STRUCTURAL FACTORS LEADING TO NETWORK SUBSCRIPTION DECISIONS OF MOBILE
PHONE USERS IN THE DAVAO REGION, PHILIPPINES

Eugene M. Bije
embije@addu.edu.ph

ABSTRACT

This study aimed at establishing network subscription decisions of mobile phone users from four cities
in the Davao Region through individual beliefs (Effectiveness and Acceptance) on the mobile services
offered by mobile networks. Descriptive and causal research designs were used in testing the research
construct, patterned after the modified Technology Acceptance Model (TAM). Primary data were
gathered through the survey method, and purposive sampling was employed via Cochran’s sampling
formula.Survey question-items were reviewed by research experts, and pre-tested using Cronbach’s
Alpha Index and Rasch Modeling’s Person Separation Index (PSI). Descriptive statistics were utilized in
establishing the respondents’ profile; as well as responses on social influences, individual beliefs of
mobile services, and network subscription decisions. Inferential statistics were also usedusing a two-
stage approach: stepwise regression analysis; and structural equation modeling.Findings revealed
that majority of the respondents are from Davao City and belonged to the 20-24-year-old age group.
Most are Female; are Junior Professionals in the Services sector; had monthly individual incomes of at
least £10,000.00; and, considered themselves as the Late Majority. Most have first used Smart
Communications as their mobile network, and has been subscribed to a mobile network since 2001.
Sun Cellular is the mobile network largely used by subscribers.Using stepwise regression analysis,
social influence variables were deemed as highly significant in predicting individual behaviors.
Individual behaviors of mobile services could significantly predict network subscription decisions.
Effectiveness was found to be highly significant in predicting the Acceptance of mobile services.In the
final respecification of the structural model, it generated satisfactory model fit results. Two social
influence variables (Family Influence and Social Class) were revealed as not significant in influencing
the Effectiveness construct, with Reference Groups exhibiting significant association. On its association
to the Acceptance construct, all social influence constructs were regarded as insignificant. Individual
beliefs were highly significant in affecting the network subscription decisions. The Effectiveness
construct was found to significantly affect the Acceptance construct.

KEYWORDS: Technology Acceptance Model; Structural Equation Modeling; Rasch Modeling;
Network Subscription Decisions; Davao Region; Philippines.

INTRODUCTION

Today, the presence of ever-changing information and communication technologies has
provided individuals across the globe the opportunity to access valuable real-time information
anytime and anyplace. As more hardware and software advancements were realized, the better the
outcomes were generated much to the delight of the ever-growing consumer market. Mobile
telecommunications technologies have emerged in the global scene as a facet of information
technology that has the potential to greatly expand the range and number of alternatives for
implementing voice and data communication infrastructures (Alexander, 2004).

The introduction of prepaid cards as one of the technological innovations in mobile
communications, along with the gradual decline of prices of mobile phone units, have triggered a
rapid spread of mobile phones across developing countries (Orozco et al, 2007) such as the
Philippines. This development gave opportunities for mobile network carriers to provide
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consumers with practical alternatives to access network infrastructures that were previously
offered by fixed network operators, who had monopoly over the market. This further gave more
business opportunities, particularly on the mobile telecommunications industry, as it was predicted
by Rao and Troshani (2007) that mobile services constitute a massive source of potential revenue
growth. Consequently, the competition among mobile networks have become largely based on the
value-added content found on a variety of mobile services offered to the public, thereby reducing
the need to remain close to a wired information system infrastructure.

However, there were instances wherein advanced mobile services were not widely accepted by
consumers, despite the proliferation of third generation (3G) and dual-network mobile devices
throughout the globe. Rao and Troshani added that the current penetration rate in many countries
in Europe, North America, and Asia-Pacific, including Australia and New Zealand lagged
forerunners such as Japan and South Korea. The Philippines, for instance, have not fully accepted
the availability of advanced mobile services notwithstanding the tag “text capital of the world” given
as a testament to the Filipinos’ penchant for using Short Messaging Service (SMS) as the primary
communication medium. Moreover, this has not prevented Filipinos from patronizing one or more
mobile network carriers at the same time.

Given the recent trends in the mobile telecom industry, the researcher believed that the
preferences and acceptance of mobile users on the mobile services provided and their network
subscription decisions should be given due consideration since this could determine the type of
mobile services to develop and be delivered by mobile network carriers for consumers’ use. The
researcher believed that there is a gap between preferred, accepted, and availed mobile services as
the mobile users’ behavioral intentions could be influenced by factors outside of the technology
context such as social networks and pricing strategies of mobile network carriers. Further, the
researcher believed that their network subscription decisions could be influenced by their
psychological characteristics which would determine the acceptance of mobile services.

Statement of the Problem

The study was conducted to determine what affects the preferences of mobile phone users from
maintaining single to multiple network subscription. Specifically, this study answered the following
questions:

1. What is the demographic profile of mobile phone users in the Davao Region?

2. What are the social influences of mobile phone users on the usage of mobile services presently
available with regards to the following:
2.1. Family influence;
2.2. Social class; and,
2.3. Reference group?

3. What is the level of effectiveness of mobile services presently available as perceived by the
mobile phone users?

4. What is the level of acceptance of mobile services presently available as perceived by the mobile
phone users?

5. What are the network subscription decisions of the mobile phone users?

6. Do the social influences of mobile phone users significantly predict the perceived level of
effectiveness of mobile services presently available?

7. Do the social influences of mobile phone users significantly predict the perceived level of
acceptance as to the mobile services presently available?

8. Canthe mobile phone user’s behavioral beliefstowards mobile network services significantly
predict their network subscription decisions?



9. Does the mobile phone user’s perceived level of effectiveness as to the mobile services
presently available significantly predict their perceived level of acceptance on the mobile
services?

FRAMEWORK

Theoretical Framework

This study was anchored on the Technology Acceptance Model (TAM) originally formulated
by Davis (1986), which adopted Ajzen and Fishbein’s (1980) Theory of Reasoned Action (TRA), in
explaining the causal relationship between users’ internal beliefs (usefulness and ease of use),
attitude, intentions, and usage behavior (Davis et al, 1989). As exhibited in Figure 1, it is a
behavioral model with six constructs describing the antecedents of the technology adoption (Davis,
1989). Attitudes and beliefs on a technology should be measured since it is possible that users
might have positive beliefs on a certain technology without any inclinations toward its use.
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Figure 1.Technology Acceptance Model (TAM)
(Source: Davis et al., 1989)

TAM posits that two behavioral beliefs, perceived usefulness (PU) and perceived ease of use
(PEQU), are two fundamental factors for predicting user acceptance and that the effect of external
variables on intention are mediated by these beliefs (Davis, 1989; Davis et al., 1989). PU is defined
as “an individual’s perception that using a new technology will enhance or improve her/his
performance” (Davis, 1993; 1989). Consequently, PEOU is defined by Davis as “an individual’s
perception that using a new technology will be free from effort”. Simply put, a technology that is easy
to use and is useful will lead to a positive attitude and intention towards using it (Rao &Troshani,
2007). These were then measured against behavioral intention (BI), in which TRA assumed to be
closely linked to actual behavior (King & He, 2006).

Venkatesh and Davis (1996) introduced a modified version of TAM, as exhibited in Figure 2,
removing the “Attitude” construct as a moderator between the two behavioral beliefs and
behavioral intentions constructs as it does not fully mediate the relationship between both
perception constructs and behavioral intent. The results of Brown et al. (2002) further
strengthened this view. Subsequent TAM models were employed minus the “Attitude” construct.
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Figure 2.TAM Without the “Attitude” Construct
(Source: Venkatesh& Davis, 1996)

Another theory adopted for this study is the diffusion of innovations theory (DOI), a
multidisciplinary theory by which an innovation is communicated through certain channels over a
period among the members of a social system (Yi, et al, 2006; Rogers, 1995). Five innovation
characteristics are identified as the characteristics that affect the adoption of innovation, which are:
relative advantage, complexity, compatibility, trialability and observability.Presented in Figure 3 is
the DOI model developed by Rogers (1995), which underscored the importance of innovation and
the role of communication channels in helping the members of the social system in creating and
sharing information in reaching a mutual understanding. Five adopter categories surfaced out of
the five innovation characteristics mentioned by Rogers, namely: (1) innovators; (2) early adopters;
(3) early majority; (4) late majority; and, (5) laggards. These categories help determine how an
innovation will be adopted, in which the diffusion process allows for the flow of information
through social networks thereby giving them a position of influence.

Preceding researches reflected the similarity between perceived usefulness and ease of use beliefs
in TAM and the relative advantage and complexity constructs in diffusion theory (Venkatesh et al.,
2003; Taylor & Todd, 1995; Moore &Benbasat, 1991). It was learned that the usefulness and ease of
use constructs can be both considered as comparable, and together with compatibility, they have
been discovered as the most constant determinants of adoption (Tornatzky& Klein, 1982).

Figure 3.Diffusion of Innovation Model
(Source: Rogers, 1995)



The third theory adopted for this study referred to the factors that characterized the
specific features of mobile services adoption: mobility (Han et al., 2004; Kakihara&Sgrensen, 2001)
and situational factors (Dabholkar&Bagozzi, 2002; Belk, 1975). Kakihara and Sgrensen has
expanded the concept of mobility into three dimensions of human interaction; spatial, temporal and
contextual mobility. This depiction of benefits provided and realized by mobile technologies were
further classified by Kleinrock’s (1996) “anytime and anywhere computing” label and has outlined
the two most common dimensions of mobility: independence of time and place. The effect of use
situation has also been studied in consumer behavior literature as an important determinant for
consumer choice behavior (Gehrt& Yan, 2004; Davis, 1989; Belk, 1975). Usage situations are
expected to intervene with the benefits brought about by the mobility and the perceived usefulness
of mobile services offered in the market. Therefore, it is possible that the usage situation intensifies
the perceived usefulness and benefits of mobility.

