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ABSTRACT

  The objective of this independent study was to study consumer behaviour 

towards using value added services on mobile phone of teenagers in Mueng Chiang Mai District.

The data was collected from 396 samples which were the teenagers aged between 14-22 years and

used to subscribe to value added services. A questionnaire was an instrument to collect data.

Descriptive statistics were used to analyse the data consist of frequency, percentage and average.

  The result indicated that the respondents were mostly school students and 

undergraduate students whose average allowance between 1,000-3,000 Baht. Most of them were

prepaid customers and owned only one mobile number. The average expense on mobile

phones was 201-400 Baht per month and most of their current mobile phones were functioned

with SMS, built-in camera, MMS, music, radio and voice recording.

 Most respondents used SMS service, call back service, calling melody, call

forwarding service, MMS service, ringtone, missed call alert, info/stock/sports/news services on 

mobile, picture/logo download and WAP/GPRS/EDGE respectively. Top 3 value added services

on mobile phone were received and send SMS service, calling melody and WAP/GPRS/EDGE. 

The value added services were downloaded via auto attendant and the frequency of use was 1-2 

times per week with average expense 50-100 Baht per month. The main reason of value added 
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services subscription was personal preferences or willing to use. The period of using value 

added services was between 17.01-21.00 p.m. The person who initiated or recommended or 

persuaded the respondents to subscribing to value added services was themselves. Sources of 

value added services information on mobile phones were SMS from service providers, television

and friends respectively.

 The services marketing mix factors affecting the use of value added services onff

mobile phones had affected in high level in average.  The results sorted by higher average score

were place, process, product, price, promotion, physical evidence and people respectively.
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