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New mobile digital communication technologies present opportunities for advertisers to capitalize on the evolving relationships of 
consumers with their mobile devices and their desire to access enhanced information services while mobile (m-services). Consumers 
already use mobile devices (cell phones, personal mobile digital assistants) for traditional phone calls and message handling (e.g., 
Kalakota and Robinson, 2002; Sullivan Mort and Drennan, 2002). The combination of rapidly developing mobile digital technology and high 
uptake rates of mobile devices presents enormous potential for delivery of m-services through these devices (Bitner, Brown, and Meuter, 
2000). M-services encompass a wide variety of types including the ability to trade stock, to book theater and movie tickets while accessing 
seating plans online, to send and receive text and pictures, and receive personalized direct advertising such as alerts for shopping 
bargains. Marketing communications, and specifically advertising, may be delivered as an m-service and termed m-services advertising, 
forming part of the broader category of m-services. However, advertising research has not yet addressed the area of m-services and 
needs to do so to be able to take advantage of the advanced interactivity (Yadav and Varadarajan, 2005) of mobile communication devices. 
Such advertising research is likely to help develop open attitudes and responses to new business models as has been advocated for other 
new technology such as advanced television (Tauder, 2005). In this article, we model the factors influencing the use of m-services, in the 
context of consumers' existing relationships with mobile devices. First, we address the value propositions underpinning consumer 
involvement with mobile devices. Next, we canvass the types of involvement relevant to this consumption domain and argue that 
involvement, together with personal attributes innovativeness and self-efficacy, will influence use of m-services. Finally, implications for 
advertising delivered as an m-service are discussed, the potential for m-services advertising as part of m-commerce are canvassed, and 
directions for future research identified.

MOBILE COMMUNICATIONS

The seamless integration of mobile digital technology with daily activities has a growingly pervasive impact on consumers (Sullivan Mort 
and Drennan, 2002). Wilska (2003), in a study of young people's use of mobile phones as part of their consumption styles, states that 
mobile communications are undoubtedly an important part of everyday life. As well as providing the core mobile "delivery of 
individualized/customised relationship based, timely and location specific" services to the user (Sullivan Mort and Drennan, 2002, p. 17), it 
[mobile communications] enhances efficiency and entertainment as well as increasing spontaneity (Anckar and D'Incau, 2002). It is widely 
acknowledged that mobile digital devices and mobile communications have become integrated into personal identity, for example through 
personalization of mobile devices (color and design options, ring tones, screen savers, and carry cases) and through connectivity within 
reference groups (Pura, 2003; Wilska, 2003). Indeed, the phenomenon of "grooming calls," the frequent mobile phone calls within friendship 
networks that have primarily a socio-emotional function of showing concern, solidarity and commitment, nearness and sympathy has been 
identified (Palen, Salzman, and Youngs, 2001). For many people, mobile devices are increasingly regarded as a necessity. Fitzgerald and 
Drennan (2003) have examined consumption practices surrounding mobile phones and found that some consumers express a strong sense 
of the embeddedness of mobile phones in their lives, both from a communications capability and from a security perspective. 

Consumers internalize technology such as mobile devices, e-commerce, and the internet into their lifestyles (Forrester Research Group, 
2001). This integration of technological change may provide an indication of why some people come to feel empowered through the use of 
technology, specifically their mobile devices (Funston and McNeil, 1999). This empowerment may result from freer communication without 
the constraints of physical proximity and geographic location, the ability to perform tasks more efficiently, both of a work-related and social 
nature, or the enabling of private communications (Lacohee, Wakeford, and Pearson, 2003).

Increasingly, the lifestyles and consumption habits of young people are influencing the consumption patterns of many other markets 
(Wilska, 2003). In other words, not only do youths manifest consumption styles, they also create them. For instance, the widespread use of 
text messaging was largely unforeseen by the mobile telecommunications industry. Nonetheless, it became very popular with young adults 
who even developed their own SMS language and abbreviations to make messages nearly unintelligible to outsiders (Lacohee, Wakeford, 
and Pearson, 2003). Text messaging has subsequently become popular with many other consumer segments.

