A Study of the Relationship Between Switch Factor and Consumer Switch Behavior in
Multi-player Online Game Productl] Take

goougon

E-mail: 9418278@mail.dyu.edu.tw

ABSTRACT
Because recently most players in Taiwan complained about Taiwan’ s on-line game service providers very much, on-line game
service companies invested in China, so this research would like to explore the players’ difference between Taiwan and Shanghai
for switching factors. This research also would like to confer how do players’ satisfactions and regrets influence switching behavior
and switching barriers’ moderating effects between satisfaction (regret) and switching behavior. The objects of this study are on-line
game players between Taiwan and Shanghai. We sent questionnaires in Shanghai on the spot. We did questionnaire investigation in
one week in Shanghai. and this research uses SPSS10.0 software, verifying all assumptions of this research, its result demonstrates the
difference of players of two sides. Finally, according to the analysis result of this research we propose the conclusion, and to the
suggestion on academy and practice, and study limitation.
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