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Canback Dangel was founded in 2004 with the goal of applying predictive insights techniques to 
management problems

Dr Staffan Canback
Boston

Frank D’Agnese
Boston

Founded in 2004 by Dr Staffan Canback and Justin Dangel to bring
newly developed, scientific approaches to management practice

Serves leading consumer-facing companies in consumer goods, retail, 
financial services and telecom sectors with a focus on opportunities in 
emerging countries 

Uses predictive analytics to help clients draw reliable, fact-based 
conclusions about the future based on sophisticated analyses of internal 
and external data

Uniqueness based on integrative consulting capabilities, empirically 
derived market and consumer models, proprietary databases and global 
presence

Speaks the language of senior management

SENIOR
LEADERSHIP



CD

4

Canback Dangel world view 

CREDO

Managerially Relevant—Analytically Robust

BELIEF

Within 20 years, all important executive decisions in large corporations 
will be supported by predictive analytics

MISSION

To see patterns where others see chaos

GOAL

To be really useful
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Canback Dangel works on management consulting and market research projects around the 
world, while database management is centralized in Boston

OFFERINGS

Singapore (lead)
Beijing
Manila

Pune (India)

ASIA

Boston (lead)
Mexico City

Moscow
São Paulo

AMERICAS & 
EUROPE

Management 
consulting

Market
research

Global
databases

Markwald, La Madrid y Asociados, Argentina
Quali Research, Brazil

Mainland Marketing Research Company, China
ValueNotes, India

Berumen y Asociados, Mexico
Inspira Research Consulting, The Philippines

Market research affiliates
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Since its start in 2004, Canback Dangel has completed more than 30 projects for consumer-
facing companies

Create business plan for new type of functional food with revolutionary health benefitsBrazil, China, Mexico,
Philippines

FoodUS food company

Assess future market in category and 11 sub-categoriesIndiaFoodUS food company

Market sizing and demand predicting, category assessment and consumer profilingBrazilFoodUS food company

Category attractiveness assessment and brand positioningMexicoFoodUS food company

Category attractiveness assessment and brand positioningArgentinaFoodUS food company

Category attractiveness assessmentGermanyFoodUS food company

Focus group interviews to support product mix optimizationChinaJewelryChinese specialty retailer

Survey exploring attitudes and preferences for local vs. international branded snacksChinaSnack foodsChinese food company

Consumer surveys to profile segmentsChinaAlcoholChinese food company

Assessment of modern retail trade trendsBrazil, Russia, India, 
Indonesia, China

Personal care productsUS household and personal 
products company

Predictive insights on market prospects, consumer preferences, and trade developmentBrazilFoodUS food company

Market sizing and forecasting with demand driver analysisSub-SaharaCellular servicesInternational development agency

Market sizing and forecasting with demand driver analysisSub-SaharaBankingInternational development agency

Predictive insights on market prospects, consumer preferences, and trade developmentRussiaFoodUS food company

Predictive insights on market prospects, consumer preferences, and trade developmentChinaFoodUS food company

Profitability analysis for third market entrantChinaCellular servicesUS telecom company
Strategic evaluation of market prospectsChinaCellular servicesUS telecom company

Market sizing and demand predictions for three product categoriesRussiaHousehold appliancesGerman consumer products 
company

Analysis of interactions between low-end and premium productsUS, UK, Germany, 
France, Japan

Personal care productsUS household and personal 
products company

Provincial pricing analysis to support tiered pricing strategyChina, India, 
Indonesia

Personal care productsUS household and personal 
products company

Market sizing and demand predictionsChinaPersonal care productsUS household and personal 
products company

Market sizing and demand predictionsLatin AmericaPersonal care productsUS household and personal 
products company

Market sizing and short-term forecasting for resource allocationGlobalPersonal care productsUS household and personal 
products company

Regional pricing analysis for premium brandsRussiaPersonal care productsUS household and personal 
products company