Despite the importance of the mobile device itself, we suggest the relationship between the devices and the services linked to the devices, 
m-services, must also must be examined as important indicators of the way consumers are embracing mobile communications. Little 
reported empirical research is available that examines this connection and such a gap in the literature is surprising given the increasingly 
important role of mobile devices and services in the lives of many people and the growing potential of m-services as an advertising 
medium.

FACTORS INFLUENCING CONSUMER USE OF M-SERVICES 
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Hedonic and utilitarian value of mobile phones

Consumer choice is driven by utilitarian and hedonic considerations (Babin, Darden, and Griffin, 1994; Dhar and Wertenbroch, 2000). The 
consumption of many products involves both dimensions to varying degrees (Batra and Ahtola, 1991). Hedonic considerations relate to 
feelings, fantasy, and fun (Hirschman and Holbrook, 1982) while utilitarian attributes relate to qualities of usefulness (Batra and Ahtola, 
1991). It has recently been argued that the origins of involvement are little understood (Coulter, Price, and Feick, 2003) despite the large 
amount of prior research. Here we argue that involvement with a product and its purchase are influenced by the perceived degree of 
utilitarian and hedonic value of the product. We focus on these product dimensions because, as others have argued (e.g., Babin, Darden, 
and Griffin, 1994), they form a basic underlying presence across consumption phenomena. Bruner and Kumar (2005) found that the hedonic 
factor of fun significantly affected attitude toward the act of using handheld internet devices. In the case of the mobile phone, we 
hypothesize that perceptions that it is both highly useful and highly pleasurable will affect, separately and jointly, involvement with the 
product itself and the purchase of a particular product for personal use.

Involvement

Much research has been directed to the construct of consumer involvement (see Laaksonen, 1994; Laurent and Kapferer, 1985). In 
particular it has been advocated that involvement be viewed as an individual, internal state of arousal with intensity, direction, and 
persistence properties (Andrews, Durvasula, and Akhter, 1990), clearly linking involvement to a consumer's motivational state. 
Involvement is considered to derive from the perceived importance of the stimulus, "be that stimulus the product itself or the purchase 
decision task" (Mittal, 1995, p. 664). Hunt, Keaveney, and Lee (1995) in their consideration of the two major types of involvement-product 
involvement and purchase involvement-found that they did not refer to the same concept. Broderick and Mueller (1999) argue that each 
may have a separate impact on behavior. Here we consider involvement with the mobile phone product itself and with purchase of the 
mobile phone, and thus argue that each will have a separate and distinct effect on use of m-services. Consistent with prior research on the 
impact of involvement on variety of product purchased (Coulter, Price, and Feick, 2003), we hypothesize that high levels of involvement 
with the product class is likely to lead to greater use of m-services. In a similar way, we hypothesize that high involvement with the 
purchase of a mobile phone for personal use is likely to lead to greater use of m-services. 

Innovativeness

The influence of individual innovativeness on the use of new technology has long been recognized by research and has been investigated in 
relation to internet shoppers (Donthu and Garcia, 1999). Donthu and Garcia (1999) found that those who had appropriated the internet for 
shopping were significantly more innovative than noninternet shoppers. Other researchers (e.g., Agarwal and Prasad, 1997) developed and 
used the construct of personal innovativeness in the domain of information technology (PITT) to identify those who were likely to use IT 
innovations earlier than others. Results of their study showed a significant correlation between PITT and use intentions. In addition, Foxall 
and Bhate (1999), who tested a contingency model of consumer innovativeness for computer use, found that adaption-innovative attitude 
and personal involvement explained overall computer use. We therefore hypothesize that innovativeness will be positively related to m-
service use.

Self-efficacy 

Self-efficacy is defined as "beliefs in one's capabilities to mobilize the motivation, cognitive resources, and courses of action needed to 
meet given situational demands" (Wood and Bandura, 1989, p. 408). These beliefs vary on three dimensions: (1) magnitude (particular 
level of task difficulty), (2) strength (certainty of successfully performing a particular level of task difficulty), and (3) generality (the extent 
to which magnitude and strength beliefs generalize across tasks and situations) (Bandura, 1986). Individuals with low self-efficacy will tend 
to focus on their personal deficiencies and foresee failure, which not only undermines effective use of capabilities, but diverts attention 
from strategies to succeed. In contrast, individuals with high self-efficacy will set higher goals for themselves and have firmer commitment 
(Bandura and Wood, 1989). More recently, studies have examined the relationship between self-efficacy with regard to using computers 
and other computer behaviors. For example, Compeau and Higgins (1995), who define computer self-efficacy as a "judgement of one's 
capability to use a computer, and … incorporates judgements of the ability to apply those skills to broader tasks" (p. 192), found that it 
plays a significant role in shaping individuals' computer behaviors in terms of use. We thus hypothesize that higher levels of self-efficacy 
will be associated with m-service use. 

