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Abstract

Consumer needs becomes various in a mature

mobile

telecommunication market, while service

differentiation is hard to achieve. The competition

among

telecommunication service

providers 1s
getting fierce in order to maintain and obtain
customers. Moreover, HSDPA caused the intense
marketing activity for the move to the next
generation customers. Under these -circumstances,
brand equity can be a key to a long-term
competitive edge for mobile phone service providers.
In this study, we identified the factors influencing
mobile telecommunication brand equity,

the

and its

influence

on HSDPA service subscription
behavior.
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