The fourth theory comprised of a combination of social cognitive theory (individual level)
and social influence theory (organizational level). Social cognitive theory is based on the premise
that environmental controls, such as social pressures, unique situational characteristics, cognitive
factors and other personal factors including personality, demographic and behavioral
characteristics, are reciprocally determined (Kim et al, 2011). Davis (2006), as presented in Figure
4, highlighted the behavior (B), personal factors (P), and external environment (E) as key
constructs surrounding social cognition and their psychosocial functioning that is explained
through triadic reciprocal causation (Bandura, 1986). In this model, constructs are designed in a
manner that underscored their two-way relationship as interacting determinants that influence
each other (Wood & Bandura, 1988).
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Figure 4.Social Cognitive Theory
(Source: Wood & Bandura, 1988)

Consequently, the social influence theory posits that information transmitted through an
individual’s social networks influences how they recognize a set of new information technology
(LaRose et al, 2001). Out of the interaction process that directed the group members’ behavior,
subjective norms are formed focusing on two (2) individual attributes: (1) the belief that the
referred person considers a particular behavior important; and, (2) the motivation of the decision
maker to comply with the referred person’s belief (Loraas& Wolfe, 2006).

The said theories were used to reinforce the conceptual framework developed and tested by the
researcher for this study. It was believed that the outcomes pertaining to the mobile phone users’
adoption of mobile network services in the Davao Region which, in reference to their network
subscription decisions, could be best supported with theories that were deemed instrumental in the
development and validation of the conceptual framework.



Figure 5 presented the conceptual framework developed for this study. The researcher
believed that the perceived effectiveness and the perceived acceptance of mobile services, as
individual perception constructs, could be affected by the social influences present within the
environment. These social influences were believed to have come from the users’ families, social
class, and reference groups that they were associated with. It was then understood that individual
responses of mobile phone users would eventually influence how their network subscription
decisions were made.
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Figure 5.Conceptual Framework

METHODS

Research Design

This study used descriptive and causal method of research for describing first the attitudes,
perceptions, characteristics, activities, and situations (Shao, 2002) that individuals encounter in the
market and sought to satisfy the following criteria: association, direction of influence and isolation
(Miles &Shevlin, 2001).

Research Respondents

The respondents of the study came from the selected cities in the Davao Region, notably
Davao City, Tagum City, Digos City, and Mati City. The mobile phone users of the study comprised of
three categories: students, junior and senior professionals. These respondents were invited to
participate in a self-administered survey, where it relied on their ability to read and interpret a set
of items at their most convenient time and unaided by the researcher (Andres, 2012).

The researcher used Cochran’s (1963) sampling formula as basis in determining the
number of sample size per consumer category per city in the region. This sampling formula was



employed mainly due to the difficulty attributed to establishing the population of prepaid and
postpaid mobile phone users in the Davao Region.

Using the sampling formula, the sample size for mobile users in selected cities in the Davao
Region this study was:
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An estimated non-response rate of 30% was considered in determining the sample size of
mobile phone users. This rate was considered, as higher response rates guarantee survey results
with greater accuracy (Rea & Parker, 1997; Aday, 1996; Babbie, 1990; Backstrom&Hursh, 1963).
Specifically, a 70% response rate was believed to be reasonable in a survey of a general population
that aims to describe knowledge or behaviors (Gordon, 2002). A respondent sample range from
385 to 550 mobile phone userswas asked to participate in this study.
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However, only 450 mobile phone users out of the identified respondent sample range have
participated in the survey. Purposive sampling was employed in obtaining information from the
prepaid and postpaid mobile phone users.

Research Instrument

The researcher employed a five-stage, self-administered survey tool as the primary
research instrument. Responses were solicited and measured using the 7-point Likert-type
continuum numeric rating scale, which assumed that the strength or intensity of experience was
linear, thereby making the assumption that attitudes or opinions could be measured (Bowling,
1997; Burns & Grove, 1997). The mean and weighted mean scores were interpreted using the 7-
point rating scale, with response anchors derived from Vagias (2006).

While Likert-type rating scales were initially understood as ordinal in nature, it is believed
that it can be treated as interval scales with the “assumption of equal appearing intervals” through
the usage of mean score ranges (Janssens et al, 2008). This assumption was used in qualifying the
notion that variables should be treated as interval-scaled, one of the postulations required in
running regression analysis and structural equation modeling.

The measures that were administered to the mobile phone users were adopted from
established items and scales (Kleijnen, et al, 2007; Cameron, 2006;Mahatanankoon et al, 2005;
Rose, 2004; Lee, 2003; Glassberg, 2000). Some of the items were modified to become relevant to
the present research agenda.Modifications on the items were made based on the results of the
content validation from research experts; survey pre-testing; and, reliability analysis through
Cronbach’s Alpha (o) Index under the Classical Test Theory (CTT) and the Person Separation Index
(PSI) under the Item Response Theory (IRT). Summary fit statistics were obtained using a
computer software for the Cronbach’s a score and for the PSI score under Rasch Modeling.



Cronbach’s ais one of the known reliability indices used under CTT. Using the rules of
thumb established by George and Mallery (2003), Cronbach’s o coefficient was measured in this
manner: “= 0.9 (Excellent); = 0.8 (Good); = 0.7 (Acceptable); = 0.6 (Questionable); = 0.5 (Poor); &, <
0.5 (Unacceptable)”.Although a high Cronbach’s avalue would show good internal consistency of
the items, it does not attest to the unidimensionality of the scale and should not be used in drawing
conclusions (Gliem&Gliem, 2003).

In addressing the limitation of Cronbach’s q, the researcher found the IRTas a measurement
paradigm through Rasch Modeling. While Rasch Modeling (1960/80) has been widely used in
educational measurement, it has recently received interest specifically in the field of marketing (De
Battisti et al, 2011; Hasford& Bradley, 2011; Kenett&Salini, 2011; Morales &Ladhari, 2011; De
Battisti et al, 2010; Vrontis et al, 2009; Salzberger&Sinkovics, 2006; Ewing et al, 2005; Sinkovics et
al, 2002; Soutar& Monroe, 2001; Salzberger, 2000; Salzberger et al, 1999). Rasch Modeling was
designed to deal with the probabilistic relationship between the item'’s difficulty and the person’s
ability (Bond & Fox, 2001).Rasch’s PSI was conceptually similar to Cronbach’s a as a reliability
estimate, in measuring the internal consistency (Peck, 2000) of the survey tool. The difference lies
in the fact that the PSI determined the individuals’ responses on items, whether they are consistent
or erratic (Green &Frantom, 2002).

The Cronbach’s o score on the 50 question items (Q1 to Q50) of the survey tool, was
0.93708 thereby exhibiting Excellent reliability. The PSI score was 0.92593, with no misfitting
items, and its overall powers of the test-of-fit were deemed as Excellent. This means that all the fifty
items are likely to measure a single dimension as intended by the construct theory, and that the
items presented were understood by the respondents based on the results of the RaschModeling.

Summary of Test of Reliability Statistics on the SurveyQuestion-Items Using Cronbach’s Alpha Index
and the Person Separation Index (PSI).

Classical Test Theory Item Response Theory
Survey Question-Items Cronbach’s Cronbach’s o Based on PSI Power Analysis
o Standardized Items of Fit
Family Influence
0.78580 0.78793 0.66592 Good
(Q1-Q5)
Social Class
0.85220 0.85539 0.81357 Good

(Q6-Q10)
Reference Group
(Q11-Q15) 0.71739 0.73142 0.59479 Good
Level of Effectiveness of Mobile Services as Perceived
by Mobile Phone User 0.90645 0.90553 0.88248 Excellent
(Q16-Q25)
Level of Acceptance of Mobile Services as Perceived by
Mobile Phone User 0.88418 0.88666 0.83838 Excellent
(Q26-Q35)
Network Subscription Decisions of Mobile Phone User
(Q36-Q50) 0.76315 0.77216 0.78933 Good

Total 0.93708 0.94110 0.92593 Excellent

Statistical Tools

Descriptive statistics such as frequency counts and percentages were used in describing the
mobile phone user’s demographic characteristics. Mean and weighted mean scores were employed
to depict the social influences of mobile phone users, their perceived level of effectiveness and
acceptance of mobile services, and their network subscription decisions.



In ensuring maximal prediction and the linearity of the relationship, multiple regression
analysis was used as it is prudent to examine all relationships to identify any departures from
linearity that may affect the correlation (Hair et al, 2014; Miles &Shevlin, 2001). The stepwise
method was specifically used wherein a removal test is conducted after each time a predictor
variable is added to the equation, until a certain statistical measure using the remaining useful
predictor variables is achieved in predicting the dependent variable (Brace et al, 2012).

Structural Equation Modeling (SEM) was utilized by the researcher to validate the research
model in its ability to define multiple causal relationships simultaneously between variables of the
study. This model was suggested to evaluate the overall and structural equation model fit of the
research model, because hypothesized relationships can be fitted all at once and can be evaluated at
the same time as they interact in a manner that is closer to mundane reality than the individual. In
determining the goodness of fit, the RelativeNormed Chi-Square Ratio (x2/df), p Value for Test of
Close Fit (pClose), Root Mean Square Error of Approximation (RMSEA), Root Mean Square Residual
(RMR), Standardized Root Mean Square Residual (SRMR), Normed Fit Index (NFI), and Tucker-
Lewis Index (TLI) were utilized in this study.