System of relationships: The conceptual model

In this article, it is hypothesized that m-service use is influenced by innovativeness, self-efficacy, mobile phone product involvement, and 
mobile phone purchase involvement. It is further hypothesized that mobile phone product involvement and mobile phone purchase 
involvement are influenced by perceived hedonism and utilitarianism of mobile phones. The proposed model of the system of relationships 
presented for empirical estimation is shown in Figure 1.

The specific hypotheses relating to the structural paths in the model are as follows:

H1: Perceived utilitarianism of mobile phones will be positively related to mobile phone purchase involvement

H2: Perceived utilitarianism of mobile phones will be positively related to mobile phone product involvement.

H3: Perceived hedonism of mobile phones will be positively related to mobile phone purchase involvement.



H4: Perceived hedonism of mobile phones will be positively related to mobile phone product involvement.

H5: Mobile phone purchase involvement will be positively related to use of m-services. 

H6: Mobile phone product involvement will be positively related to use of m-services. 

H7: Innovativeness will be positively related to use of m-services. 

H8: Self-efficacy will be positively related to use of m-services. 

METHODOLOGY

The sample

To undertake this study, a web-based survey was used and a notice was placed in a prominent position on a university school's homepage 
inviting respondents to access and complete the survey. Email invitations were sent to a number of staff and students directing them to the 
website and requesting them to send the invitation to others, in particular those outside the university community. The choice of a web 
survey for data collection is justified on the basis of its appropriateness for the target sample, its response speed (Schillewaert, Langerak, 
and Duhamel, 1998), and automated data collation (Comley, 1996). The operational definition for the sample of this current study was 
consumers with access to the web who used mobile phones. Differences between random and convenience samples in terms of their 
representativeness are not as great as have often been implied (Bryman and Cramer, 2001). While the survey was not administered to 
students in a class situation, we acknowledge that the use of a university website to collect the sample means that it is likely that many 
who responded to the survey would likely be current students or prospective students of the university. However, we argue that the 
sampling is appropriate for the purposes of this research and may be used to make inferences about the general population of consumers 
with web access who use mobile phones and are the likely target market for m-services. A sample size of 250 respondents was obtained, 
59 percent women and 41 percent men. Respondents were aged from between 17 and 19 years to 40+ years with 81 percent aged 
between 20 and 40 years. All respondents had at least a secondary school standard of education. Moreover, 94 percent of respondents had 
home internet connection.

Web-based surveys 

As mentioned above, one of the benefits of using a web-based survey for this research is access to our targeted population. Another 
advantage is its ability to overcome incomplete and inappropriate responses (Schmidt, 1997). Respondents who submitted their survey 
responses were reminded with a display notifying them of missing questions and directing them to backtrack to complete the missing data 
and resubmit. Unacceptable responses were avoided by the application of an adapted computer graphic interface program to detect 
problems such as out of bounds and inappropriate responses. In keeping with customary ethical guidelines, the web survey was reviewed 
and approved by a university ethics committee. Appropriate ethical procedures for data integrity, security, and anonymity were followed. 
Informed consent was obtained by presenting the electronic consent form to the respondents, detailing the ethical procedures in place for 
anonymity, data integrity, and security, prior to their viewing of the survey and requiring a separate click to signal consent before 
proceeding to the survey itself.

Operational measure of constructs

To measure use of m-services, respondents were required to respond to a list of 31 m-services (see Table 1) and state which services had 
actually been used. The m-services items were presented in random order. Using SPSS 11.5 for Windows, the occurrences of actual use of 
each m-service were counted resulting in a new variable that reflects the total number of m-services used for each respondent. To address 
the issue of positive skewness, the variable was recoded to combine the 17 cases with values of 10 or greater.

