demand for 5G in Germany, we applied the Van Westendorp Method (VWM) to measure willingness to 
pay (WTP) and price sensitivity (N = 504). The results show that more than half already own a 5G smartphone and these 
customers are less price sensitive. The accepted price range for the monthly 5G surcharge ranges between 10.00 and 15.40 
Euros. Two thirds want more transparency in 5G pricing, while price is the most crucial factor (4.2/5.0), followed by data 
volume (4.1/5.0) and network operator/coverage (4.0/5.0). The results are particularly interesting for providers as the target 
group for 5G is quite diverse.
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Introduction

The mobile industry is highly competitive (Karjaluoto et al. 
2012). In Germany, market saturation and smartphone pen-
etration are very high (as in other industrialized countries): 
83 percent of households have at least one mobile plan, and 
33 percent have purchased a phone within the last 12 months 
(RMS 2023). Mobile network operators (MNOs) worldwide 
are building 5G networks. One-quarter of the world’s popu-
lation will be covered by 5G by 2030, for 700–900 billion 
US $ (Grijpink et al. 2020). By 2028, five billion 5G mobile 
subscriptions will exist worldwide (Ericsson 2022a). In Ger-
many, 5G has been available since September 2019.

5G offers high data rates, low latencies (real-time sup-
port), and a higher reliability (ETSI n. d.; Ghanem et al. 
2021; Nokia 2021). Therefore, 5G is a key technology 
enabling innovation and supporting digital transformation 
(BMVI 2017). Current mobile technologies are increasingly 
reaching their limits because they do not support new appli-
cations like augmented/virtual reality (VR/AR), that will 

become established technologies within the next few years 
(Ericsson 2022b).

Research background

5G technology

Compared to 4G, 5G offers (a) higher data transmission, (b) 
lower latencies, and (c) up to 1 million connected devices 
per  km2 (Fig. 1).

In Germany, network operators expect a significant 
increase in demand for 5G (Blöcher 2021). 69 percent of 
German smartphone users consider it essential that their next 
smartphone is 5G compatible (Haas 2022). However, 5G use 
cases, respectively, potential ‘killer apps’ (e.g., mobile gam-
ing or streaming) in the consumer sector are still developing, 
which is why 5G pricing is a challenge (Grijpink et al. 2021) 
and more complicated than previous mobile communica-
tions standards (Ericsson 2019). Based on previous litera-
ture reviews, there is a lack of studies that look at consumer 
intent to use and pay for 5G (see also Irfan and Ahmad 
2022). Therefore, this research will force 5G research in the 
B2C market.

 * Jasmin Ebert 
 jasmin.ebert@hs-rm.de

 Peter Winzer 
 peter.winzer@hs-rm.de

1 RheinMain University of Applied Sciences, Unter den 
Eichen 5, 65195 Wiesbaden, Germany

http://crossmark.crossref.org/dialog/?doi=10.1057/s41272-023-00467-1&domain=pdf


490 J. Ebert, P. Winzer 

Consumer behavior and willingness to pay

This research contributes to the research field of consumer 
behavior. Changing user behavior can be seen (independ-
ent of 5G), as digital transformation is moving user expe-
rience away from text/picture to VR/AR (Attaran 2021), 
with an increase in video consumption, mobile data traffic, 
and the adoption of smartphones (Ericsson 2022b). Fur-
ther, European operators reported that streaming traffic 
on mobile networks increased by 40 percent at the start of 
Covid (PwC 2020). 5G is expected to facilitate the chang-
ing demand by opening new apps and supporting tech-
nologies such as VR/AR through higher speed/reliability/
bandwidth capacity and low latency (Attaran 2021).

Demand determination is strongly related to willingness 
to pay because the price is a key factor in the purchase 
decision process (Ali and Ali 2020; Biswas and Roy 2016; 
Stone et al. 2022). Based on our cross-industry literature 
review, the research on willingness to pay has a long 
tradition since the 1980s. It covers various topics, e.g., 
economy, environment/sustainability, nutrition, health, 
management, marketing, and energy. Especially from 
2017 to 2022, many scientific papers examined willingness 
to pay. Research activities on socio-demographic deter-
minants of willingness to pay, such as income (income 
effect; e.g., Amoah et al. 2022; Palmieri et al. 2022; Wen 
et al. 2022; Oduh and Oduh 2012), age (e.g., Chua et al. 
2022; Kouakou and Poder 2022; Oduh and Oduh 2012), or 
gender (e.g., Al Mustanyir et al. 2021; Wang et al. 2021; 
Oduh and Oduh 2012), are the most widespread. Other 
‘consumer-related’ influencing factors are information/

knowledge (e.g., Götz et al. 2022; Palmieri et al. 2022; 
Hojnik et al. 2021) and recommendations by the social 
environment (e.g., family/friends; Püchel et al. 2020; Hsu 
and Shiue 2008). Therefore, we take these influencing fac-
tors into account in this study.