RESULTS AND DISCUSSION

Profile of Mobile Phone Users in the Davao Region

Table 1 depicts the demographic profile of mobile phone users in the Davao Region. About
23.10 percent of the respondents belonged to the 20-24 years old age bracket, and that 60.20
percent were Female mobile phone users. Majority of the mobile phone users were jJunior
Professionals, from which 15.30 percent of these respondents belonged to the Services industry.
Around 20.90 percent of the mobile phone users have monthly individual incomes of at least
$10,000.00. With regards to the mobile phone users’ proclivity towards the adoption of new
technology, around 27.80 percent have considered themselves as part of the Late Majority. There
were around 168 (37.30 percent) of mobile phone users who have first used Smart Communications
as their mobile network carrier, and that the majority (39.60 percent) have first subscribed to their
preferred mobile network carrier between the period of 2001 and 2005. Majority of the mobile
phone users in the region have used Sun Cellular (27.30 percent) as their primary mobile network
carrier and are subscribed to Smart Communications (19.30 percent) as their secondary mobile
network carrier. However, there were around 33.30 percent of the mobile phone users who were
subscribed to only one mobile network carrier.

Table 1. Profile of Respondents in the Davao Region and Breakdown of Respondents per City

Davao
Respondent Category Region Davao City Tagum City Digos City Mati City
f % F % f % f % f %
Age Group
19 years old & below 39 8.70 13 10.20 0 0.00 23 2740 3 2.50
20-24 years old 104 2310 48 3750 10 8.60 13 15.50 33 27.00
25-29 years old 101 2240 30 2340 24 2070 20 23.80 27 22.10
30-34 years old 72 16.00 18 1410 27 2330 13 15.50 14 11.50
35-39 years old 38 8.40 10 7.80 10 8.60 6 7.10 12 9.80
40-44 years old 27 6.00 5 3.90 6 5.20 4 4.80 12 9.80
45-49 years old 26 5.80 1 0.80 19 16.40 0 0.00 6 4.90
50-54 years old 20 4.40 1 0.80 6 5.20 4 4.80 9 7.40
55-59 years old 18 4.00 1 0.80 12 10.30 1 1.20 4 3.30
60 years old & above 5 1.10 1 0.80 2 1.70 0 0.00 2 1.60




Davao

Respondent Category Region Davao City Tagum City Digos City Mati City
f % F % f % f % f %

Sex
Male 179 3980 37 28.90 59 50.9 42 50 41 33.60
Female 271 6020 91 71.10 57 49.1 42 50 81 66.40
Occupation (Multiple Responses)
Student 200 72 60 46 22
Junior Professional 226 73 42 40 71
Senior Professional 88 10 39 7 32
If “Student”
Not Applicable 265 5890 56 4380 63 5430 46 54.8 100  82.00
Professional College Student 57 12.70 18 14.10 13 11.20 19 22.6 7 5.70
Working College Student 29 6.40 1 0.80 14 12.10 6 7.1 8 6.60
Law Student 46 10.20 31 24.20 7 6.00 8 9.5 0 0.00
Graduate Student 53 11.80 22 17.20 19 16.40 5 6 7 5.70
If “Junior/Senior Professional”
Not Applicable 102 2270 44 3440 29 25.00 13 15.50 16 13.10
Agriculture, Forestry & Fishing 22 4.90 1 0.80 4 3.40 10 11.90 7 5.70
Education 46 10.20 3 2.30 10 8.60 28 33.30 5 4.10
Finance & Real Estate 20 4.40 2 1.60 10 8.60 4 4.80 4 3.30
Banking 29 6.40 12 9.40 8 6.90 7 8.30 2 1.60
Legal 8 1.80 4 3.10 1 0.90 2 2.40 1 0.80
Manufacturing 13 2.90 6 4.70 3 2.60 3 3.60 1 0.80
Wholesale Trade 4 0.90 0 0.00 3 2.60 1 1.20 0 0.00
Retail Trade 14 3.10 2 1.60 8 6.90 2 2.40 2 1.60
Healthcare 34 7.60 1 0.80 14 12.10 1 1.20 18 14.80
Communications 24 5.30 12 9.40 9 7.80 1 1.20 2 1.60
Services 69 15.30 18 14.10 12 10.30 8 9.50 31 25.40
Others 65 1440 23 18.00 5 4.30 4 4.80 33 27.00
Monthly Individual Income
Not Applicable 75 16.70 32 25.00 40 34.50 3 3.60 0 0.00
Less than £5,000.00 94  20.90 4 3.10 11 9.50 25 29.80 54 44.30
$5,000.00-#10,000.00 94 2090 16 1250 20 17.20 26 31.00 32 26.20
$10,001.00-#15,000.00 77 1710 28 2190 20 17.20 9 10.70 54 44.30
$15,001.00-20,000.00 38 8.40 16 12.50 7 6.00 10 11.90 32 26.20
$20,001.00-$25,000.00 27 6.00 12 9.40 5 4.30 5 6.00 54 44.30
$25,001-#30,000.00 10 2.20 5 3.90 1 0.90 1 1.20 32 26.20
$30,001.00-#35,000.00 5 1.10 0 0.00 3 2.60 2 2.40 54 44.30
$35,000.00 or more 30 6.70 15 11.70 9 7.80 3 3.60 32 26.20
Adoption of New Technology
Innovator 47 10.40 14 10.90 9 7.80 10 11.90 14 11.50
Early Adopter 75 16.70 18 14.10 16 13.80 18  21.40 23 18.90
Early Majority 108 24.00 22 17.20 57  49.10 9 10.70 19 15.60
Late Majority 125 2780 54 4220 6 5.20 20  23.80 42 34.40
Laggard 95 2110 20 15.60 25 21.60 26 31.00 24 19.70
Mobile Network Carrier First Used
Globe Telecom 120 2670 41 3200 29 24.17 18 15.00 35 29.17
Smart Communications 168 3730 51 39.80 21 1250 38 2262 52 30.09
Sun Cellular 60 13.30 15 11.70 37 61.67 9 15.00 2 3.33
Touch Mobile 17 3.80 4 3.10 9 52.94 0 0.00 4 23.53
Talk 'N Text 83 18.40 13 13.30 20 24.10 18  21.69 28 33.73
Red Mobile 2 0.40 0 0.00 0 0.00 1 50.00 1 50.00
Year Mobile Network Carrier First Used
2010-2011 58 12.90 14 10.90 31 53.45 19 32.76 10 17.24
2006-2009 113 2510 36  28.10 8 7.07 30  26.55 33 29.20
2001-2005 178 39.60 53 4140 46 2584 22 12.36 48 26.97
1996-2000 101 2240 25 19.50 31 30.69 13 12.87 31 30.69
Primary Mobile Network Carrier in Use
Globe Telecom 99 22,00 25 19.50 19 16.40 13 15.50 32 26.20
Smart Communications 118 2620 24 18.80 8 6.90 27 32.10 44 36.10




Davao

Respondent Category Region Davao City Tagum City Digos City Mati City
f % F % f % f % f %

Sun Cellular 123 27.30 63 49.20 17 14.70 15 17.90 3 2.50
Touch Mobile 13 2.90 0 0.00 1 0.90 0 0.00 6 4.90
Talk 'N Text 95 21.10 16 12.50 8 6.90 24 28.60 36 29.50
Red Mobile 2 0.40 0 0.00 0 0.00 1 1.20 1 0.80
Type of Subscription (Primary Mobile Network Carrier)

Prepaid 332 7380 79 61.70 81 69.80 72 85.70 100 82.00
Postpaid 118 26.20 49 3830 35 30.20 12 1430 22 18.00

Secondary Mobile Network Carrier in Use

Single Network Subscription Only 150 33.30 37 28.90 77 66.40 5 6.00 35 28.70
Globe Telecom 66 14.70 21 16.40 5 4.30 15 17.90 23 18.90
Smart Communications 87 19.30 33 25.80 6 5.20 29 34.50 19 15.60
Sun Cellular 73 16.20 29 22.70 19 16.40 16 19.00 8 6.60
Touch Mobile 32 7.10 3 2.30 4 3.40 1 1.20 24 19.70
Talk 'N Text 41 9.10 5 3.90 5 4.30 17 20.20 13 10.70
Red Mobile 1 0.20 0 0.00 0 0.00 1 1.20 0 0.00

Type of Subscription(Secondary Mobile Network Carrier)

Single Network Subscription Only 150 33.30 37 28.90 77 66.40 5 6.00 35 28.70
Prepaid 257 5710 70 5470 37 3190 66 78.60 80 65.60
Postpaid 43 9.60 21 16.40 2 1.70 13 15.50 7 5.70

Social Influences on the Usage of Mobile Network Services by Mobile Phone Users in the
Davao Region

Table 2 presents the summary of social influences on the respondents regarding the use of
mobile services offered by mobile network carriers. It was learned that the respondents in the
Davao Region have generally Agreed (X = 5.30) to the role that social influences play in dictating
their choices of mobile network carrier.Specifically, respondents coming from Digos City (X = 5.68)
and Mati City (X = 5.33) have Agreed to the effect that social influences play on their choices.
Subsequently, respondents from Davao City (X = 5.11) and Tagum City (X = 5.22) have Somewhat
Agreed on the role of social influences in their decision. Family influences appeared to play an
important role in affecting their choices in the Davao Region (X = 5.52) as well as in 3 major cities
(Davao City: ¥ = 5.48; Tagum City: X = 5.32; Digos City: X = 5.80), apart from Mati City (¥ = 5.58)
where reference groups are deemed more influential.