The constructs of innovativeness, self-efficacy, hedonic and utilitarian value, and product and purchase involvement are modified from 
scales developed for previous research to reflect the context of mobile phones. Details of the actual items used and source of scales for 
the current study are reported in Table 2.

Confirmatory factor analysis

Confirmatory factor analysis (CFA) using AMOS 4.1 (Arbuckle, 1999) was performed on the sample of survey respondents to assess the 
adequacy of behavioral measures and to test for discriminant validity of all constructs used in the study. The criteria for evaluating the 
goodness of fit of the model and estimation were the chi-square test and comparative fit index. CFA for the three-item innovativeness scale 
of Donthu and Garcia (1999) indicated that convergent validity could not be established, so the item with lowest factor loadings (new items 
are usually gimmicks) was dropped, resulting in a two-item indicator for innovativeness. The remaining indicators loaded in their respective 

constructs as theory suggested, and the overall model fit with &KHgr;2  = 272.735, 170 degrees of freedom (df), p = 0.000; GFI = 0.9, 

RMSEA = 0.049, CMIN/DF = 1.604 (independence model with &KHgr;2  = 600.189, df = 191): &KHgr;2  was significant as might be expected 
given the sample size (Anderson and Gerbing, 1988). To assess discriminant validity, correlations between factors over 0.60 were fixed to 
1.00 (Rodriguez and Wilson, 2002), the model was recalculated and a chi-square measure was used as the model fitting criteria (Anderson 
and Gerbing, 1988). There was one factor correlation above 0.60 (hedonic value of mobile phones and product involvement 0.69) and after 

recalculation, the resulting model fit significantly less well than the unconstrained model (&Dgr;&KHgr;2  278–272 = 6; df (171–170); p < 



0.05) establishing discriminant validity for hedonic value and product involvement factors and thus for all constructs in the model. Fit 
indices for the CFAs and Cronbach alphas for each indicator are shown in Table 2. All fit indices and Cronbach alphas were satisfactory 
(Anderson and Gerbing, 1988; Nunnally, 1978).

RESULTS

Estimating the structural model produced the following results: &KHgr;2  = 287.427, 170 df, p = 0.000; GFI = 0.904; RMSEA = 0.049; 
CMIN/DF = 1.633. As noted previously, the significant chi-square statistics might have been expected given the large sample size 
(Anderson and Gerbing, 1988), but the other fit indices provide evidence of adequate fit to the sample data with the ratio CMIN/df being 
below three. Standardized regression weights and t-values for the model are shown in Table 3. T-values in excess of 1.96 were accepted as 
significant (Anderson and Gerbing, 1988).

It was hypothesized that utilitarian value would drive both mobile phone purchase involvement (Hypothesis H1) and mobile phone product 
involvement (Hypothesis H2). Both Hypotheses H1 and H2 were supported (H1 beta = 0.378, t = 4.059H5; H2 beta = 0.622, t = 6.357). 
Similarly it was hypothesized that hedonic value would drive both mobile phone purchase involvement (Hypothesis H3) and mobile phone 
product involvement (Hypothesis H4). Hypothesis H3 was supported, but Hypothesis H4 was not (H3 beta = 0.172, t = 2.009; H4 beta = 
0.136, t = 1.757). It appears that hedonic value of mobile phones only drives purchase involvement. These results suggest that 
involvement with the mobile phone product is a result of the usefulness of the product, but that the purchase involvement with a mobile 
phone for personal use is influenced by both pleasure and usefulness. It is notable, however, that usefulness of mobile phones appears to 
be more influential than the hedonic aspects.

As predicted by Hypotheses H5 and H6, high purchase involvement and high product involvement were found to be a positive influence on 
use of m-services (H5 beta = 0.499, t = 2.392; H6 beta = 0.476, t = 2.233). Consumers with high purchase involvement, who chose their 
mobile phone carefully, considered the choice an important decision, and those who cared which mobile phone they bought were also likely 
to appropriate more m-services. Similarly, those consumers with high product involvement who considered that their mobile phones were 
very important to them, were part of their lives, and mattered to them were likely to appropriate more m-services. 

