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This investigation is concerned with (1) studying the effects of
demographical characteristics of mobile phone users on the level of trust
evinced by consumers regarding the mobile phone systems they use. Also
studied in this connection are the intentions of these users to continue using
their current mobile phone systems in view of switching costs, the costs such
a consumer would incur as a result of changing the supplier of this service.
(2) Additionally investigated are the effects of the marketing mix factors on
intentions to continue using> the current mobile phone systems of the
consumers being studied. (3) Studied also are the effects flowing from social

factors on intentions to continue using the current mobile phone systems of
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these consumers. (4) Finally, attention is directed to evaluating the interaction
effects of the moderating variable of switching costs on the trust evinced vis-
a-vis the current mobile phone systems, the marketing mix factors, and social
factors on intentions to continue using the current mobile phone systems of
these consumers.

The research for this investigation was based on survey research. The
sample consisted of users of the three major mobile phone systems, namely,
Advance Info Service Public Co., Ltd. (AIS), Total Access Communication
Public Co., Ltd. (DTAC), and True Corporation Public Co., Ltd. (TrueMove).
The research sample was comprised of 396 respondents. A closed-ended
questionnaire was used as an instrument to collect data. Descriptive statistics
in the form of percentage, means, and standard deviations were used in
describing sample characteristics. Finally, multiple regression analysis using
the ordinary least squares (OLS) method was employed to test the hypotheses
framed in a fashion designed to encompass bo'th main and moderating effects.

The research results can be summarized as follows:

Demographical characteristics associated with trust toward the mobile
phone system and switching costs in changing the system significantly
affected intentions to continue using the consumers’ current mobile phone
systems. Marketing mix factors associated with the mobile phone systems
network, the current service fee, the convenience of using the counter service,
frequency of advertising, the manner in which employees provided service

and sales promotion information significantly affected intentions to continue
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using the consumers’ current mobile phone systems. In addition, social
factors involving family and friends significantly affected intentions to
continue using the consumers’ current mobile phone systems.

The study of the moderating effects of the switching costs on trust, the
marketing mix factors, and social factors regarding intentions to continue
using the consumers’ current mobile phone systems produced the following
results:

1. When switching costs were high, the effects of trust on intentions to
continue using the current consumers’ mobile phone systems were low. In
contrast, when switching costs were low, the effects of trust on intentions to
continue using the current consumers’ mobile phone systems were high.

2. When switching costs were high, the manner in which employees
provided service affected intentions to continue using the consumers’ current
mobile phone systems at a high level. In contrast, when switching costs were
low, the effects of the manner in which employees provided service on
intentions to continue using the current mobile phone systems were low.
Although this hypothesis was found to be statistically significant (p < 0.01),
the hypothesis itself was not supported because the affect was inversely
correlated with what was hypothesized.

The contribution of this research is in providing the linkage between
various concepts to form the model describing the main effects of
demographical characteristics, marketing mix factors and social factors, as

well as the moderating effects of switching costs on consumer intentions to
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continue using their current mobile phone systems. Trust and switching are
found to be key elements affecting intention to continue using the consumer’s
current mobile phone systems. The implication is that mobile phone systems
operators must try to build trust and customer involvemént in the use of
mobile phone systems. If they were successful, the degree of customer

loyalty would be enhanced.