Related work, research objective, 
and methodology

The study focuses on WTP because the price is an essen-
tial indicator for developing demand (Braun et al. 2020). 
Although it is a rough indicator that may differ from actual 
purchasing power, providers should be aware of their cus-
tomer’s WTP (PwC 2018). Primarily, intangible prod-
ucts like 5G services differ only slightly from each other 
(‘homogenous products’), so price becomes an important 
factor in the purchase decision. Based on a previous lit-
erature review (from 2016 to 2021) in the context of 5G, 
19 studies investigated WTP for 5G services (Ebert 2022). 
In 58 percent of the studies, WTP for 5G services is low. 
However, hardly any factors influencing willingness to pay 
have been studied (except for age) (Ebert 2022). Moreover, 
higher data speeds act as a driver for a high WTP. Further, 
researchers found a higher WTP among gamers and tech 
enthusiasts. This may be because “real-time online gam-
ing and VR” are enabled through 5G (Rao et al. 2019, 19). 
In contrast, the general customer base is already satisfied 
with mobile data speeds but not with coverage or price (Rao 
et al. 2019). As for the socio-demographic data, only 11 
percent of the studies examined a correlation between age 
and WTP. In this respect, there is a lack of specific prices 

Fig. 1  Comparison of 4G & 5G.  
(Source: Own illustration  based 
on ITU-R 2015, 14)
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on WTP for 5G services. Further, there is a lack of examin-
ing factors influencing WTP for 5G and the willingness to 
switch to a 5G provider. Regarding the German market, 5G 
mobile plan prices are low compared to other countries such 
as Austria, Finland, Switzerland, and the US (Bitkom and 
Tarifica 2022), so there might be an enormous potential for 
providers. Therefore, the research question is “What are the 
level of demand, WTP, and price sensitivity regarding 5G 
mobile services among residential customers in Germany?”.

In February 2022, we surveyed residential customers in 
Germany aged 18 to 65 online. The questionnaire contained 
five sections: (a) interest in (5G) mobile communications, 
(b) mobile phone usage/plans, (c) technical features of 5G, 
(d) WTP for 5G, including VWM, and (e) the satisfaction 
with the current mobile provider and the willingness to 
switch.

Study findings and implications

Descriptive statistics

70 percent are (very) interested in new developments in 
mobile communications, and 14 percent state that they are 
very well informed about 5G. One-quarter became aware of 
5G through advertising, 17 percent through social media/
podcasts, and 14 percent by the social environment. More 
than half already own a 5G smartphone. Another 12 percent 
own at least other 5G devices. Focusing on non-users, 48 
percent are considering buying a 5G smartphone, while 40 
percent are unsure. Regarding brands, Samsung dominates 
(41 percent) ahead of Apple (38 percent). 22 percent did not 

know their smartphone model. 24 percent use Vodafone, 
followed by O2/Telefónica (20 percent) and Telekom (15 
percent). Almost 70 percent use postpaid plans. 5G plans 
are already used by two thirds. Of these, again, two thirds 
would generally recommend them to family/friends. 44 per-
cent use mobile plans for devices other than smartphones. 
Mainly, mobile data are used for messengers (13 percent), 
media (11 percent), and e-mail (11 percent). Considering 
all performance features of mobile plans, price is rated as 
the most important (4.2/5.0), ahead of data volume (4.1/5.0) 
and network provider/coverage (4.0/5.0; Fig. 2). In terms of 
costs, 83 percent pay 5.00–39.94 euros/month for mobile 
plans. Regarding WTP for a 5G smartphone, 57 percent 
would pay a maximum of 500 euros. 70 percent rate their 
data volume as sufficient (65 percent use 3–19 GB/month). 
Consumers rate higher data speeds (34 percent), better net-
work availability (29 percent), and networked devices (17 
percent) as the greatest 5G benefits. 1/3 are very satisfied 
with the current provider. However, 1/3 are unsure whether 
their provider sufficiently informs them about 5G. Overall, 
two thirds want more transparency in 5G pricing.

Van Westendorp method

The Van Westendorp Method, respectively, the so-called 
Price Sensitivity Meter (Van Westendorp 1976), is applied, 
for example, by the European market research company 
GfK to identify acceptable price ranges for (new) products 
(Breidert et al. 2006). By using the VWM, we asked which 
monthly 5G surcharge the study participants considered to be 
(a) too expensive, (b) expensive, (c) cheap, or (d) too cheap 
(Fig. 3). The results show that the accepted price range for 

Fig. 2  Importance of various 
components of a mobile plan.  
(Source: Own illustration)
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a monthly 5G surcharge is between 10.00 and 15.40 euros. 
Moreover, the optimal price point (= highest sales) is 10.08 
euros, at which the same percentage consider the price either 
too expensive or too cheap. Price sensitivity is relatively 
high because the gap between the indifference price of 10.50 
euros (= balanced price; the intersection between expensive 
and cheap) and the optimal price is relatively small.