Table 2. Summary of Social Influences on the Usage of Mobile Network Services by Mobile Phone
Users

Davao Region Davao City Tagum City Digos City Mati City

Sub-Category Respons Respons Respons Respons Respons
X e X e X e X e X e

Anchor Anchor Anchor Anchor Anchor
Family Influences 5.52 A 5.48 A 5.32 A 5.80 A 5.57 A
Social Class 4.94 SA 4.48 SA 5.10 SA 5.57 A 4.85 SA
Reference Groups 5.45 A 5.36 A 5.25 SA 5.67 A 5.58 A
Total 5.30 A 5.11 SA 5.22 SA 5.68 A 5.33 A

Legend:  Strongly Disagree (StrD); Disagree (D); Somewhat Disagree (SD); Neither Agree or Disagree (NAD); Somewhat Agree (SA);
Agree (A); Strongly Agree (StrA)

Table 3 shows the responses on the usage of mobile services regarding family influences.
Item Number Q2 (“Connected to the same network carrier allows me to avail the said network’s
unlimited services when contacting my family members”) has consistently received the highest mean
rating among respondents in the 4 cities (Davao City: X = 6.20; Tagum City: X = 5.62; Digos City: X =



5.99; Mati City: ¥ = 5.96) and in the Davao Region (X = 5.94). This showed the role of families in
determining the preferred mobile network carrier. As the society’s basic building block, its
information influence over the purchasing decisions of 18-35 year olds in Spain is considered as a
vital element in predicting consumer behavior (Gil et al, 2007). Moreover, marketing
communication campaigns that either underscore the family experience of the brand or highlight
the parental figure as an experienced consumer (Moore et al, 2002) would prove effective for
mobile network carriers in increasing brand awareness.

Table 3. Social Influences on the Usage of Mobile Network Services by Mobile Phone Users through
Family Influence

Davao Region Davao City Tagum City Digos City Mati City
Question-Item . Respon ) Respon ) Respon . Respo . Respon
X se X se X se X nse 4 se
Anchor Anchor Anchor Anchor Anchor
Connected to the same
network carrier allows me to
avail the said network’s 5.79 A 6.12 A 5.51 A 5.75 A 5.75 A
unlimited services when
contacting my family
members.
Connected to the same
network carrier allows me to ¢ o, A 620  StrA  5.62 A 5.99 A 5.96 A
easily contact my family
members.
Connected to the same
network carrierallowsmeto ., A 5.27 SA 5.26 SA 5.88 A 5.70 A

send load credits to my family

members with relative ease.

Connected to the same

network’s program allows me

to contact family members

who happen to be outside of 5.27 SA 5.09 SA 5.05 SA 5.73 A 5.35 A

the country & allows me to

avail the network carrier’s

international package.

Using the network’s family

package program prompted

me to switch to the chosen

network carrier.

Total 5.52 A 5.48 A 5.32 A 5.80 A 5.57 A
Legend:  Strongly Disagree (StrD); Disagree (D); Somewhat Disagree (SD); Neither Agree or Disagree (NAD); Somewhat Agree (SA);

Agree (A); Strongly Agree (StrA)

5.10 SA 4.73 SA 5.15 SA 5.64 A 5.07 SA

Table 4 depicts the outcomes of the usage of mobile services that are presently available as
influenced by the social class. In general, the respondents in the Davao Region
haveSomewhatAgreed on the impact of the social class as to the usage of mobile services. Item
Number Q6 (“People who are important to me think that I should use the mobile network carrier”)
garnered the highest mean score (X = 5.33) in the region.

Item Number Q6 garnered the highest mean score for the 3 cities (Davao City: X = 5.30; Tagum City:
X = 5.33; Mati City: X = 5.19) in the Davao Region, while [tem Number Q7 (“I use the mobile network
carrier because of the proportion of co-workers who use the same carrier”) generated the highest
mean score in Digos City (¥ = 5.08). The results revealed that mobile phone users are more inclined
to adopt mobile network carriers that are largely used by their close associates in their workplaces.
This was confirmed by Jarvenpaa et al (2003), who view mobile services as an opportunity to



maintain access to relevant services and staying socially connected even when they are always on
the move. This allows mobile phone users in expanding mobile communications to social and
business venues for human interactions (Kim et al, 2011).

Table 4. Social Influences on the Usage of Mobile Network Services by Mobile Phone Users through
Social Class

Davao Region Davao City Tagum City Digos City Mati City
Question-Item Respon Respon Respon Respon Rrelzgo
X se X se X se X se X Ancho
Anchor Anchor Anchor Anchor

r

People who are important to

me think that I should use the 5.33 A 5.30 A 5.33 A 5.58 A 5.19 SA

mobile network carrier.

I use the mobile network

carrier because of the

proportion of co-workers who

use the same carrier

People who influenced my

behavior think that I should

use the mobile network

carrier.

People in my

organization/community who

use my mobile network carrier  4.70 SA 3.95 NAD 4.94 SA 5.52 A 4.68 SA

have more prestige than those

who do not.

Having the mobile network

carrier is a status symbol in 4.53 SA 3.55 NAD 4.85 SA 5.44 A 4.62 SA

my organization/community.

Total 4.94 SA 4.48 SA 5.10 SA 5.57 A 4.85 SA
Legend:  Strongly Disagree (StrD); Disagree (D); Somewhat Disagree (SD); Neither Agree or Disagree (NAD); Somewhat Agree (SA);

Agree (A); Strongly Agree (StrA)

5.20 SA 4.95 SA 5.26 SA 5.67 A 5.08 SA

4.96 SA 4.65 SA 5.13 SA 5.63 A 4.68 SA

Table 5 shows the results of the usage of mobile services as influenced by reference group.
The respondents in the Davao Region (X = 5.45), as well as respondents coming from the 3 cities
(Davao City: X = 5.36, Digos City: X = 5.67; Mati City: X = 5.58), have Agreed on the role of the
reference group in influencing their usage of mobile services that are presently available.ltem
Number Q12 (“Connected to the same network allows me to avail the said network’s unlimited
services when contacting my friends & associates”) have consistently registered the highest mean
rating in the 4 cities (Davao City: X = 6.11; Tagum City: X = 5.53; Digos City: X = 5.76; Mati City: X =
5.87) and in the Davao Region (X = 5.83). These are consistent with the findings of Qin et al (2011),
which underscored the significance of social influence in affecting the perceived usefulness and
usage intentions on the adoption of online social networks.

Kim et al (2011) also added that peer influenceplays a key role in shaping the subjective
norms leading to the formation of intention to use the new mobile service. Individuals tend to
interact with their peers, which varies depending on the level of significance internalized by
another’s beliefs or similarities of beliefs with others (Lewis et al, 2003), and observe their use
experiences for their internal evaluation and adoption decisions.



Table 5. Social Influences on the Usage of Mobile Network Services by Mobile Phone Users through
Reference Group

Davao Region Davao City Tagum City Digos City Mati City

Question-Item B Respon . Respon B Respon B Respon B Respo
X se X se X se X se X nse

Anchor Anchor Anchor Anchor Anchor

Connected to the same

network allows me to avail the

said network’s unlimited 5.75 A 6.05 A 5.39 A 5.74 A 5.79 A

services when contacting my

friends & associates.

Connected to the same

network allows me to easily

contact my friends &

associates.

Using the network’s package

program prompted me to

switch to the network 5.28 SA 4.99 SA 5.27 SA 5.62 A 5.36 A

preferred by my friends &

associates.

Connected to the same

network allows me to send

load credits to my friends &

associates with relative ease.

Connected to the same

program allows me to contact

friends & associates who

happen to be outside of the 5.18 SA 4.87 SA 4.95 SA 5.67 A 5.39 A

country & allows me to avail

the network’s international

package.

Total 5.45 A 5.36 A 5.25 SA 5.67 A 5.58 A
Legend:  Strongly Disagree (StrD); Disagree (D); Somewhat Disagree (SD); Neither Agree or Disagree (NAD); Somewhat Agree (SA);

Agree (A); Strongly Agree (StrA)

5.83 A 6.11 A 5.53 A 5.76 A 5.87 A

5.20 SA 4.76 SA 5.13 SA 5.56 A 5.49 A

Level of Effectiveness of Mobile Network Services Presently Available as Perceived by Mobile
Phone Users

Table 6 exhibits the respondent outcomes on the level of effectiveness of the mobile
services that are presently available. It was learned that, both on the regional level and on the city
level, respondents have Agreed on the perceived effectiveness of the mobile services that are
presently available.

Item Number Q16 (“Using the mobile network’s services allows me to establish contacts with
my family & friends more quickly”) garnered the highest mean rating from respondents in Davao
Region (X = 5.86) and specifically coming from the three cities in the region (Davao City: X = 6.13;
Tagum City: X = 5.52; Mati City: ¥ = 5.94). While in Digos City, the Item Number Q24 (“Using the
mobile network’s services improves my job performance”) received the highest mean score (X = 5.98).
The results are consistent with the TAM that was first postulated by Davis (1986) and reinforced by
succeeding studies (Ghazizadeh, 2012; Abu Ghannam, 2011; Qin et al, 2011; Venkatesh et al, 2003;
Taylor & Todd, 1995; Davis, 1993, 1989; Davis et al, 1989), thereby underscoring the usefulness of
mobile network’s services in attaining a specific objective. The usefulness of new services, which
require considerable peer interaction, is influenced by peers who also use them whether for social
or business use (Dickinger et al, 2008).



Table 6. Level of Effectiveness of Mobile Network Services Presently Available as Perceived by
Mobile Phone Users

Davao Region Davao City Tagum City Digos City Mati City
Respo
Question-Item ) Respon . Respon . Respon . Respon . nse
X se X se X se X se Ancho

Anchor Anchor Anchor Anchor -
Using the mobile network’s
services all.ows me to .establlsh 586 A 613 A 552 A 5.80 A 504 A
contacts with my family &
friends more quickly.
[ find the mobile network’s
services useful in my leisure 5.70 A 5.77 A 5.46 A 5.89 A 5.70 A
time.
Using the mobile network’s
services in my job allows me to  5.43 A 5.33 A 5.27 SA 5.75 A 5.46 A
accomplish tasks more quickly.
[ use the mobile network’s
services in accomplishing 5.43 A 5.30 A 5.38 A 5.86 A 531 A
some of my daily tasks more
quickly.
[ find the mobile network’s 5.44 A 5.41 A 5.21 SA 582 A 5.42 A

services useful in my job.

