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ABSTRACT
ABSTRACT Opened the liberalization along with the telecommunication market after 1997, telecommunication industry
competition day by day intense, in under the high liberalized competition result, in the short five years, the Taiwan mobile phone
user number growth scope was astonishing. Because the phonic market gradually is saturated, eachg industry in order to create the
earning, gradually changed key point of the operation diversion to the mobile phone value-added service, the mobile phone already
not only the mobile phone. When product unceasing conformity more function, how creates the user “* demand” and*“ service”
becomes value-added most important key. This research namely wants to discuss the mobile phone to value-added service use
convenience whether has the influence to the customer degree of satisfaction; take does as the telecommunication industry in designs
and develops it to the value-added service content and the application method reference. From the survey outcome, the different
consumer in the vital statistics variable, regarding industry provides the convenience not to reveal the correlation; But provides
regarding the telecommunication company convenience of the value-added service, has to the customer degree of satisfaction reveals
the influence; The consumer telecommunication industry provides “ he time elasticity” and “ he place is moderate” has a higher
degree of satisfaction.
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