The results indicate that innovativeness positively influences the extent of use of m-services supporting Hypothesis H7. Consumers who 
have innovative characteristics will be more likely to try new m-services (H7 beta = 0.470; t = 2.226). Finally, Hypothesis H8 predicted that 
consumers with high perceived self-efficacy would be likely to have high m-service use, but this hypothesis was not supported (H8 beta = 
0.071, t = 0.355). There appears to be no relationship between self-efficacy and the extent of use of m-services. 

DISCUSSION

Consumers' evolving relationships with their mobile devices and their desire to access m-services require conceptualizations appropriate 
for advertising research. Predicated on the central role of involvement, this study developed a system of relationships and used structural 
equation modeling to test the factors influencing the use of m-services, in the context of consumers' existing relationships with mobile 
devices. The specific relationships tested were among perceived value (hedonic and utilitarian), involvement (with the product category 
and in purchasing a mobile phone for one's own use), and personal attributes of innovativeness and self-efficacy and the use of m-
services, drawing on theories of product value, involvement, and attributes of innovativeness and self-efficacy, previously found to be 
important in explaining use of new products. Support for the overall system of relationships proposed in the model is significant. Use of m-
services is strongly related to the perceived importance to consumers of mobile phones as a product category, and the importance of the 
purchase of their own particular mobile phone; utilitarian and hedonic value differentially influence involvement in product and purchase 
while consumer innovativeness also plays an important part. The model provides support for the overall proposition that consumers begin 
to understand value propositions, organize their perceptions of products and services in meaningful, personally relevant ways, and begin to 
adopt patterns of use relating to benefits that enhance life activities, interests, and pursuits. A large number of the m-services investigated 
in this research, such as personalized shopping alerts, shopping coupons, comparison of prices, email, SMS, MMS, and buying products 
online, are highly relevant to advertisers attempting to harness the potential of m-services. Advertisers could use these media for direct 
advertising communication or to embed advertising as part of these services. Moreover, many of the other m-services, such as 
location/map/direction services and calendar/reminder messages, could be integrated as part of the overall communication strategy. 

Results indicate that while perceived utilitarian value of mobile phones drives both involvement in the mobile device itself and purchase 
involvement, perceived hedonic value drives only purchase involvement in deciding which particular phone should be purchased for one's 
own use. The extent to which consumer feel that their mobile phones are useful, valuable, and beneficial increases their involvement with 
mobile devices as well as the purchase of a specific device. On the other hand, the perception of the hedonic value of mobile phones as 
instruments that are pleasant, nice, and agreeable drives the purchase of a particular mobile phone. We can infer from these findings that 
for consumers, mobile phones in general are useful, but those consumers who also value mobile phones for hedonic attributes will be more 
likely to be particular about selecting a particular mobile phone that enables them to enhance their life by accessing fun activities. 

As hypothesized, a higher level of involvement with the product category of mobile phones is likely to lead to use of m-services. It is 
notable that the role of involvement is confirmed in this context, as involvement in the product class, contrary to the researchers' 
expectations, was not found in previous research to influence the time consumers spent at a web page devoted to that type of product 
(Balabanis and Reynolds, 2001). Importantly, involvement in purchasing a mobile phone for one's own use also led to a higher degree of 
use of m-services. It is likely that higher purchase involvement, captured by responses to "Which mobile phone I buy matters a lot to me," 
is linked to purchasing the type of mobile phone that allows or facilitates certain types of m-services use. 

As hypothesized, innovativeness did influence use of m-services, again confirming the role of innovativeness for new products (Donthu and 
Garcia, 1999). However, the socio-emotional function of mobile communication in showing concern, solidarity and commitment, nearness 
and sympathy (Palen, Salzman, and Youngs, 2001) is likely to contribute to wide and rapid use beyond those highly innovative consumers.

Interestingly, mobile self-efficacy was not found to influence the use of m-services, which indicates that, in contrast to the internet and 
other ICT-based products, consumers feel no barriers with regard to use of mobile phone technology. This finding provides some empirical 
support for the argument advanced concerning the seamless integration of mobile digital technology into everyday life of consumers 



(Sullivan Mort and Drennan, 2002).