Using the mobile network’s

services helps me keep 5.54 A 5.45 A 5.42 A 5.87 A 5.52 A
updated with information.

Using the mobile network’s

services makes it easier to do 5.34 A 5.27 SA 5.22 SA 5.80 A 5.22 SA
my job.

Using the mobile network’s

services allows me to access 5.42 A 5.27 SA 5.30 A 5.80 A 5.43 A

the Internet more quickly.
Using the mobile network’s

services improves my job 5.24 SA 4.84 SA 5.24 SA 5.98 A 5.13 SA
performance.

Using the mobile network’s

services enhances my 5.26 SA 4.94 SA 5.27 SA 5.81 A 5.21 SA
effectiveness on the job.

Total 5.46 A 537 A 5.33 A 5.84 A 5.44 A

Legend: Strongly Disagree (StrD); Disagree (D); Somewhat Disagree (SD); Neither Agree or Disagree (NAD); Somewhat Agree (SA);
Agree (A); Strongly Agree (StrA)

Level of Acceptance of Mobile Network Services Presently Available as Perceived by Mobile
Phone Users

The respondent outcomes on the level of acceptance of mobile network services that are
presently available are reflected in Table 7. Overall, the respondents have Agreed (X = 5.42) in the
region and that the respondents from the 3 citiesAgreed on the acceptability of the mobile services
save for the respondents from Tagum City whoSomewhat Agreed(X = 5.16)only to its acceptability.
This is consistent with Davis’ (1989) belief that the easiness of using a mobile network carrier’s
services represents an intrinsically motivating aspect between human and computer interaction,
which can have a direct effect on how these services will be adopted.

The results varied across the 4 cities in the region, as both Davao City (X = 5.83) and Mati City (X =
5.64) gave the highest mean scores on Item Number Q26 (“Learning the mobile network’s services is
easy for me”). Respondents from Tagum City gave the highest mean rating (X = 5.26) on Item
Numbers Q28 and Q32 (“It is easy for me to become skillful at using the mobile network’s services”).



Lastly, respondents from Digos City gave the highest mean score (¥ = 5.77) on Item Number Q29
(“The functions provided by the mobile network’s services are easy to remember”). This shows that
the adoption and usage of a mobile network carrier hinges on the relative easiness of learning and
employing its services whether used by experienced or neophyte mobile phone users (Zarmpou et
al, 2012; Amin, 2008; Wang et al, 2003).

Table 7. Level of Acceptance of Mobile Network Services Presently Available as Perceived by Mobile

Phone Users

Question-Item

Davao Region

Davao City

Tagum City

Digos City

Mati City

Respon
se
Anchor

X

Respon
se
Anchor

Respon
se
Anchor

X

Respon
se
Anchor

I

Respo
nse
Ancho
r

Learning the mobile network’s
services is easy for me.

[ find it easy to get the mobile
network’s services to do what
[ want it to do.

In general, I find the mobile
network’s services to be easy
to use & access.

The functions provided by the
mobile network’s services are
easy to remember.

I find the mobile network’s
services to be flexible in
interacting with other mobile
networks.

My interaction with the mobile
network’s services is clear &
understandable.

It is easy for me to become
skillful at using the mobile
network’s services.

[ find the system response
time of the mobile network’s
services to be faster.

I find the mobile network’s
services to be secure with
regards to protecting my
personal information when
accessing the Internet.

I find the mobile network’s
services to be secure with
regards to securing my load
credits.

5.60

5.48

5.60

5.52

5.44

5.47

5.45

5.36

5.26

5.03

A

SA

SA

5.83

5.56

5.80

5.63

5.55

5.57

5.50

5.35

4.95

A

SA

SA

5.17

5.22

5.26

5.17

521

5.21

5.26

5.18

5.16

4.76

SA

SA

SA

SA

SA

SA

SA

SA

SA

SA

5.76

5.63

5.74

5.77

5.62

5.73

5.67

5.61

5.52

5.40

A

5.64

5.53

5.62

5.54

5.42

5.43

5.43

5.38

5.30

5.11

A

SA

Total

5.42

A

5.49

A

5.16

SA

5.65

A

5.44

A

Legend:  Strongly Disagree (StrD); Disagree (D); Somewhat Disagree (SD); Neither Agree or Disagree (NAD); Somewhat Agree (SA);
Agree (A); Strongly Agree (StrA)

Network Subscription Decisions of Mobile Phone Users from the 4 Selected Cities in the

Davao Region

Table 8 exhibits the results on the network subscription decisions of mobile phone users. In
general, the respondents in the Davao Region haveSomewhat Agreed(X = 5.05)to the manner by
which they come up with network subscription decisions in reference to the available mobile



services. Item Number Q36 (“I am satisfied with my decision to use my mobile service carrier”)
garnered the highest mean rating (X = 5.58) among respondents in the Davao Region.

Item Number Q37 (“I think I did the right thing by using mobile services from my mobile
service carrier”) received the highest mean score in Davao City (X = 6.02). Also, the Item Number
Q36 generated the highest mean score in Tagum City (X = 5.08) and Mati City (X = 5.58). Further, the
Item Number Q38 (“My choice to use my mobile service carrier was a wise one”) generated the
highest mean score in Digos City (X = 5.74). This is consistent with the findings of Choudhury and
Karahanna (2008) wherein a positive decision is made when there is perceived relative advantage
on using a particular innovation. Knowledge of the benefits that can be derived out of the mobile
services is also essential in forming stable behavioral intentions (Karahanna et al, 1999; Ajzen,
1991), leading towards the formulation of definite subscription decisions.

Table 8. Network Subscription Decisions of Mobile Phone Users from the 4 Selected Cities in the
Davao Region

Davao Region Davao City Tagum City Digos City Mati City
Respo
Question-Item ) Respon ) nse ) Respon . Respon . Respon
b% se Ancho X se b% se X se
Anchor - Anchor Anchor Anchor
I am satisfied with my decision
to use my mobile service 5.58 A 6.02 A 5.08 SA 5.58 A 5.58 A

carrier.

I think I did the right thing by

using mobile services frommy  5.56 A 6.02 A 5.03 SA 5.61 A 5.56 A
mobile service carrier.

My choice to use my mobile
service carrier was a wise one.
Using a mobile phone with
dual SIM capability allows me
to use more than one mobile
service carrier.

Using a mobile phone with no
dual SIM capability prevents
me from using more than one
mobile service carrier.

In general, the costs in time,
money, & effort in using more
than one mobile service
carrier would be high.

As a whole, I would spend a lot
& lose a lot if I use more than 5.08 SA 4.92 SA 4.97 SA 5.50 A 5.06 SA
one mobile service carrier.

[ think I did the right thing by

subscribing to more than one 4.98 SA 4.61 SA 4.78 SA 5.49 A 5.20 SA
mobile service carrier.
Generally, the costs in time,
money, effort, & grief to switch
from the previous mobile
service carrier would be high.
Considering everything, the
costs to stop doing business
with my mobile service carrier ~ 4.97 SA 4.68 SA 491 SA 5.38 A 5.06 SA
& starting up with a new
carrier would be high.
Overall, I would spend a lot &
lose a lot if I switched from

5.54 A 5.94 A 5.07 SA 5.74 A 5.45 A

5.24 SA 5.43 A 4.67 SA 5.62 A 531 A

5.05 SA 4.92 SA 4.68 SA 5.60 A 5.16 SA

5.24 SA 5.21 SA 4.96 SA 5.58 A 5.30 A

5.01 SA 4.76 SA 4.89 SA 5.60 A 4.99 SA

5.07 SA 4.80 SA 4.97 SA 5.67 A 5.04 SA




Davao Region Davao City Tagum City Digos City Mati City
Respo
Question-Ttem . Respon ) nse . Respon ) Respon ) Respon
X se Ancho se X se X se
Anchor - Anchor Anchor Anchor
one mobile service carrier to
another.
[ am satisfied with using more
than one mobile service 5.13 SA 4('98 SA 428 SA 5('36 A Séz SA
carrier.
Iam sat1§f1ed w1.th using only 512 SA 5.2 SA 4.8 SA 5.5 A 5.0 SA
one mobile service carrier. 3 0 7 0
[ feel badly regarding my
dec1§10n to C.hoose my rpoblle 411 NAD 33 D 41 NAD 5.2 SA 4.0 NAD
service carrier for mobile 4 5 7 9
services.
[ am unhappy that I use the
mobile services from my 4.06 NAD 350 SD 4i2 NAD 5(')3 A 4é1 NAD
mobile service carrier.
4.9 4.8 5.5 5.0

Total 5.05 SA 2 SA 0 SA 5 A 3 SA

Legend:  Strongly Disagree (StrD); Disagree (D); Somewhat Disagree (SD); Neither Agree or Disagree (NAD); Somewhat Agree (SA);

Agree (A); Strongly Agree (StrA)

Test of Significant Predictability Between the Social Influences of Mobile Phone Users in the
Davao Region and their Perceived Level of Effectiveness on the Mobile Network Services

In determining the stepwise regression model fit between the social influences of mobile
phone users and their perceived level of effectiveness on the mobile network services that are
presently available, Table 9 presents the model diagnostic results for the mobile phone users from
the selected cities in the Davao Region.

