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ABSTRACT

Responding to the arrival of the digital convergence era, the question arises of how to win
in the emerging markets of cable system operators (CSO), in terms of brand and products, in
Taiwan. What types of value-added paid service should a CSO provide in order to satisfy
consumer needs whilst responding to the wide variety of consumer life styles at the same time?
These factors need to be urgently considered because they are issues that CSOs need to
understand now. The authors adopted two rigorous research steps for the study, namely a
qualitative research at the beginning and a quantitative research method at the end.

Therefore, this study aims to observe consumers in accordance with the lifestyle theory. It
proposes and explores the impact of the four believes of perceived usefulness, perceived ease of
use, trialability, and perceived playfulness on the outcome variable of the intention to use
behavior of consumers.

Finally, based on the research results, for CSOs, the authors of this study propose practical
suggestions regarding the management of the distinctive groups and thus expect the CSOs to
develop services that are appropriate and attractive for these different groups to use.
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