Correlation analyses

We examined approx. 4700 correlations, yielding 19 
(highly) significant correlations (interpreted according to 
Cohen 1988). The age of users plays only a subordinate role 
(Table 1, section I), so 5G providers should target all age 
groups. The influence of different variables was investigated 
regarding possible correlations of interest/knowledge level 
about 5G. Section II shows the broad target group that 5G 
providers should address, so there is immense market poten-
tial. Section III provides an overview of variables related 
to the importance of 5G. This means that 5G offers should 
include smartphones, with price playing only a minor role. 
In addition, 5G users are generally not multipliers (in terms 
of recommending 5G within their social environment). 
Therefore, providers need to advertise 5G actively. Based on 
other correlations (section IV), 5G providers could improve 
their customer approach/communication regarding price 
transparency. Moreover, price-sensitive attach importance 
to data volume, contract duration, and network provider/

coverage. On top, providers can increase customer satisfac-
tion by offering sufficient information about 5G.

Conclusion, limitations and outlook

Overall, this study among residential customers in Germany 
shows age, income, and interest/ knowledge level regarding 
5G have a minor influence on WTP for 5G, so the target 
group is quite diverse. The price plays a subordinate role. 
Providers should offer 5G plans as a package with a smart-
phone and can increase customer satisfaction by offering suf-
ficient information about 5G. However, they should be aware 
that it is challenging to convince non-users with information. 
In contrast to the research theory (see chapter 2), 5G users 
tend not to be multipliers in their social environment. There-
fore, it is even more critical for providers to promote 5G.

Regarding the transferability of this study to the German 
population, male respondents are slightly overrepresented 
(52 percent compared to 49 percent for the total popula-
tion; Destatis 2022). Further, there is an overrepresentation 
of age groups between 20 and 39 years (66 percent com-
pared to 26 percent for the total population; Destatis n. d.). 
In addition, 5G, as a relatively new technology, might have 
been complex for the participants to grasp due to the intan-
gibility of the product. Consequently, it is unclear whether 
the introductory text about 5G vs. 4G was sufficient for the 
test group to subsequently define specific prices. Lastly, 
the study does not represent an actual purchase situation, 

Fig. 3  Results of the Van Westendorp Method.  (Source: Own illustration)
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as there is no obligation to purchase (Müller et al. 2022). 
According to Schmidt and Bijmolt, this hypothetical bias is 
around 9 percent (2020).

In future studies, it could be useful to integrate a control 
variable or to conduct an experiment with two groups, where 
only one receives detailed information in advance. Moreover, 
comparing similar diffusion developments of other technolo-
gies could be helpful. Regarding factors influencing WTP, 
investigations of other factors besides technology (e.g., brand 
image) could follow. In terms of methodology, a conjoint anal-
ysis might also be useful (see Maeng et al. 2020; Chiambaretto 
2021; Klein and Jakopin 2014). From a theoretical perspec-
tive, it would be fruitful to further investigate the hypothetical 

bias to identify, measure, and thus be able to reduce it. The 
results are not only relevant to the (global) mobile industry. In 
addition, recommendations for managers/marketers from other 
industries can be derived, especially for companies (a) selling 
digital or homogeneous products or services to consumers or 
(b) in highly competitive or saturated markets.

Funding Open Access funding enabled and organized by Projekt 
DEAL.

Open Access This article is licensed under a Creative Commons Attri-
bution 4.0 International License, which permits use, sharing, adapta-
tion, distribution and reproduction in any medium or format, as long 
as you give appropriate credit to the original author(s) and the source, 

Table 1  Results of the correlation analyses  (Source: Own illustration)

Variable Method Significance Correlation coefficient Correlation interpretation

I. Age-related correlations
 Evaluation whether current data volume is 

sufficient
Eta – η2 = .0962 = .009216 None

 Type of tariff currently used Eta – η2 = .0052 = .000025 None
 Ownership of 5G smartphone Eta – η2 = .1242 = .015376 (Negligible) small
 Importance of network provider/coverage Kendall Tau-b/ 

Spearman-Rho 
(K./S.)

 < .001 .148/.179 Small + 

 WTP for a 5G smartphone Pearson  < .001 − 2.33 Small −
 Use of a 5G tariff Eta – η2 = .2242 = .050176 Small-medium

II. Correlations with interest/knowledge level
 Residential location K./S .045 Knowledge: − .071/− .090 None
 WTP for a 5G smartphone by non-users 