Table 9.Model Summaryd of Stepwise Fit Regarding the Social Influences of Mobile Phone Users in

the Davao Region and their Perceived Level of Effectiveness on the Mobile Network Services

Model Factors B t Sig. Variance Inflation Factor
1 (Constant) 1.528 8.080™ 0.000
Reference Groups 0.722 21.202" 0.000 1.000
Ra=0.708; R2=0.501;@ R =0.500; F = 449.505™; Sig.= 0.0002
(Constant) 1.141 5.989" 0.000
2 Reference Groups 0.463 8.984™ 0.000 2.498
Family Influences 0.326 6.500™ 0.000 2.498
Rb=0.738; Rz2=0.544;8 R =0.542; F = 266.576™; Sig.= 0.000P
(Constant) 0.999 5.289" 0.000
3 Reference Groups 0.386 7.265™ 0.000 2.772
Family Influences 0.285 5711 0.000 2.581
Social Class 0.160 4.631" 0.000 1.590

Re=0.752; R2=0.565; @ R=0.562; F = 192.994"; Sig.= 0.0005; DW = 1.773

a. Predictors: (Constant), Reference Group

b. Predictors: (Constant), Reference Group, Family Influence

c. Predictors: (Constant), Reference Group, Family Influence, Social Class

d. Dependent Variable: Level of Effectiveness of Mobile Services as Perceived by Mobile Phone Users

. Significant at 0.01 level of significance.



The prediction expression generated for this model is presented below:

Level of Effectiveness of Mobile Services as
Perceived by Mobile Phone Users = 0.999 + Reference Groups*0.386 + Family
Influences*0.285 + Social Class*0.160

= 0.999 + (5.45%0.386) + (5.52%0.285) +
(4.94*0.160)

= 5.47 (Agree)

Test of Significant Predictability Between the Social Influences of Mobile Phone Users in the
Davao Region and their Perceived Level of Acceptance on the Mobile Network Services

Table 10 reveals the best model results for mobile phone users in the selected cities in the
Davao Region. In comparing their social influences with their level of acceptance of mobile network
services that are presently available, model diagnostic results yielded the following:

Table 10. Model Summary? of Stepwise Fit Regarding the Social Influences of Mobile Phone Users in
the Davao Region and their Perceived Level of Acceptance on the Mobile Network Services

Model Factors B t Sig. Variance Inflation Factor
1 (Constant) 1.906 9.723™ 0.000
Reference Groups 0.645 18.264™ 0.000 1.000
Ra=0.653; R2=0.427;8 R=0.426; F = 333.566™; Sig.= 0.0002
(Constant) 1.529 7.699™ 0.000
2 Reference Groups 0.392 7.301* 0.000 2.498
Family Influences 0.318 6.082™ 0.000 2.498
Rb=0.686; R2=0.471;@ R =0.468; F = 198.676™; Sig.= 0.000b
(Constant) 1.390 7.042* 0.000
Reference Groups 0.317 5.711* 0.000 2.772
3 Family Influences 0.278 5.329" 0.000 2.581
Social Class 0.156 4.308™ 0.000 1.590

Re=0.701; R2=0.492; @ R = 0.488; F = 143.839™; Sig.= 0.0005; DW = 2.000

a. Predictors: (Constant), Reference Group

b. Predictors: (Constant), Reference Group, Family Influence

c. Predictors: (Constant), Reference Group, Family Influence, Social Class

d. Dependent Variable: Level of Effectiveness of Mobile Services as Perceived by Mobile Phone Users
. Significant at 0.01 level of significance.

The prediction expression generated for this model is presented below:

Level of Acceptance of Mobile Services as

Perceived by Mobile Phone Users = 1.390 + Reference Groups*0.317 + Family
Influences*0.278 + Social Class*0.156

= 1.390+ (545%0.317) + (5.52*0.278) +
(4.94%0.156)

= 5.42 (Agree)



Test of Significant Predictability Between the Mobile Phone User’s Behavioral Beliefs
Towards Mobile Network Services and their Network Subscription Decisions

Exhibited in Table 11 is the best model diagnostic result for network subscription decisions of
respondents, when compared to their perceived level of effectiveness of mobile services.

Table 11. Model Summaryc of Stepwise Fit Regarding the Mobile Phone User’s Behavioral
BeliefsTowards Mobile Network Services and their Network Subscription Decisions

Model Factors B t Sig. Variance Inflation Factor

(Constant) 1.765 11.096 0.000
1 Level of Acceptance of Mobile Services as
Perceived by Mobile Phone Users

Ra=0.705; R2=0.497;@ R = 0.496; F = 442.665"; Sig.= 0.0002

0.606 21.040™  0.000 1.000

(Constant) 1.349 8.486 0.000
Level of Acceptance of Mobile Services as "
2 Perceived by Mobile Phone Users 0.389 9.949 0.000 2.081

Level of Effectiveness of Mobile Services as
Perceived by Mobile Phone Users

Rb=0.746; R2=0.556;8 R = 0.554; F = 279.968™; Sig.= 0.000>; DW = 1.677

a. Predictors: (Constant), Level of Acceptance of Mobile Services as Perceived by Mobile Phone Users

b. Predictors: (Constant), Level of Acceptance of Mobile Services as Perceived by Mobile Phone Users, Level of Effectiveness of Mobile
Services as Perceived by Mobile Phone Users

c. Dependent Variable: Network Subscription Decisions of Mobile Phone Users

™. Significant at 0.01 level of significance.

0.292 7.713" 0.000 2.081

The prediction expression generated for this model is presented below:

Network Subscription Decisions of

Mobile Phone Users = 1.349 + Level of Acceptance of Mobile
Services as Perceived by Mobile Phone
Users *0.389 + Level of Effectiveness of
Mobile Services *0.292

= 1.390 + (5.42*0.389)+(5.46%0.292)

= 5.05 (Somewhat Agree)

Test of Significant Predictability Between the Level of Effectiveness of Mobile Network
Services as Perceived by Mobile Phone Users in the Davao Region and the Level of
Acceptance of Mobile Network Services

Depicted in Table 12 is the best model diagnostic result for the level of acceptance of mobile
services of respondents, when compared to their perceived level of effectiveness.

Table 12. Model Summary® of Stepwise Fit between the Mobile Phone User’s Perceived Level of
Effectiveness on the Mobile Network Services and their Perceived Level of Acceptance

Model Factor B t Sig. Variance Inflation Factor

(Constant) 1.611 9.130 0.000

Level of Effectiveness of Mobile Services as

Perceived by Mobile Phone Users 0.697 22.006 0.000 1.000




Ra=0.721; R2=0.519;@ R = 0.518; F = 484.270™; Sig.= 0.0002; DW = 1.866

a. Dependent Variable: Level of Acceptance of Mobile Services as Perceived by Mobile Phone Users
™. Significant at 0.01 level of significance.

Level of Acceptance of Mobile Services as

Perceived by Mobile Phone Users = 1.611 + Level of Effectiveness of Mobile
Services as Perceived by Mobile Phone
Users*0.697

= 1.611 + (546*0.697)

= 5.42 (Agree)

In sum, the regression models presented in Table 13 generated responses consistent to the
theories and empirical studies conducted pertaining to social influences (Khan &Allil, 2010; Zhang
& Mao, 2008; Ma, 2007; Muk, 2007; Bauer et al, 2005; Solomon, 2004; Teo&Pok, 2003; Venkatesh et
al, 2003; Bandura, 2001; Blackwell et al, 2001; Sweeney &Soutar, 2001; Pavlou& Stewart, 2000;
Venkatesh, 2000), effectiveness (Mafé et al, 2009; Cheong & Park, 2005; Chiu et al, 2005;
Pikkarainen et al, 2004; Venkatesh et al, 2000) and acceptance (Suki, 2011; Haque et al, 2010;
Amin, 2008; Wang et al, 2003; Sun & Zhang, 2006; Davis, 1989) of mobile services, and network
subscription behavior (Noor et al, 2013; Grzybowski& Pereira, 2011; Amante&Vareda, 2010;
Beneke et al, 2010; Yang & Jolly, 2009; Okazaki, 2004).

Table 13. Summary of Research Hypotheses Testing Using Stepwise Regression Analysis

Hypothesis Description Results
Social influences of mobile phone users do not significantly predict the Can Significantly

Hi perceived level of effectiveness of mobile services. Predict
Social influences of mobile phone users do not significantly predict the Can Significantly

Hz perceived level of acceptance as to the mobile services. Predict
Mobile phone user’s behavioral beliefs towards mobile network services Can Significantly

Hs cannot significantly predict their network subscription decisions. Predict

Mobile phone user’s perceived level of acceptance as to the mobile services L

s e . . - . Can Significantly

H4 does not significantly predict their perceived level of effectiveness on the Predict

mobile services.

Structural Modeling Analysis of the Network Subscription Decisions of Mobile Phone Users
in Davao Region

Fit indices result on the specification of the structural model, as depicted in Table 14, did
not establish a marginal model fit although the model itself is found to be significant at a 0.01 level
of significance with the significance value of 0.000. Based on the results, the researcher considered
the respecification of the structural model to improve its model fit through further purification of
observed variables as underscored by its modification indices (MI). In this manner, the
respecification process allows the researcher to eliminate overlap in item content (Byrne) that may
reflect bias and social desirability (Aish& Joéreskog, 1990). Further, this process allows the
researcher to remain consistent to the Modified TAM espoused by Venkatesh and Davis (1996) and
supported by other researchers (Ghazizadeh et al, 2012; Wu & Wang, 2005; Gentry &Calantone,
2002; Brown et al, 2002, Jantan et al, 2001).



