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ABSTRACT

This study applies the exploratory field study to discover the significant variables
between heavy and light users in mobile telecommunication industry. The results of this
study provide groundwork for later, more systematic hypothesis testing. It also gives the
usage level prediction of new mobile phone applicants.

From the two-stage cluster analysis, two groups of heavy users and light users are
identified. The results suggest that the duration of mobile phone accounts is significantly
longer in heavy user group. Light user group is more often to delay the bill payment, while
heavy users utilize more of the international calling program. This study employed the
discriminant analysis to develop the prediction model of heavy and light user groups, with
an accuracy rate of 86.44%.
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