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Abstract China's mobile communication market has been growing quantitatively and qualitatively since 2000.
Currently, it has secured 1.27 billion mobile subscribers and many of the Korean companies try to enter the
Chinese market and cooperation with companies in China is being held. Thus understanding of the Chinese
markets is the key to better prepare for future international competition. This study is to identify factors
affecting switching intentions and behaviors for Chinese mobile subscribers to other mobile service providers by
the PPM and it is to derive correlations between strategies of mobile service providers and users’ switching
intention by the groups classified by ARPU. We conducted a survey targeting 270 Chinese mobile users and
analyze it by using Smart PLS 2.0. In conclusion, push effects have positive influence on intention to
switching and relational switching cost among mooring effect have significantly negative influence on intention
to switching In particular, intention to switching depending on the groups classified by a level of their ARPU
have been shown as significantly different. This study will extend theoretical range of PPM theory in
explaining users’ switching behaviors and contribute to establish strategies to enter the chinese market.
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<Table 1> Telecommunication company of China
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T 1}_1(: yl TD-SCDMA WCDMA chlz 1;/[11’%1:
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No. of . . JONE
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<Table 2> Operational Definition

Variable Attribution Operational Definition
Low service reliability,
Low Service | Late response of the staff, [31]
Quality Low service flexibility,
Low accessibility
}—’ush High Price Higher pnce thqn other [19), [20]
Effects service provider
Concern about personal
Privacy information collect, 132 [31]
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Pr .
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Switching switching service provider
Cost ) e P
Moorin Financial Provide financial benefits
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i Cost subscriber’s discount
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Dwiehng with Brand and Staff
Cost
Customization Provide good service to il [33], [34]
customer’s needs
Technical innovation from
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mobile device.
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<Table 3> Sample Characteristics (N=270)

Attribute %
50%
50%
24%
26%
25%
24%
14%
4%
3%
9() °

43 .30 o

33%

23.7%

Frequency
134
136
66
70
68
66
36
200
9
25
117

Male
Female
20-29
30-39
40-49
50-59
Student
Office worker

Gender

Age

=11
=

Job

Housewife
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etc l?_ 3o
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Medium ARPU
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0.74
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A %
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Att4
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61.06
96.97
5490
53.80
1341
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HP1 0.89 67.81
HP2 091 66.48 ’
HP TIP3 091 312 0.81 094 092
HP4 0.89 4839
Innl 0.84 23.09
Inn2 0.81 2041
Inn o3 058 B 0.73 092 0.83
Inn4 0.90 56.66
LSQ1 0.74 18.39
LSQ2 0.90 6848
LSQ| LSQ3 0.88 52.73 0.67 091 0.87
LSQ4 0.76 19.82
LSQ5 0.81 2857
PC1 0.79 28.12
PC2 0.83 27154
PC C3 059 B11 0.72 091 0.87
PC4 0.88 44.98
PrCl1 0.90 6748
PrC2 0.95 131.65
PrC 3 0% 13360 0.87 0.96 0.95
PrC4 0.93 74.70
RC1 0.92 49.48
RC | RC2 0.96 134.66 0.83 0.96 093
RC3 0.94 88.36
W BG4 BANEE AVE AR atol e
FAATERT Aok ghti{4l, 44]. 13} 8219 3 el
’d A A3} <Tabled>$t o] AVES] Alw<t gho] W
2ol RS gt ABR BEE Hustg.

<Table 5> Discriminant Validity of 1% order Factors

Att [ Cus [ FC | HP | Inn [LSQ | PC | PrC | RC

Att | 0.92

Cus | 052 | 085

FC | 035 [ 028 | 094

HP | 045 | 035 | 0.32 | 0.90

Inn | 061 | 064 | 035 | 037 | 085

LSQ [ 034 [ 035 ] 041 | 059 | 0.38 | 0.82

044 1 030 | 058 | 055 | 0.38 | 0.55 | 0.85

PC
PrC | 031 | 030 | 0.34 | 063 | 0.26 | 0.52 | 0.52 | 093

RC | 006 | 004 | 0.0 | -041] 0.08 | -0.36]-0.20| -0.27 | 0.94

(Note: The loading digonal shows the square root of AVE of each
construct)

5.1.2 22} £21(Second Order Factor) 47¢ E}34

74%
4 B4 AS A formative construct?] 7%l =
¢l A A x| (Standardized path loadings)”} b outer
weight #t& A&t -7kl Fo9S HEsh, E3
formative construct= 224 A5 o] B asiri42]

o= 2 2l(Mooring factor) formative constructo] 2.2

outer weight 7S 28313l t-value®] F24-& H53)
fom 2= HEs S2aste] AASHA &t
LS (pull factor)¥ FA £<1(push factor), B} EAIALE
o] A& % W (Intention to Switch, IS), B EAIA7}
Agshe @27 B2 M4 (Handset Subsidy, Sub)&
Zyzke] H3k29l Fh(Std. loading)©] 0.6 ©]dolar

7} 05917, Composite Reliability2} Cronbach’s Alpha”}
07017, t-value”t 1.96°]/E}Q.E A= gldAS R
skt Wk Fold] Q 9l(mooring factor)9] 7% FCoF
PCel F3kasl gte] 061t &7 450 7148k
Mooring ¥15+2 Al9lstal AVES] AlF gho] M7k
gRAABT A8 2 Push ¥4¢} Pull H4-E BN
SRyt & 5 Atk<Table 6>.

o
tlo

<Table 6> Convergent Validity of 2™ order Factor

Std. Cronbachs
loading t-value | AVE | CR Alpha
IS1 091 85.32
IS2 0.92 67.56 _
S 1S3 0 2083 082 | 09 093
IS4 0.85 34.97
FC 0.41 7.04
PC 057 11.93
RC | -041 474
pull Cus | 083 2347 072 | 089 0.81
Inn 0.88 36.87
Att 0.84 28.85
LSQ| 083 3373
push P 087 5002 070 | 087 0.79
PrC | 081 24.09
Sidl | 0.838 47.35
Sid2 | 090 56.87
Sub Sl om0 TR 079 | 094 091

Sidd | 088 37.98

mooring

71 2} theah gto] AVES] Al glel WaRke] 4
WA gtk AB2 S-S HusherkTable 7.

<Table 7> Discriminant Validity of 2™ order Factor

IS mooring pull push sid
1S 0.91
mooring 0.52
pull 0.48 0.37 0.85
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