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ABSTRACT

The growing popularity of the mobile phone and the diverse functionality of mobile services
have forced mobile service providers to enter into a highly competitive business arena. In
digital life today, mobile phone services are not restricted merely to communicating with
people but more and more value-added services have emerged to amalgamate disparate
industries/businesses and open up greater market opportunities. These disparate industries/
businesses may include recreational and travel services, mobile learning services, mobile
banking services, and many others. Nevertheless the service providers must understand the
consumer behaviour in value-added services in order to enhance their product design. The
key objectives of this research is to investigate and analyze the relationships between the
consumer behaviour, consumer personality and lifestyle in adopting mobile recreational
services; and provide recommendations to the service providers for increasing
competitiveness—in the context of Taiwan.
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INTRODUCTION

The rapid evolution of mobile phone technolo-
gies and services provide consumers with enor-
mous interests in using mobile phones for many
other daily activities. The service providers are
racking their brains to develop increasingly
value-added services to attract consumers.
Today, consumers anticipate the products and
services they purchased are in personalized
form. Consequently mobile phone services can-
not be restricted merely in communication func-
tion, and should be customized and character-
ized in accordance with a consumer’s person-
ality and individuality.

According to the statistic report announced
by the Directorate General of Budget, Ac-
counting and Statistics, Taiwan1 in March 2004:

1. Total mobile phone accounts (25 million
accounts) at the end of 2003 increased
5% from the previous year.

2. GPRS (General Packet Radio Service)
accounts (2.68 million accounts) at the
end of 2003 increased six times from the
previous year.

3. There were an average of 111 accounts
per 100 users at the end of 2003.

4. The total mobile phone communications
duration at the end of 2003 was 23.3 billion
minutes, which was a 16.6% increase
from the previous year.

Based on the above figures, there is no
doubt that the mobile telecommunication mar-
ket is continuously growing. Furthermore, swift
growth of GPRS accounts shows that the usage
of mobile phones has expanded to other value-
added services such as the ability to access and
operate Internet applications, and the ability to
remotely access and control in-house appli-
ances and machines. For this reason, the study
focuses on the following two aspects:

1. the investigation and analysis of consumer
behavior of adopting value-added mobile
services; and

2. the relationships with specific consumer
characteristics such as personality,
lifestyle, and corresponding demographic
parameters (age, gender, education level,
and occupation) to identify their implica-
tions.

This research concentrates on consumers
adopting value-added mobile services in terms
of downloading ring tones and images. Through
an online questionnaire, data related to person-
ality, lifestyle, and experiences of downloading
ring tones and images can be collected and
further analyzed for service providers in deci-
sion making and strategic planning.

The above research objectives are con-
verted into the following specific research ac-
tivities, which have been addressed during this
study:

1. Analyze value-added mobile services us-
ers’ (VAMS user) personalities, lifestyles,
and their relationships with demographic
parameters.

2. Evaluate the associations between VAMS
users’ personalities and product/service

3. Evaluate the associations between VAMS
users’ lifestyles and product/service cat-
egories.

Figure 1. Research framework

 



 

 

11 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/investigation-consumer-behavior-using-

mobile/19506

Related Content

E-Procurement Process: Negotiation and Auction Approaches for SMEs
Paolo Rennaand Pierluigi Argoneto (2011). E-Business Managerial Aspects, Solutions and Case Studies

(pp. 90-112).

www.irma-international.org/chapter/procurement-process-negotiation-auction-approaches/50767

AI-Based Sales Forecasting Model for Digital Marketing
Biswajit Biswas, Manas Kumar Sanyaland Tuhin Mukherjee (2023). International Journal of E-Business

Research (pp. 1-14).

www.irma-international.org/article/ai-based-sales-forecasting-model-for-digital-marketing/317888

Effects of Electronic Word-of-Mouth on the Potential Customer's Emotions and Product Image
Outi Tuisku, Mirja Ilves, Jani Lylykangas, Veikko Surakka, Sanna Rytövuori, Mari Ainasojaand Mikko J.

Ruohonen (2017). International Journal of E-Business Research (pp. 1-14).

www.irma-international.org/article/effects-of-electronic-word-of-mouth-on-the-potential-customers-emotions-and-product-

image/188600

Understanding Employee Attitudes to SNS Implementation in the Australian Banking Sector
Tanti Kartika Sari (2015). The Evolution of the Internet in the Business Sector: Web 1.0 to Web 3.0  (pp.

121-144).

www.irma-international.org/chapter/understanding-employee-attitudes-to-sns-implementation-in-the-australian-banking-

sector/122159

Consumers as “Integrators” of Marketing Communications: When “Like” is as Good as “Buy”
Kelley O'Reillyand Karen M. Lancendorfer (2013). International Journal of E-Business Research (pp. 1-15).

www.irma-international.org/article/consumers-as-integrators-of-marketing-communications/101732

http://www.igi-global.com/chapter/investigation-consumer-behavior-using-mobile/19506
http://www.igi-global.com/chapter/investigation-consumer-behavior-using-mobile/19506
http://www.irma-international.org/chapter/procurement-process-negotiation-auction-approaches/50767
http://www.irma-international.org/article/ai-based-sales-forecasting-model-for-digital-marketing/317888
http://www.irma-international.org/article/effects-of-electronic-word-of-mouth-on-the-potential-customers-emotions-and-product-image/188600
http://www.irma-international.org/article/effects-of-electronic-word-of-mouth-on-the-potential-customers-emotions-and-product-image/188600
http://www.irma-international.org/chapter/understanding-employee-attitudes-to-sns-implementation-in-the-australian-banking-sector/122159
http://www.irma-international.org/chapter/understanding-employee-attitudes-to-sns-implementation-in-the-australian-banking-sector/122159
http://www.irma-international.org/article/consumers-as-integrators-of-marketing-communications/101732