Table 14. Structural Relations for the Specification of the Structural Model - Fit Indices for the
Network Subscription Decisions of Mobile Phone Users in the Davao Region

Goodness of Fit Measures Reco\r;;rl’rzlinded Jgﬁt\gﬁe Comment
Relative/Normed Chi-Square Ratio (x2/df) <5.00 5.9316 Above accepted range.
p Value for Test of Close Fit (pClose) <0.10 0.0000 Within accepted range.
Root Mean Square Error of Approximation (RMSEA) <0.08 0.1048 Above accepted range.
Root Mean Square Residual (RMR) <0.08 0.2153 Above accepted range.
Standardized Root Mean Square Residual (SRMR) <0.08 0.1065 Above accepted range.
Normed Fit Index (NFI) >0.90 0.6776 Below accepted range.
Tucker-Lewis Index (TLI) >0.90 0.7006 Below accepted range.
Comparative Fit Index (CFI) =0.90 0.7157 Below accepted range.
Goodness of Fit Index (GFI) >0.90 0.4825 Below accepted range.
Adjusted Goodness of Fit Index (AGFI) >0.90 0.4327 Below accepted range.

In Figure 6, the standardized regression coefficients among the identified observed
variables have indicated “medium” to “large” direct effects to the structural model. This is
specifically evident when looking at the Effectiveness of Mobile Services and Acceptance of Mobile
Services latent constructs, where its standardized regression coefficients are greater than 0.50
thereby exhibiting a “large” direct effect between observed variables and the latent construct.

While the fit indices of the structural model have pointed out to its lack of model fit, it has met the
local minimum fit given the successful estimation of the variances and covariances between
observed and latent constructs. However, certain observed variables would have to be reviewed as
they have exhibited higher MI than the default threshold for MI of 4.00 (Joreskog&Sérbom, 1986).
These improvements should reduce the chi-square statistic at a value equal to the minimum
required to produce statistical significance at the alpha risk of 0.05 (Reinard, 2006).

In the conduct of structural model analysis through paths, the critical ratio (C.R.) is used as one of
the tools for selectively eliminating parameters (Joreskog&Soérbom, 1993). Byrne (2010) noted that
a C.R. value of greater than 5.00 is considered as a violation of multivariate normality, while Kline
(2012) preferred a C.R. value of less than 8.00 as acceptable. For this study, Byrne’s C.R. criterion
value is used.
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Figure 6.Structural Model Specification for the Network Subscription Decisions of Mobile Phone Users
from the Selected Cities in the Davao Region



The results of the structural model analysis, as reflected in Table 15, revealed that most
regression paths are significant at a 0.01 level of significance. However, the path from Reference
Group to Acceptance is deemed as not significant at a 0.05 level of significance. Even if most of the
paths are deemed significant and supports their associated hypotheses, a respecification of the
structural model is necessary given the results of the fit indices during its specification process.

Table 15. Standardized Path Estimates for the Specified Structural Model for the Network
Subscription Decisions of Mobile Phone Users in the Davao Region

Path Estimate t-value Critical Ratio p-value
Hia: Family Influence@Effectiveness 0.199 0.060 3.307 <0.001"
Hib: Social Class@Effectiveness 0.273 0.043 6.275 <0.001"
Hic: Reference Group@Effectiveness 0.245 0.059 4117 <0.001"
Hza: Family Influence@Acceptance 0.281 0.070 4.040 <0.001"
Hzp: Social Class@Acceptance 0.153 0.049 3.156 0.002"
Hac: Reference Group@Acceptance 0.070 0.068 1.041 0.298ns
Hsa: Effectiveness@Network Subscription Decision 0.356 0.056 6.374 <0.001"
H3b: Acceptance@Network Subscription Decision 0.448 0.050 8.921 <0.001"
Hs: Effectiveness@Acceptance 0.459 0.068 6.720 <0.001"

x2=6898.420 (d.f. = 1163)

* = Significant at 0.01 level of significance

** = Significant at 0.01 level of significance

n.s. = Not significant at 0.05 level of significance

Structural Model Respecification (1st Stage)

Respecification of structural models is conducted based on improving the fit indices
resulting from the tests of the original model (Jéreskog&Sérbom, 1993). It should be noted,
however, that any causal relationship arising from the respecification of the original model must be
theoretically acceptable (Johnston, 2006).

In the first respecification of the original structural model, respecification is made between
observed variables in each of the 6 latent constructs. As gleaned in Table 16, absolute fit indices
(x2/df = 3.771; SRMR = 0.0855) and noncentrality-based fit index (RMSEA = 0.079) for the
structural model have improved after the respecification thereby indicating an acceptable fit to the
data about its minimum criteria as mentioned earlier. Other goodness-of-fit indices (NFI = 0.798;
TLI = 0.832; CFI = 0.842; GFI = 0.646; AGFI = 0.606) may have improved during the respecification
process, as it is now closer to 1, though it is still considered as far from acceptable.

Table 16. Structural Relations for the First Stage of the Respecified Testing of the Structural Model -
Fit Indices for the Network Subscription Decisions of Mobile Phone Users in the Davao Region

Goodness of Fit Measures Recommended Structural Model Comment
Value Value
Relative/Normed Chi-Square Ratio (x2/df) <5.00 3.771 Within accepted range.
p Value for Test of Close Fit (pClose) <0.10 0.000 Within accepted range.
Root Mean Square Error of Approximation (RMSEA) <0.08 0.079 Within accepted range.
Root Mean Square Residual (RMR) <0.08 0.166 Above accepted range.
Standardized Root Mean Square Residual (SRMR) <0.08 0.0855 Within accepted range.
Normed Fit Index (NFI) >0.90 0.798 Below accepted range.
Tucker-Lewis Index (TLI) > 0.90 0.832 Below accepted range.
Comparative Fit Index (CFI) >0.90 0.842 Below accepted range.
Goodness of Fit Index (GFI) >0.90 0.646 Below accepted range.

Adjusted Goodness of Fit Index (AGFI) >0.90 0.606 Below accepted range.




In the respecification process, certain observed variables are found to have a high degree of
overlap as to item content due to substantially high MI values as revealed in Figure 7. These
observed variables should be respecificed to improve the fitness of the structural model. These
redundancies, also known as measurement error covariances (Byrne, 2010), are derived from
characteristics that are specific either to the items or to the respondents (Aish&]Joreskog, 1990).
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Figure 7.First Stage of the Respecified Structural Model for the Network Subscription Decisions of
Mobile Phone Users from the Selected Cities in the Davao Region

In the respecification process, the question items in each latent construct are identified for
their similarities in characteristics. For Family Influences, the question items Q1 <-->Q2 (MI =
44.481); and, Q4 <--> Q5 (MI = 55.377) are respecified. Question items Q9 <--> Q10 (MI = 179.601)
are respecified for Social Class. Lastly, question items Q11 <--> Q12 (MI = 47.064); and, question
items Q14 <--> Q15 (MI = 128.341) under Reference Group are respecified.

Question items Q16 <--> Q17 (MI =98.874); Q18 <--> Q19 (MI = 27.688); and, Q24 <--> Q25
(MI = 241.663) are respecified under the Effectiveness of Mobile Services. The question items that
are respecified under the Acceptance of Mobile Services are: Q26 <--> Q27 (MI = 117.582); Q30 <-->
Q31 (MI = 26.523); and, Q34 <--> Q35 (MI = 73.721). Finally, the respecified question items under
the Network Subscription Decisions are: Q36 <--> Q37 (MI = 278.236); Q41 <--> Q42 (MI = 98.353);



Q43 <--> Q47 (MI = 175.487); Q45 <--> Q46 (MI = 84.473); and, Q49 <--> Q50 (MI = 286.006).
These question items are to be respecified, with the intent of improving the model’s fit indices,
since these are believed to have shared similar characteristics.

In the results of the respecified model presented in Table 17, the paths from the exogenous
variables (Family Influence, Social Class) to Effectiveness and Acceptance of Mobile Services are not
significant at a 0.05 level of significance except the Reference GrouplEffectiveness path. The paths
from the endogenous variables (Effectiveness, Acceptance) to Network Subscription Decisions and
the path from Acceptance to Effectiveness are appraised as highly significant at a 0.01 level of
significance. With the respecifiction of the original model, the hypothesized relationships between
Social Influences (excluding Reference GroupllEffectiveness path) as well as Effectiveness and
Acceptance of Mobile Services are rejected after it is significant in the original model. Along with
the need to further improve the model fit indices, the researcher decided to proceed with the
second respecification stage.

Table 17. Standardized Path Estimates for the First Respecified Structural Model for the Network
Subscription Decisions of Mobile Phone Users in the Davao Region

Path Estimate t-value Critical Ratio p-value
Hia: Family InfluenceBEffectiveness 0.017 0.305 0.055 0.956ns.
Hip: Social Class@Effectiveness 0.091 0.062 1.464 0.143ns.
Hic: Reference GroupBEffectiveness 0.658 0.335 1.964 0.050"
Hza: Family Influence@Acceptance 0.065 0.313 0.207 0.836ns:
Hzp: Social Class@Acceptance 0.073 0.064 1.138 0.255ns.
Hzc: Reference Group@Acceptance 0.399 0.360 1.108 0.268ns.
H3: Effectiveness@Network Subscription Decision 0.362 0.059 6.120 <0.001™
Ha: Acceptance@Network Subscription Decision 0.510 0.055 9.327 <0.001™
Hs: AcceptancellEffectiveness 0.440 0.082 5.354 <0.001™

x% = 4325.787 (d.f. = 1147)
** = Significant at 0.01 level of significance
n.s. = Not significant at 0.05 level of significance

Final Respecification of the Structural Model

In the final respecification stage of the model, the researcher placed emphasis on the
specification of the cross-loading of observed variables across alternate latent constructs. Cross-
loading of observed variables is done with the intent of identifying variables that are deemed as
problematic and required content revision (Byrne, 2010), with the intention of correcting it and
have it load on a more appropriate latent construct.

