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Abstract 
With the increasingly sophisticated development of 4G communication networks, 

telecommunication providers in Taiwan are experiencing intense competition for the 

domestic market population of 23 million. Consequently, identifying the types of 4G 

users and retaining the customer base will be critical issues for telecommunication 

providers. 

In this study, 4G users’ switching telecommunication providers is regarded as a 

behavior of migration. Therefore, through a literature review, the author of this study 

first identified several factors that affect the 4G users’ switching intentions. The 

factors include: high monthly charges, high cell phone cost, exploratory behavior, 

alternative attractiveness, perceived critical mass, and social influence. After that, the 

author combined these factors with the Push-Pull-Mooring (PPM) Migration Model 

by dividing different switching intentions of the 4G users from the three aspects: push 

effect, pull effect and mooring effect. The fitness of the model was evaluated via PLS 

analysis. The research purpose of this study is to use this theoretical framework to 

explain the switching intentions of 4G users. 

According to the research results, the push effect caused by high monthly charges 



 

III 

 

and high cell phone cost has no significant influence on the customers’ switching 

intentions; the pull effect caused by exploratory behavior and alternative 

attractiveness has a positive influence on the customers’ switching intentions; the 

mooring effect caused by perceived critical mass has a negative effect on the 

customers’ switching intentions; and the mooring effect caused by social influence 

has no significant influence on the customers’ switching intentions. 

Keywords: High Monthly Charge High Cell Phone Cost Exploratory Behavior

Alternative Attractiveness Perceived Critical Mass Social Influence

Clustering Of Contract Breach Cases Switching Intention 
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