(n = 214)
K./S  < .001 Interest: − .267/− .301

Knowledge: − .308/− .353
Small-medium −

 Income K./S Interest: .002
Knowledge: < .001

Interest: .113/.137
Knowledge: .131/.160

(Negligible)
small + 

 WTP for a 5G smartphone K./S  < .001 Interest: .186/.221
Knowledge: .202/.240

Small + 

 Interest AND knowledge among each other K./S  < .001 .287/.332 Small + 
III. Importance of 5G compatibility in a mobile tariff
 Importance of the price K./S .049 .077/.088 None
 Recommendation of 5G services to family, 

friends, etc
K./S  < .001 − .225/− 251 Small −

 Importance of device subsidy K./S  < .001 .303/.356 Small−medium + 
IV. Other correlations
 Income—WTP for a 5G smartphone Pearson  < .001 .217 Small + 
 Feeling sufficiently informed about 5G by 

current provider—Wish for more 5G price 
transparency

K./S  < .001 .201/.239 Small + 

 Importance of price—importance of data 
volume

K./S  < .001 .312/.346 Medium + 

 Importance of price—importance of contract 
duration

K./S  < .001 .378/.428 Medium + 

 Importance of price—network provider/
coverage

K./S  < .001 .321/.357 Medium + 

 Satisfaction with current provider—feeling 
sufficiently informed about 5G by current 
provider

K./S  < .001 .311/.371 Medium + 
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provide a link to the Creative Commons licence, and indicate if changes 
were made. The images or other third party material in this article are 
included in the article’s Creative Commons licence, unless indicated 
otherwise in a credit line to the material. If material is not included in 
the article’s Creative Commons licence and your intended use is not 
permitted by statutory regulation or exceeds the permitted use, you will 
need to obtain permission directly from the copyright holder. To view a 
copy of this licence, visit http://creativecommons.org/licenses/by/4.0/.

References

Ali, T., and J. Ali. 2020. Factors affecting the consumers’ willingness to 
pay for health and wellness food products. Journal of Agriculture 
and Food Research 2: 100076.

Al Mustanyir, S., B. Turner, and M. Mulcahy. 2021. The population of 
Saudi Arabia’s willingness to pay for improved level of access to 
healthcare services: A contingent valuation study. Health Science 
Reports 5 (3): e577.

Amoah, A., A. Jumah, and K. Korle. 2022. Exploring willingness-to-
pay for the restoration and maintenance of reserved forests in the 
Greater Accra Region of Ghana. Forest Ecosystems 9: 100041.

Attaran, M. 2021. The impact of 5G on the evolution of intelligent 
automation and industry digitization. Journal of Ambient Intel-
ligence and Humanized Computing 14: 5977–5993.

Biswas, A., and M. Roy. 2016. A study of consumers’ willingness to 
pay for green products. Journal of Advanced Management Science 
4 (3): 211–215.

Bitkom and Tarifica. 2022. Mobilfunkpreise in den Industrienationen 
– eine Bestandsaufnahme [Mobile communications prices in the 
industrialized nations – a review]. https:// www. bitkom. org/ sites/ 
main/ files/ 2022- 09/ 220825_ Studie_ Mobil funkp reise_ Indus trien 
ation en. pdf (in German).

Blöcher, V. 2021. Zwei Jahre nach 5G-Auktion: Provider erwarten 
starken Anstieg der Nachfrage [Two years after 5G auction: pro-
viders expect strong increase in demand]. https:// www. veriv ox. de/ 
nachr ichten/ zwei- jahre- nach- 5g- aukti on- provi der- erwar ten- stark 
en- ansti eg- der- nachf rage- 11184 62/ (in German).

BMVI. 2017. 5G-Strategie für Deutschland: Eine Offensive für die 
Entwicklung Deutschlands zum Leitmarkt für 5G-Netze und 
Anwendungen [5G strategy for Germany: An offensive to develop 
Germany as a lead market for 5G networks and applications]. 
https:// www. synch rone- mobil itaet. de/ conte nt/ dam/ ivi/ synch 
rone- mobil itaet/ docum ents/ BMVI- dobri ndt- 5g- strat egie. pdf (in 
German).

Braun, M. R., Knips, J., and Wernick, C. 2020. Die Angebotsentwick-
lung auf dem deutschen Mobilfunkmarkt 2017–2020 [Supply 
development on the German mobile communications market 
2017–2020]. Bad Honnef: WIK. https:// www. wik. org/ uploa ds/ 
media/ WIK_ Diskussionsbeitrag_Nr_468.pdf (in German).

Breidert, C., M. Hahsler, and T. Reutterer. 2006. A review of methods 
for measuring willingness-to-pay. Innovative Marketing 2 (4): 
8–32.

Chiambaretto, P. 2021. Air passengers’ willingness to pay for ancil-
lary services on long-haul flights. Logistics and Transportation 
Review 147: 102234.

Chua, V., J.H. Koh, C.H.G. Koh, and S. Tyagi. 2022. The willingness 
to pay for telemedicine among patients with chronic diseases: 
Systematic review. Journal of Medical Internet Research 24 (4): 
e33372.

Cohen, J. 1988. Statistical power analysis for the behavioral sciences, 
2nd ed. Milton Park: Taylor & Francis.

Destatis. 2022. Bevölkerung nach Nationalität und Geschlecht 1970 
bis 2021 in Deutschland [Population by nationality and gender 
1970 to 2021 in Germany]. https:// www. desta tis. de/ DE/ Themen/ 

Gesel lscha ft- Umwelt/ Bevoe lkeru ng/ Bevoe lkeru ngsst and/ Tabel 
len/ deuts che- nicht deuts che- bevoe lkeru ng- nach- gesch lecht- deuts 
chland. html (in German).