In the final respecification of the structural model, the goodness-of-fit statistics have yielded
favorable results as exhibited in Table 18. Absolute fit indices (x2/df = 3.744; SRMR = 0.0842) and
noncentrality-based fit index (RMSEA = 0.078) for the structural model have improved after further
respecification thus demonstrating an acceptable model fit. In addition, other goodness-of-fit
indices (NFI = 0.799; TLI = 0.833; CFI = 0.844; GFI = 0.650; AGFI = 0.611) have improved after final
stage of the respecification process.



Table 18. Structural Relations for the Final Respecified Testing of the Structural Model - Fit Indices
for the Network Subscription Decisions of Mobile Phone Users in the Davao Region

Recommended  Structural Model

Goodness of Fit Measures Comment
Value Value
Relative/Normed Chi-Square Ratio (x2/df) <5.00 3.744 Within accepted range.
p Value for Test of Close Fit (pClose) <0.10 0.000 Within accepted range.
Root Mean Square Error of Approximation (RMSEA) <0.08 0.078 Within accepted range.
Root Mean Square Residual (RMR) <0.08 0.164 Above accepted range.
Standardized Root Mean Square Residual (SRMR) <0.08 0.0842 Within accepted range.
Normed Fit Index (NFI) >0.90 0.799 Below accepted range.
Tucker-Lewis Index (TLI) >0.90 0.833 Below accepted range.
Comparative Fit Index (CFI) >0.90 0.844 Below accepted range.
Goodness of Fit Index (GFI) >0.90 0.650 Below accepted range.
Adjusted Goodness of Fit Index (AGFI) >0.90 0.611 Below accepted range.

In the second and final stage of respecification of the structural model, one observed
variable is identified and cross-loaded onto an alternate latent construct from the latent construct
that it was originally designed to load. As depicted in Figure 8, question item number Q6 (“People
who are important to me think that I should use the mobile network carrier”) is identified as
problematic and in need of content revision as it is specified to load more onto an alternate latent
construct (Acceptance of Mobile Services) apart from its original latent construct (Social Class). This
is in reference to its generated MI value of 18.712 for the AcceptanceQ6 path.
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Figure 8.Results of the Final Respecified Structural Model for the Network Subscription Decisions of
Mobile Phone Users from the Selected Cities in the Davao Region



In looking at its empirical reasoning behind the cross-loading of the identified observed
variable, the researcher can draw parallels on the studies conducted by Rao and Troshani (2007)
wherein the acceptance of technology is certain especially when users look upon the degree of
difficulty in using especially mobile technology and services. The simplicity of SMS (Xu et al, 2006),
which is popular among the mobile phone users in the Davao Region, is instrumental in
determining the acceptance of mobile services. This runs consistent to Suki’s (2011) findings, which
highlights the simplicity of mobile services as a critical factor for its acceptance.

Since price can be taken in as a factor in the acceptance of mobile services (Haque et al,
2010), the researcher believed that mobile phone users can be influenced by persons that belong to
his social class who may be critical of the prices given by the mobile network carriers on its
services. This is consistent to the findings of Mahatanankoon et al (2005), wherein social value is
crucial.

As exhibited in Table 19 the results of the path analysis on the final respecification of the
structural model yielded paths from the exogenous variables (Family Influence, Social Class) to
Effectiveness and Acceptance of Mobile Services that are believed to be not significant at the 0.05
level of significance. However, the Reference GroupB®Effectiveness path is evaluated as significant at
the 0.05 level of significance. The paths from the endogenous variables (Effectiveness, Acceptance)
to Network Subscription Decisions and the path from Acceptance to Effectiveness are appraised as
significant at a 0.01 level of significance. This means that the reference groups, among the social
influence factors, influence the perceived effectiveness of mobile services. Further, the mobile
phone users’ network subscription decisions can be affected by their perceived effectiveness and
their acceptance of mobile services.

Table 19. Standardized Path Estimates for the Final Respecification of the Structural Model for the
Network Subscription Decisions of Mobile Phone Users in the Davao Region

Path Estimate t-value Critical Ratio p-value
Hia: Family Influence@Effectiveness 0.012 0.308 0.040 0.968ns.
Hip: Social Class@Effectiveness 0.102 0.078 1.313 0.189ns.
Hic: Reference GroupBEffectiveness 0.677 0.333 2.032 0.042"
Hza: Family Influence@Acceptance 0.061 0.316 0.194 0.846ns.
H2p: Social Class@Acceptance 0.047 0.080 0.590 0.555ns.
Hzc: Reference Group@Acceptance 0.434 0.360 1.205 0.228ns
Hsa: Effectiveness@Network Subscription Decision 0.362 0.059 6.109 <0.001*
H3b: Acceptance@Network Subscription Decision 0.511 0.055 9.340 <0.001™
Ha: Acceptance@Effectiveness 0.445 0.083 5.342 <0.001"

x2=4290.897 (d.f. = 1146)

* = Significant at 0.05 level of significance

** = Significant at 0.01 level of significance

n.s. = not significant at 0.05 level of significance

In the final analysis of the respecified structural model, social influence variables are found
to have a negative effect in inducing the mobile phone user’s perceptions regarding the
effectiveness and acceptance of mobile services presently offered by mobile network carriers. This
runs contrary to the findings of the researchers regarding the effect of social influences (Noor et al,
2013; Wang et al, 2013; Abadi et al, 2011; Atilgan-Inan&Karaca, 2011; Abu Ghannam, 2011; Sykes
et al, 2009; Hsu & Lu, 2004; Taylor & Todd, 1995; Venkatesh& Davis, 2000) in the acceptance and
usage of technology. Further, this runs contrary to empirical studies conducted regarding user
adoption of multi-person applicationsandtechnologies like online games (Hsu & Lu, 2004),



enterprise resource planning systems (Nocera&Dunckley, 2007), electronic messaging (Rice et al,
1990), and blogging (Hsu & Lin, 2008).

As a subjective norm, it is believed to be consistent with the findings of Davis et al (1989)
when it was first dropped from the TAM as it was found to be a weak predictor of technology usage
behavior since “the specific application studied, word processing, is fairly personal and individual, and
may be driven less by social influences compared to more multi-person applications (p. 998)”. This
was supported by subsequent researches (Song & Kim, 2006; Venkatesh et al, 2003; Ajzen, 1991).
Further, it was only able to generate a relatively small magnitude of influence when compared to
attitude and other constructs (Bagozzi& Lee, 2002).

Consequently, Ajzen et al (2004) reflected that performing socially desirable behaviors can
be at times overestimated by intentions. This discrepancy is further highlighted in a study by
Sheeran (2002), wherein 26-57% of the participants failed to carry out their intention to use
condoms, to undergo a cancer screening, or to exercise. Ajzen et al (2011) pointed out that, in spite
of sufficient factual information provided, people continue to take unnecessary risks or engage in
socially undesirable behavior. Oftentimes, people failed to act in line with their stated intention due
to a lack of congruity between intentions and behavior (Ajzen, 2005). Going through this line of
thought, it can be taken that mobile phone users could have the tendency to not follow social
influences as basis for their network subscription decisions and rely instead on personal knowledge
and understanding.

The rest of the paths appear to be statistically significant in reference to the recommended
values and the final respecified structural model exhibits satisfactory fit (x2/df = 3.744; SRMR =
0.0842; RMSEA = 0.078), consistent to the researches espousing the use of TAM, TRA and TPB in
influencing behavioral intentions specifically on network subscription albeit marginally considering
the other goodness-of-fit results (NFI = 0.799; TLI = 0.833; CFI = 0.844; GFI = 0.650; AGFI = 0.611)
in spite of its improvement. It can be said that, based on the results of the study as reflected in Table
20, that mobile phone users look up to the two individual beliefs (effectiveness and acceptance) as
basis for mobile network carrier adoption leading to network subscription decisions regardless of
whether social influences offer positive or negative effect to the said beliefs. However, it should be
noted that reference groups have a profound effect on the respondents’ perceived effectiveness of
mobile services that are currently available.

Table 20. Summary of Research Hypotheses Testing Results Based on the Final Respecification of
the Structural Model for the Network Subscription Decisions of Mobile Phone Users in the Davao
Region

Hypotheses Structural Path Results
Hia Family InfluenceEffectiveness Not Supported
Hip Social ClassEffectiveness Not Supported
Hie Reference GroupEffectiveness Supported
Haa Family InfluenceAcceptance Not Supported
Hap Social ClassAcceptance Not Supported
Hae Reference GroupAcceptance Not Supported
Hsa EffectivenessNetwork Subscription Decision Supported
H3p AcceptanceNetwork Subscription Decision Supported

Ha EffectivenessAcceptance Supported




CONCLUSIONS

In reference to the outcomes of the stepwise multiple regression analyses, it can be
concluded that social influence variables can significantly predict the respondents’ two individual
behaviors (Effectiveness and Acceptance). Family Influence was found to be the strongest predictor
when compared to the other social influence variables. Also, it was learned that the respondents’
perceived level of effectiveness and acceptance of mobile services can significantly predict their
network subscription decisions. Lastly, the respondents’ level of effectiveness was learned to be
highly significant in predicting their perceived level of acceptance of the mobile services.

As to the outcomes of the structural analysis of the model, the final respecification of the model
yielded satisfactory model results. Two social influence latent variables (Family Influence and Social
Class) were found to be insignificant in predicting the respondents’ perceived effectiveness while all
the social influence latent variables were learned to be insignificant in affecting the perceived
acceptance of mobile services, leading to their network subscription decisions. Further, the two
individual behaviors (Effectiveness and Acceptance) were found to be highly significant in predicting
the respondents’ network subscription decisions on the mobile service carriers that are presently
available. As a final point, the respondents’ effectiveness was learned to be highly significant in
predicting their perceived acceptance of the mobile services presently available.
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