Market sizing and demand predictingRussiaPersonal care productsUS household and personal 
products company

ProjectGeographyProduct descriptionCompany description
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The COAT database allows Canback Dangel to predict future winners and losers among cellular
operators around the world, and to understand what drives profitability and growth 

SwedenJapan
SpainItaly
S. KoreaIreland
South AfricaIndia
RussiaHungary
PortugalHong Kong
PhilippinesGreece
PakistanEgypt
NetherlandsCzech Republic
MexicoChina
MalaysiaCanada
LithuaniaAustralia

OVERVIEW OF COAT (CELLULAR OPERATOR ANALYSIS TOOL) DATABASE

BACKGROUND
• Originally developed in 1999 to model 

cellular profitability and 3rd entrant 
probability of success in emerging
European markets

• Builds on country and operator data
collected from annual reports, analysts,
regulators, and proprietary sources

• Continuously updated. Special update
for this effort with Asian emerging
market operators

• Uses pooled time series cross-sectional 
analysis for the years 1999-2006

COUNTRY VARIABLES MARKET VARIABLES

* Countries and operators used for a particular effort. There are 12 additional countries and 28 operators in the total database.

OPERATORS*COUNTRIES*
T-Mobil (Czech 
Republic)
Ufone (Pakistan)
Vodacom (S Africa)
Vodafone (Greece)
Vodafone (Eircell) 
(Ireland)
Vodafone (J-Phone) 
(Japan)
Vodafone (Netherlands)
Vodafone Egypt (Egypt)
Vodafone Spain (Spain)
Westel (Hungary)

PLDT (Philippines)
Portugal Telecom 
(Portugal)
Reliance Infocomm
(India)
Rogers (Canada)
SK Telecom (S. Korea)
SmarTone (Hong Kong)
Tele2 (Lithuania)
Telecel Vodafone 
(Portugal)
Telefonica (Spain)
TeliaSonera (Sweden)
Telstra (Australia)
TIM (Greece)

Maxis (Malaysia)
Mobile Telesystems
(Russia)
Mobilink (Pakistan)
Mobinil (Egypt)
MTN (S Africa)
NTT DoCoMo (Japan)
O2 (Ireland)
Omnitel Vodafone (Italy)
Optus (Australia)
Oskar (Czech Republic)
Pannon (Hungary)
Peoples Phone (Hong 
Kong)

Airtel (India)
Bell Canada (Canada)
Bite (Lithuania)
Celcom (Malaysia)
China Mobile (China)
China Unicom (China)
Cosmote (Greece)
Globe Telecom 
(Philippines)
Hutchison (Hong Kong)
IUSACELL (Mexico)
KPN (Netherlands)
KTF (S Korea)

Cellular market size
Cellular penetration
Cellular revenue
Cellular revenue growth
GDP
GDP growth
Market age
Market concentration
Number of operators
Population
3G network starting year 

Cellular revenue
Cellular revenue growth
Country ARPU
Country cellular EBIT
Country minutes
Entry order
Global capex
Global total EBIT
Global total revenue
Market share
Users
Years in market
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The COAT database is analyzed using a sophisticated structural equation model (SEM)

PARTIAL PATH DIAGRAM FOR PROFITS IN THE CELLULAR OPERATOR MARKET
Disguised, with variable names transposed

Profit

ARPU relative to
GDP/capita

Market age

Market ARPU

Operator 
market share

Number of 
operators

Entry 
positionGDP/capita

GDP growth

Market 
penetration

Capital 
expenditure

E1

E2

E3

E4E5

E6

.47 .51

-.50

-.54

-.07

-.31

.31

.37

.00

.88

-.22

.20

.22

.71 -.34

.15

.13

-.14

.00.31

.15

-.21

.77
-.44

.17

.68

.61

.88 .25
.80

.64

.68

Note: Based on 37 operators in 22 countries
Source: COAT, Canback Dangel analysis
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This technical approach is converted into a set of simplified relationships, to understand and 
explain the drivers of profitability (or growth—not shown here)