Destatis. n. d. Bevölkerung nach Altersgruppen 2011 bis 2021 
Deutschland [Population by age groups 2011 to 2021 Germany]. 
https:// www. desta tis. de/ DE/ Themen/ Gesel lscha ft- Umwelt/ Bevoe 
lkeru ng/ Bevoe lkeru ngsst and/ Tabel len/ liste- alter sgrup pen. html# 
474508 (in German).

Ebert, J. 2022. Willingness to pay for 5G mobile services – A System-
atic Literature Review. In Proceedings of the IWEMB 2021 – Fifth 
International Workshop on Entrepreneurship in Electronic and 
Mobile Business, ed. S. Böhm and S. Suntrayuth. Wiesbaden: 
PubliQation. (in press).

Ericsson. 2022a. Ericsson Mobility Report. https:// www. erics son. com/ 
4ae28d/ assets/ local/ repor ts- papers/ mobil ity- report/ docum ents/ 
2022/ erics son- mobil ity- report- novem ber- 2022. pdf

Ericsson. 2022b. Ericsson Mobility Report. https:// www. erics son. com/ 
en/ repor ts- and- papers/ mobil ity- report/ repor ts/ june- 2022

Ericsson. 2019. 5G consumer potential. Busting the myths around the 
value of 5G for consumers. https:// www. erics son. com/ 4ac65e/ 
assets/ local/ repor ts- papers/ consu merlab/ repor ts/ 2019/ 5g- consu 
mer- poten tial- report. pdf

ETSI. n. d. 5G. https:// www. etsi. org/ techn ologi es/ 5G
Ghanem, K., Asif, R., Ugwuanyi, S., and Irvine, J. 2021. Challenges 

and promises of 5G for smart grid teleprotection applications. 
IEEE International Symposium on Networks, Computers and 
Communications (ISNCC), Dubai, 1–7.

Götz, L., M. Svanidze, A. Tissier, and A.B. Duran. 2022. Consumers’ 
willingness to buy CRISPR gene-edited tomatoes: Evidence from 
a choice experiment case study in Germany. Sustainability. https:// 
doi. org/ 10. 3390/ su140 20971.

Grijpink, F., Larsson, J., Ménard, A., and Pell, K. 2021. Unlocking the 
value of 5G in the B2C marketplace. https:// www. mckin sey. com/ 
indus tries/ techn ology- media- and- telec ommun icati ons/ our- insig 
hts/ unloc king- the- value- of- 5g- in- the- b2c- marke tplace

Grijpink, F., Kutcher, E., Ménard, A., Ramaswamy, S., Schiavotto, D., 
Manyika, J., Chui, M., Hamill, R., and Okan, E. 2020. Connected 
world. An evolution in connectivity beyond the 5G revolution. 
https:// www. mckin sey. com/ ~/ media/ mckin sey/ indus tries/ techn 
ology% 20med ia% 20and% 20tel ecomm unica tions/ telec ommun icati 
ons/ our% 20ins ights/ conne cted% 20wor ld% 20an% 20evo lution% 
20in% 20con necti vity% 20bey ond% 20the% 205g% 20rev oluti on/ 
mgi_ conne cted- world_ discu ssion- paper_ febru ary- 2020. pdf

Haas, M. 2022. Smartphone-Markt: Konjunktur und Trends [Smart-
phone market: economic situation and trends]. https:// www. 
bitkom. org/ sites/ main/ files/ 2022- 02/ Bitkom- Press ekonf erenz% 
20Sma rtpho ne- Markt% 2017% 2002% 202022% 20Pr% C3% A4sen 
tation_ final. pdf (in German).

Hojnik, J., M. Ruzzier, S. Fabri, and A.L. Klopcic. 2021. What you 
give is what you get: Willingness to pay for green energy. Renew-
able Energy. https:// doi. org/ 10. 1016/j. renene. 2021. 04. 037.

Hsu, J.L., and C.W. Shiue. 2008. Consumers’ willingness to pay for 
non-pirated software. Journal of Business Ethics 81 (4): 715–732.

Irfan, M., and M. Ahmad. 2022. Modeling consumers’ information 
acquisition and 5G technology utilization: Is personality relevant? 
Personality and Individual Differences. https:// doi. org/ 10. 1016/j. 
paid. 2021. 111450.