CONCLUSIONS AND IMPLICATIONS

This article contributes to advertising research in the new area of mobile communications in a number of ways. In this research we 
conceptualized the relationship between consumers, mobile devices, and m-services use in terms of the involvement concept. The 
significance of the system of relationships suggests we have effectively captured the importance of the relationship of consumers with their 
own particular mobile devices and with the purchase of these devices. Advertising strategy developers should be aware that consumers are 
thus likely to expect and respond to m-services advertising that respects and is consistent with this high level of involvement. Marketing 
that allows consumers to opt-in to receiving the messages and that allow the customization of the communication to fit needs is likely to be 
welcomed and effective. There is also potential to bundle m-services based advertising with enhanced information also delivered as an m-
service, for example the provision of location information for restaurants with special offers on meals. This approach is likely to improve 
receptiveness and responsiveness to m-services advertising and potentially to provide new business models with direct response facilities. 

Innovativeness is also implicated in the initial use m-services captured in this research. However, the socio-emotional context of mobile 
devices and m-services use is likely to support rapid diffusion across social networks. Advertising strategists should target innovators using 
m-services and support communication with other members of their social networks and incorporation of advertising messages into the 
repertoire of "grooming" and support contacts in social groups.

Mobile devices and m-services are supported by complex technology, although consumers apparently perceive no barrier to use of m-
services, indicated by the lack of significance of the pathway for mobile self-efficacy in the model. This suggests that m-services 
advertising is likely to be effective with a wide range of consumers, not only those that are confident with new technology. In this way 
responses to m-services communications are more likely to be akin to responses in the early years of television, rather than the e-
marketing communicated via the internet and desktop computers that required more confidence with new technology.

Mobile payments are any payment transaction completed via a mobile device (Song, 2001). Mobile payments may facilitate transactions in 
traditional retail environments, but they also have the potential when coupled with m-services to provide a complete m-commerce 
package. New business models are likely to emerge that enmesh m-services advertising, core m-service product offerings, and mobile 
payment systems. Advertising strategists need to be alert to new business models that allow consumers and business to interact and 
transact via advanced mobile devices and to the role of advertising in this new era.

Future research should build on this initial understanding of mobile communications and m-services use in a number of ways. First, the 
potential of mobile communications for direct response advertising should be further explored. This would involve both direct response 
targeted at consumers in a specific geographic locality identified through the geo-positioning function of advanced mobile devices and 
direct response advertising for core m-service product offerings delivered via the mobile device itself. In addition, in future work 
researchers should differentiate among the various types of m-services: core m-service product offerings such as ring tones or mobile 
television, m-services advertising, and m-services that are payment related such as m-smart cards and browser activated payment 
systems. This would enable the sequential effects of different types of m-services and their relationship to be more clearly modeled. As a 
first foray into the practical opportunities available to advertisers in using mobile communications, this research should act as an effective 
springboard for a future stream of research addressing mobile specific advertising issues.

BIOGRAPHIES

Gillian Sullivan Mort is an associate professor in the Griffith Business School, Griffith University (GU), Australia and deputy director of the 
Service Industry Research Centre at GU. She holds a Ph.D. and MBA from University of Queensland. Her research includes focus on 
consumers and new technology, "born global" entrepreneurial firms, and social entrepreneurship. Her work has appeared in such journals 
as the Journal of World Business, International Marketing Review and the Journal of Operations Management.

Judy Drennan is an associate professor in the Faculty of Business, Queensland University of Technology, Australia. Her qualifications 
include a Ph.D. from Deakin University and a Master of Education from Melbourne University. She researches in the areas of electronic 
marketing, services marketing, and entrepreneurship. Her work has been published in the Journal of Services Marketing, the Journal of 
Organizational and End User Computing, and the International Journal of Innovation and Entrepreneurship.

REFERENCES
Agarwal, R., and J. Prasad. "The Role of Innovation Characteristics and Perceived Voluntariness in the Acceptance of Information 
Technologies." Decision Sciences 28, 3 (1997): 557–82. 10.1111/J.1540-5915.1997.TB01322.X 

Anckar, B., and D. D'Incau. "Value Creation in Mobile Commerce: Findings from a Consumer Survey." Journal of Information Technology 
Theory and Application 4, 1 (2002): 43–64.  

Anderson, J., and D. Gerbing. "Structural Equation Modeling in Practice: A Review and Recommended Two-Step Approach." Psychological 
Bulletin 103, 3 (1988): 411–23. 10.1037/0033-2909.103.3.411 

Andrews, J. C., S. Durvasula, and S. H. Akhter. "A Framework for Conceptualizing and Measuring the Involvement Construct in 
Advertising." Journal of Advertising Research 19, 4 (1990): 27–40.  