PATH DIAGRAM FOR CELLULAR OPERATOR
PROFITABILITY

PROFITABILITY
EBIT/Revenue

ARPU relative to
GDP/capita

Market age

Market ARPU

Operator 
market share

Number of 
operators

Entry 
position

GDP/capita

GDP growth

Market penetration

+10%-1%

94%11%

48,000450

41

90%5%

62

806

223

320.5

MAX. IN SAMPLEMIN. IN SAMPLE
Independent

variables

Dependent
variable

Note: EBIT/Revenue is the only profitability metric easy to collect for most operators 
Source: COAT
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The analysis quantifies the importance of each profitability and/or growth driver 

R R2

Standard 
error of 

the 
estimate

Durbin-
Watson

0.78 0.61 0.12 2.0

MODEL SUMMARY

Variable t-stat
B Standard error

Constant 0.6019 0.2093
ARPU relative to GDP/capita 0.1170 0.0082 2.36

Market age 0.2239 0.0205 2.28
Market ARPU -0.0982 0.0057 -2.21

Number of operators -0.2281 0.0368 -1.67

Operator market share -0.3585 0.5282 -1.30
Entry position -0.1867 0.0825 -1.20

GDP/capita 0.0200 4.3E-06 0.57
GDP growth 0.4252 1.4244 0.51

Market penetration -0.0300 0.2346 -0.07

Unstandardized
coefficients

0.0 0.2 0.4 0.6 0.8 1.0

No statistical significance

Low
statistical 
signifi-
cance

High
statistical 
signifi-
cance

Significance
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Operator 
market share

The result is a detailed understanding of what drives growth and/or profitability, and how operators 
can succeed in a given environment

* Based on a statistical (SEM) analysis of 46 operators in 24 countries between 1999 and 2004 (pooled time series cross-sectional analysis). 
Source: COAT, Canback Dangel analysis

COMMENTS

The longer the cellular market has existed, the higher the profitability. 
(This is true in most markets and industries.)

Profitability declines with the number of operators

Operators with high prices are less profitable.

In a given market, a high ARPU strategy leads to
higher profitability

Third entrants are perhaps slightly disadvantaged, but the statistical
significance is low, and disappears if 1st, 2nd, 3rd entrant groups are 
tested separately

Operator market share has a slight negative impact on profitability

The level of market penetration does not affect profitability

Rich (OECD) markets are neither more or less profitable 
than emerging markets

General GDP growth does not influence profitability

PATH DIAGRAM* FOR CELLULAR OPERATOR
PROFITABILITY

PROFITABILITY
EBIT/Revenue

61% of profitability
explained (R2)

ARPU relative to
GDP/capita

Market age

Market ARPU

Number of 
operators

GDP/capita

GDP growth

Market penetration

-0.17

0.40

-0.40

-0.29

-0.12

n/m

n/m

n/m

0.60

High statistical significance

No statistical significance
Low statistical significance

Entry 
position

1st entrant
2nd entrant
3rd  entrant
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The COAT database can used, for example, to predict the success of new market entrants or new 
price strategies

2002

35%

2003

22%

19%

1998 2001

31%

2000

32%
29%

31%

15%

30%

35%

27%

38%

1999

39%
38%

China Mobile
China Unicom
Total China

Average for
comparison

countries
= 17%

Total China 
with 2 players

26%

4 players

High-ARPU 
strategy***:

22%

30%

PROFITABILITY IN THE CHINESE CELLULAR OPERATOR MARKET
EBIT/Revenue

PROFITABILITY SENSITIVITY ANALYSIS*
2003

3 players 27%

30%

Total China:

4 players

3 players

18%

US**

2003

* Based on a statistical (SEM) analysis of 46 operators in 24 countries between 1999 and 2004 (pooled time series cross-sectional analysis)
** Data for US includes Cingular, Nextel and Verizon
*** High-ARPU strategy defined as 25% above China Mobile’s 2003 ARPU 
Source: COAT, annual reports, Canback Dangel analysis
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An interesting insight that the COAT database reveals is that late entrants to cellular 
services markets can be successful quickly—provided they pursue distinct marketing 
strategies

0%

2%

4%

6%

8%

10%

12%

14%

16%

0 1 2 3 4 5

MARKET SHARE GAINED BY 
3RD ENTRANTS

Years after startup

Orange*
(UK)
26%

E-Plus
(Germany)

13%
Bouygues
(France)

16%

Europolitan
(Sweden)

16%

One 2 One
(UK)
25%M

ar
ke

t s
ha

re

Market
share
in 2003

• China’s market is large enough to 
support a third, fourth, and even 
perhaps a fifth player

• Third entrants have time and time again 
been successful

• Pursuing a high ARPU strategy is likely 
to be successful

• A solid market position can be built 
within a few years

* 4th entrant
Source: COAT, annual and analyst reports, Canback Dangel analysis
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Contact information

Canback Dangel Russia
Riverside Towers Business Center
Kosmodamianskaya 70
Naberezhnaya 52/1
Moscow 115 054

Mattias Johansson
Tel: +7-495-777-0870
Email: mjohansson@canback.com

RUSSIA

Canback Dangel Europe
13 The Quadrangle
London W2 2RN
England

Marco Toja
Tel: +44-20-7706 7895
Email: mtoja@canback.com

EUROPE

Canback Dangel Mexico
Monasterios 136
La Herradura
52784 Huixquilucan
Estado de Mexico

Francisco Maciel Morfin
Tel: +52-155-5506-8321
Email: fmaciel@canback.com

MEXICO

Canback Dangel do Brasil
Rua Com. Miguel Calfat 128 cj. 902
04537-080 - São Paulo - SP

Antonio Farini
Tel: +55-11-3528-4551
Email: afarini@canback.com

BRAZIL

Canback Dangel SEA
Acumen Strategic Consulting
22 Bayshore Road 
#02-03 The Bayshore, Tower 1B 
Singapore 469970

Markku Helin
Tel: +65-9824 4800
Email: mhelin@canback.com

SOUTHEAST ASIA

Canback Dangel Philippines
Quadstar Building, 2nd Floor
#80 Ortigas Ave.
Greenhills, San Juan 1500 
Metro Manila

Albert Cuadrante / Gino Dizon
Tel: +63-2-726-2421
Email: acuadrante@canback.com
Email: gdizon@canback.com

PHILIPPINES

Canback Dangel Research
ValueNotes Database Pvt. Ltd.
303 / 304, 3rd Floor, Venus Point
1226/1, Off F.C. Road
Pune  411 004

Varsha Chitale
Tel: +91-20-5601-0423 or 0424
Email: research@canback.com

INDIA

Canback Dangel Liu
Suite 903B, Rongxin Tower
S. Square, Beijing W. Station
Beijing, 100055

Dr Xingxing Liu
Tel: +86-10-8399 3522 or 3523
Email: xliu@canback.com

CHINA

Charlotte Heyden
Financial & Cellular Services
Practice Leader
Tel: +1-617-399-1300
Cell: +1-617-953-2865
Email: cheyden@canback.com

Frank D’Agnese
Consumer Goods & Retail
Practice Leader
Tel: +1-617-399-1300
Cell: +1-617-642-0798
Email: fdagnese@canback.com

Dr Staffan Canback
Managing Director
Tel: +1-617-399-1300
Cell: +1-617-818-4963
Email: scanback@canback.com

Canback Dangel
121 Mount Vernon Street
Boston MA  02108
Tel: +1-617-399-1300
Fax:  +1-617-367-2400
Web: www.canback.com

BOSTON

HEADQUARTERS

AMERICAS / EUROPE

ASIA / PACIFIC