ITU-R. 2015. Recommendation ITU-R M.2083-0 (09/2015): IMT 
Vision – Framework and overall objectives of the future develop-
ment of IMT for 2020 and beyond, ITU-R. https:// www. itu. int/ 
dms_ pubrec/ itu-r/ rec/m/ R- REC-M. 2083-0- 201509- I!!PDF-E. pdf

Karjaluoto, H., C. Jayawardhena, M. Leppäniemi, and M. Pihlsträm. 
2012. How value and value and trust influence loyalty in wireless 
telecommunications industry. Telecommunications Policy 36 (8): 
636–649.

http://creativecommons.org/licenses/by/4.0/
https://www.bitkom.org/sites/main/files/2022-09/220825_Studie_Mobilfunkpreise_Industrienationen.pdf
https://www.bitkom.org/sites/main/files/2022-09/220825_Studie_Mobilfunkpreise_Industrienationen.pdf
https://www.bitkom.org/sites/main/files/2022-09/220825_Studie_Mobilfunkpreise_Industrienationen.pdf
https://www.verivox.de/nachrichten/zwei-jahre-nach-5g-auktion-provider-erwarten-starken-anstieg-der-nachfrage-1118462/
https://www.verivox.de/nachrichten/zwei-jahre-nach-5g-auktion-provider-erwarten-starken-anstieg-der-nachfrage-1118462/
https://www.verivox.de/nachrichten/zwei-jahre-nach-5g-auktion-provider-erwarten-starken-anstieg-der-nachfrage-1118462/
https://www.synchrone-mobilitaet.de/content/dam/ivi/synchrone-mobilitaet/documents/BMVI-dobrindt-5g-strategie.pdf
https://www.synchrone-mobilitaet.de/content/dam/ivi/synchrone-mobilitaet/documents/BMVI-dobrindt-5g-strategie.pdf
https://www.wik.org/uploads/media/WIK_
https://www.wik.org/uploads/media/WIK_
https://www.destatis.de/DE/Themen/Gesellschaft-Umwelt/Bevoelkerung/Bevoelkerungsstand/Tabellen/deutsche-nichtdeutsche-bevoelkerung-nach-geschlecht-deutschland.html
https://www.destatis.de/DE/Themen/Gesellschaft-Umwelt/Bevoelkerung/Bevoelkerungsstand/Tabellen/deutsche-nichtdeutsche-bevoelkerung-nach-geschlecht-deutschland.html
https://www.destatis.de/DE/Themen/Gesellschaft-Umwelt/Bevoelkerung/Bevoelkerungsstand/Tabellen/deutsche-nichtdeutsche-bevoelkerung-nach-geschlecht-deutschland.html
https://www.destatis.de/DE/Themen/Gesellschaft-Umwelt/Bevoelkerung/Bevoelkerungsstand/Tabellen/deutsche-nichtdeutsche-bevoelkerung-nach-geschlecht-deutschland.html
https://www.destatis.de/DE/Themen/Gesellschaft-Umwelt/Bevoelkerung/Bevoelkerungsstand/Tabellen/liste-altersgruppen.html#474508
https://www.destatis.de/DE/Themen/Gesellschaft-Umwelt/Bevoelkerung/Bevoelkerungsstand/Tabellen/liste-altersgruppen.html#474508
https://www.destatis.de/DE/Themen/Gesellschaft-Umwelt/Bevoelkerung/Bevoelkerungsstand/Tabellen/liste-altersgruppen.html#474508
https://www.ericsson.com/4ae28d/assets/local/reports-papers/mobility-report/documents/2022/ericsson-mobility-report-november-2022.pdf
https://www.ericsson.com/4ae28d/assets/local/reports-papers/mobility-report/documents/2022/ericsson-mobility-report-november-2022.pdf
https://www.ericsson.com/4ae28d/assets/local/reports-papers/mobility-report/documents/2022/ericsson-mobility-report-november-2022.pdf
https://www.ericsson.com/en/reports-and-papers/mobility-report/reports/june-2022
https://www.ericsson.com/en/reports-and-papers/mobility-report/reports/june-2022
https://www.ericsson.com/4ac65e/assets/local/reports-papers/consumerlab/reports/2019/5g-consumer-potential-report.pdf
https://www.ericsson.com/4ac65e/assets/local/reports-papers/consumerlab/reports/2019/5g-consumer-potential-report.pdf
https://www.ericsson.com/4ac65e/assets/local/reports-papers/consumerlab/reports/2019/5g-consumer-potential-report.pdf
https://www.etsi.org/technologies/5G
https://doi.org/10.3390/su14020971
https://doi.org/10.3390/su14020971
https://www.mckinsey.com/industries/technology-media-and-telecommunications/our-insights/unlocking-the-value-of-5g-in-the-b2c-marketplace
https://www.mckinsey.com/industries/technology-media-and-telecommunications/our-insights/unlocking-the-value-of-5g-in-the-b2c-marketplace
https://www.mckinsey.com/industries/technology-media-and-telecommunications/our-insights/unlocking-the-value-of-5g-in-the-b2c-marketplace
https://www.mckinsey.com/~/media/mckinsey/industries/technology%20media%20and%20telecommunications/telecommunications/our%20insights/connected%20world%20an%20evolution%20in%20connectivity%20beyond%20the%205g%20revolution/mgi_connected-world_discussion-paper_february-2020.pdf
https://www.mckinsey.com/~/media/mckinsey/industries/technology%20media%20and%20telecommunications/telecommunications/our%20insights/connected%20world%20an%20evolution%20in%20connectivity%20beyond%20the%205g%20revolution/mgi_connected-world_discussion-paper_february-2020.pdf
https://www.mckinsey.com/~/media/mckinsey/industries/technology%20media%20and%20telecommunications/telecommunications/our%20insights/connected%20world%20an%20evolution%20in%20connectivity%20beyond%20the%205g%20revolution/mgi_connected-world_discussion-paper_february-2020.pdf
https://www.mckinsey.com/~/media/mckinsey/industries/technology%20media%20and%20telecommunications/telecommunications/our%20insights/connected%20world%20an%20evolution%20in%20connectivity%20beyond%20the%205g%20revolution/mgi_connected-world_discussion-paper_february-2020.pdf
https://www.mckinsey.com/~/media/mckinsey/industries/technology%20media%20and%20telecommunications/telecommunications/our%20insights/connected%20world%20an%20evolution%20in%20connectivity%20beyond%20the%205g%20revolution/mgi_connected-world_discussion-paper_february-2020.pdf
https://www.bitkom.org/sites/main/files/2022-02/Bitkom-Pressekonferenz%20Smartphone-Markt%2017%2002%202022%20Pr%C3%A4sentation_final.pdf
https://www.bitkom.org/sites/main/files/2022-02/Bitkom-Pressekonferenz%20Smartphone-Markt%2017%2002%202022%20Pr%C3%A4sentation_final.pdf
https://www.bitkom.org/sites/main/files/2022-02/Bitkom-Pressekonferenz%20Smartphone-Markt%2017%2002%202022%20Pr%C3%A4sentation_final.pdf
https://www.bitkom.org/sites/main/files/2022-02/Bitkom-Pressekonferenz%20Smartphone-Markt%2017%2002%202022%20Pr%C3%A4sentation_final.pdf
https://doi.org/10.1016/j.renene.2021.04.037
https://doi.org/10.1016/j.paid.2021.111450
https://doi.org/10.1016/j.paid.2021.111450
https://www.itu.int/dms_pubrec/itu-r/rec/m/R-REC-M.2083-0-201509-I!!PDF-E.pdf
https://www.itu.int/dms_pubrec/itu-r/rec/m/R-REC-M.2083-0-201509-I!!PDF-E.pdf