Arbuckle, J. L. "Amos 4.0" [Computer software]. 
Chicago, IL: SmallWaters, 1999. 

Babin, B. J., W. R. Darden, and M. Griffin. "Work and/or Fun: Measuring Hedonic and Utilitarian Shopping." Journal of Consumer Research 
20, 4 (1994): 644–56. 10.1086/209376 



Balabanis, G., and N. L. Reynolds. "Consumer Attitudes towards Multi-Channel Retailers' Web Sites: The Role of Involvement, Brand 
Attitude, Internet Knowledge and Visit Duration." Journal of Business Strategies 18, 2 (2001): 105–25.  

Bandura, A. Social Foundations of Thought and Action: A Social Cognitive Theory. 
Englewood Cliffs, NJ: Prentice Hall, 1986. 

Bandura, A., and R. Wood. "Effect of Perceived Controllability and Performance Standards on Self-Regulators of Complex Decision 
Making." Journal of Personality and Social Psychology 56, 5 (1989): 805–14. 10.1037/0022-3514.56.5.805 

Batra, R., and O. T. Ahtola. "Measuring the Hedonic and Utilitarian Sources of Consumer Attitudes." Marketing Letters 2, 2 (1991): 159–70. 
10.1007/BF00436035

Bitner, M. J., S. A. Brown, and M. L. Meuter. "Technology Infusion in Service Encounters." Journal of Academy of Marketing Science 28, 1 
(2000): 138–49. 10.1177/0092070300281013 

Broderick, A. J., and R. D. Mueller. "A Theoretical and Empirical Exegesis of the Consumer Involvement Construct: The Psychology of the 
Food Shopper." Journal of Marketing Theory and Practice 7, 4 (1999): 97–118.  

Bruner, G. C., II, and A. Kumar. "Explaining Consumer Acceptance of Handheld Internet Devices." Journal of Business Research 58, 5 
(2005): 553–58. 10.1016/J.JBUSRES.2003.08.002 

Bryman, A., and D. Cramer. Quantitative Data Analysis with SPSS Release 10 for Windows: A Guide for Social Scientists. 
London: Routledge, 2001. 

Comley, P. "The Use of the Internet as a Data Collection Method." ESOMAR/EMAC Symposium, November 1996, Edinburgh, Scotland, 
1996. 

Compeau, D. R., and C. A. Higgins. "Computer Self-Efficacy: Development of a Measure and Initial Test." MIS Quarterly 19, 2 (1995): 
189–211. 10.2307/249688 

Coulter, R. A., L. L. Price, and L. Feick. "Rethinking the Origins of Involvement and Brand Commitment: Insights from Postsocialist Central 
Europe." Journal of Consumer Research 30, 2 (2003): 151–69. 10.1086/376809 

Dhar, R., and K. Wertenbroch. "Consumer Choice between Hedonic and Utilitarian Goods." Journal of Marketing Research 37, 1 (2000): 60–
71. 10.1509/JMKR.37.1.60.18718

Donthu, N., and A. Garcia. "The Internet Shopper." Journal of Advertising Research 39, 3 (1999): 52–58.  

Fitzgerald, L., and J. Drennan. "Using q-Methodology to Study the Metaphors of Consumption for Mobile Phone Users." Australian and New 
Zealand Marketing Academy Conference, Adelaide, December 2–4, 2003 [CD-ROM].  

Forrester Research Group. "The Net-Powered Generation," 2001: [URL: www.Forrester.com], accessed August 1, 2004.  

Foxall, G., and S. Bhate. "Computer Use Innovativeness: Cognition and Context." International Journal of Technology Management 17, 1/2 
(1999): 157–72. 10.1504/IJTM.1999.002705 

Funston, A., and K. McNeil. Mobile Matters: Young People and Mobile Phones. 
Melbourne: Communications Law Centre, 1999. 

Hirschman, E., and M. B. Holbrook. "Hedonic Consumption: Emerging Concepts, Methods and Propositions." Journal of Marketing 46, 3 
(1982): 92–101. 10.2307/1251707 

Hunt, K. A., S. W. Keaveney, and M. Lee. "Involvement, Attributions, and Consumer Responses to Rebates." Journal of Business and 
Psychology 9, 3 (1995): 273–97. 10.1007/BF02230970 

Kalakota, R., and M. Robinson. M Business: The Race to Mobility. 
New York: McGraw Hill, 2002. 

Laaksonen, P. Consumer Involvement: Concepts and Research. 
London: Routledge, 1994. 

Lacohee, H., N. Wakeford, and I. Pearson. "A Social History of the Mobile Telephone with a View of Its Future." IT Technology Journal 21, 3 
(2003): 103–11.  

Laurent, G., and J.-N. Kapferer. "Measuring Consumer Involvement Profiles." Journal of Marketing Research 22, 1 (1985): 41–53. 
10.2307/3151549

Mittal, B. "A Comparative Analysis of Four Scales of Involvement." Psychology and Marketing 12, 7 (1995): 663–82. 10.1002/MAR.4220120708 

Nunnally, J. C. Psychometric Theory, 2nd ed. 
New York: McGraw Hill, 1978. 

Palen, L., M. Salzman, and E. Youngs. "Going Wireless: Behavior & Practice of New Mobile Phone Users," 2001: [URL: 
http://www.Cs.Colorado.Edu/∼palen/papers/cscwpalen.Pdf], accessed February 22, 2005.  

Pura, M. "Linking Perceived Value of and Loyalty to Mobile Services." Proceedings of Australian and New Zealand Marketing Academy 
Conference, Adelaide, December 1–4, 2003 [CD ROM].  

Rodriguez, C. M., and D. T. Wilson. "Relationship Bonding and Trust as a Foundation for Commitment in U.S.-Mexican Strategic Alliances: A 
Structural Equation Modeling Approach." Journal of International Marketing 10, 4 (2002): 53–76. 10.1509/JIMK.10.4.53.19553 



Schillewaert, N., F. Langerak, and T. Duhamel. "Non Probability Sampling for www Surveys: A Comparison of Methods." Journal of the 
Market Research Society 40, 4 (1998): 307–22.  

Schmidt, W. "World-Wide Web Survey Research: Benefits, Potential Problems and Solutions." Behavioral Research Methods Instruments 
and Computers 29, 2 (1997): 274–79.  

Song, X. J. "Mobile Payment and Security" Telecommunications Software and Multimedia, 2001: [URL: http://www.tml.tkk.fi/Studies/T-
110.501/2001/papers/xing.song.pdf], accessed August 3, 2007. 

Sullivan Mort, G., and J. Drennan. "Mobile Digital Technology: Emerging Issues for Marketing." Journal of Database Marketing 10, 1 (2002): 
9–24. 10.1057/PALGRAVE.JDM.3240090 

Tauder, A. R. "Getting Ready for the Next Generation of Marketing Communications." Journal of Advertising Research 45, 1 (2005): 5–8. 
10.1017/S0021849905050117

Wilska, T.-A. "Mobile Phone Use as Part of Young People's Consumption Styles." Journal of Consumer Policy 26, 4 (2003): 441–63. 
10.1023/A:1026331016172

Wood, R. E., and A. Bandura. "Impact of Conceptions of Ability on Self-Regulatory Mechanisms and Complex Decision Making." Journal of 
Personality and Social Psychology 56, 3 (1989): 407–15. 10.1037/0022-3514.56.3.407 

Yadav, M. S., and R. Varadarajan. "Interactivity in the Electronic Marketplace: An Exposition of the Concept and Implications for Research." 
Journal of the Academy of Marketing Science 33, 4 (2005): 585–603. 10.1177/0092070305278487 

NOTES & EXHIBITS

FIGURE 1

TABLE 1



TABLE 2

TABLE 3



© Copyright Advertising Research Foundation 2007
Advertising Research Foundation
432 Park Avenue South, 6th Floor, New York, NY 10016
Tel: +1 (212) 751-5656, Fax: +1 (212) 319-5265

 
www.warc.com

All rights reserved including database rights. This electronic file is for the personal use of authorised users based at the subscribing 
company's office location. It may not be reproduced, posted on intranets, extranets or the internet, e-mailed, archived or shared 
electronically either within the purchaser’s organisation or externally without express written permission from World Advertising Research 
Center.