495Demand for 5G from residential customers in Germany: a quantitative online survey using the…

Klein, A., and N. Jakopin. 2014. Consumers’ willingness-to-pay for 
mobile telecommunication service bundles. Telematics and Infor-
matics 31 (3): 410–421.

Kouakou, C.R.C., and Poder, T.G. 2022. Willingness to pay for a qual-
ity-adjusted life year: a systematic review with meta-regression

Maeng, K., J. Kim, and J. Shin. 2020. Demand forecasting for the 5G 
service market considering consumer preference and purchase 
delay behavior. Telematics and Informatics 47: 101327.

Müller, S., N. Heim, and S. Matthys. 2022. Was sind Kunden zu 
zahlen bereit? Ein Vergleich der Open-Ended-, Gabor-Granger-
und Van-Westendorp-Methode [What are customers willing to 
pay? A comparison of the open-ended, Gabor Granger and Van 
Westendorp methods]. Marketing Review St. Gallen 38 (1): 10–15 
((in German)).

Nokia. 2021. 5G and private wireless, the technology enabling Industry 
4.0. https:// www. nokia. com/ about- us/ newsr oom/ artic les/ 5g- and- 
priva te- wirel ess- the- techn ology- enabl ing- indus try- 40.

Oduh, M., and O. Oduh. 2012. Determinants of willingness to pay for 
mobile telecommunications services in Nigeria. Journal of Infor-
mation Engineering and Applications 2 (6): 33–44.

Palmieri, N., W. Stefanoni, F. Letterini, and L. Pari. 2022. Factors influ-
encing Italian consumers’ willingness to pay for eggs enriched 
with omega-3-fatty acids. Foods 11: 545–557.

Püchel, L., Wellbrock, C.-M., and Buschow, C. 2020. Technolo-
gieakzeptanz und Zahlungsbereitschaft für digitalen Journalis-
mus [Technology acceptance and willingness to pay for digital 
journalism]. In Money for nothing and content for free, ed. C.-M. 
Wellbrock and C. Buschow, 69–90. Baden-Baden: Nomos. (in 
German).

PwC. 2020. Countering the threat to Europe’s 5G rollout. European 
telco investments under the economic downturn. https:// www. strat 
egyand. pwc. com/ de/ en/ indus tries/ telec ommun icati on- media- and- 
techn ology/ europe- 5g- rollo ut. html

PwC. 2018. The promise of 5G. Consumers are intrigued, but will 
they pay? https:// www. pwc. com/ us/ en/ servi ces/ consu lting/ libra 
ry/ consu mer- intel ligen ce- series/ promi se- 5g. html

Rao, D., Delaney, J., Pourcher, l., and Clari, F. 2019. Global Vision, 
Standardisation & Stakeholder Engagement in 5G. Market over-
view and comparative analysis. https:// globa l5g. org/ sites/ defau lt/ 
files/ Globa l5G. org_ D3.2% 20mar ket% 20ove rview% 20and% 20com 
parat ive% 20ana lysis% 20180 72019% 20FIN AL. pdf

RMS (Radio Marketing Service). 2023. VuMA Touchpoints 2023. 
Basisinformationen für fundierte Mediaentscheidungen [Basic 
information for well-founded media decisions]. https:// rms. de/ 
RMS_ Deuts chland/ Downl oads/ Weite re/ VuMA_ Beric htsba nd_ 
2023. pdf

Schmidt, J., and T.H.A. Bijmolt. 2020. Accurately measuring willing-
ness to pay for consumer goods: A meta-analysis of the hypo-
thetical bias. Journal of the Academy of Marketing Sciences 48: 
499–518.

Stone, M., Dimofte, C., Strong, D., Pulvers, K., Crespo, N.C., Leas, 
E.C., and Pierce, J.P. 2022. Evaluating US smokers’ willingness to 
pay for different cigarette packaging designs before and after real-
world exposure in a randomised trial. Tobacco Control, 057071.

Van Westendorp, P. 1976. NSS-Price Sensitivity Meter (PSM) – A new 
approach to study consumer perception of price. Proceedings of 
the ESOMAR Congress.

Wang, B., E.O.D. Waygood, R.A. Daziano, Z. Patterson, and M. Fein-
berg. 2021. Does hedonic framing improve people’s willingness-
to-pay for vehicle greenhouse gas emissions? Transport and Envi-
ronment 98: 102973.

Wen, C., J.C. Lovett, E. Rianawati, T.R. Arsanti, S. Suryani, A. Pan-
darangga, and S. Sagala. 2022. Household willingness to pay for 
improving electricity services in Sumba Island, Indonesia: A 
choice experiment under a multi-tier framework. Energy Research 
& Social Science 88: 102503.

Publisher's Note Springer Nature remains neutral with regard to 
jurisdictional claims in published maps and institutional affiliations.

Jasmin Ebert  (M.A.) is a research associate in the Media Management 
and Media & Design Management programs at RheinMain University 
of Applied Sciences in Wiesbaden, member of the CAEBUS (Center 
for Advanced E-Business Studies) research group, and external doc-
toral candidate at TU Ilmenau. Her research interests lie in the areas of 
willingness to pay, pricing, mobile communications, mobile business, 
media management, innovation management, and e-business.

Peter Winzer  is a Professor of Telecommunications/Media Economics 
& Controlling (in the Media Management and Media & Design Man-
agement programs) at RheinMain University of Applied Sciences and 
co-founder of the CAEBUS (Center for Advanced E-Business Studies) 
research group. His research interests lie in the areas of regulatory eco-
nomics (especially in TIMES markets), broadband demand/expansion, 
e-business, mobile, and media economics.

https://www.nokia.com/about-us/newsroom/articles/5g-and-private-wireless-the-technology-enabling-industry-40
https://www.nokia.com/about-us/newsroom/articles/5g-and-private-wireless-the-technology-enabling-industry-40
https://www.strategyand.pwc.com/de/en/industries/telecommunication-media-and-technology/europe-5g-rollout.html
https://www.strategyand.pwc.com/de/en/industries/telecommunication-media-and-technology/europe-5g-rollout.html
https://www.strategyand.pwc.com/de/en/industries/telecommunication-media-and-technology/europe-5g-rollout.html
https://www.pwc.com/us/en/services/consulting/library/consumer-intelligence-series/promise-5g.html
https://www.pwc.com/us/en/services/consulting/library/consumer-intelligence-series/promise-5g.html
https://global5g.org/sites/default/files/Global5G.org_D3.2%20market%20overview%20and%20comparative%20analysis%2018072019%20FINAL.pdf
https://global5g.org/sites/default/files/Global5G.org_D3.2%20market%20overview%20and%20comparative%20analysis%2018072019%20FINAL.pdf
https://global5g.org/sites/default/files/Global5G.org_D3.2%20market%20overview%20and%20comparative%20analysis%2018072019%20FINAL.pdf
https://rms.de/RMS_Deutschland/Downloads/Weitere/VuMA_Berichtsband_2023.pdf
https://rms.de/RMS_Deutschland/Downloads/Weitere/VuMA_Berichtsband_2023.pdf
https://rms.de/RMS_Deutschland/Downloads/Weitere/VuMA_Berichtsband_2023.pdf

	Demand for 5G from residential customers in Germany: a quantitative online survey using the Van Westendorp method
	Abstract
	Introduction
	Research background
	5G technology
	Consumer behavior and willingness to pay

	Related work, research objective, and methodology
	Study findings and implications
	Descriptive statistics
	Van Westendorp method
	Correlation analyses

	Conclusion, limitations and outlook
	References




