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ABSTRACT

This research investigates the impact of the iotema between the consumer and mobile
service provider on the adoption of advanced matmlemerce services by existing consumers
of mobile technology. These factors include: 1)cBeted Relationship Quality (PRQ), which
is the consumer’s evaluation of the quality of lmes/ relationship with the mobile service
provider, and 2) Perceived Value of the Adoptionelmive (PVI), which is the consumer’s
evaluation of the value of incentives that are reffeby the service provider to entice him/her
to adopt the mobile service. The influence of tHaséors on consumer attitudes and intentions
towards adopting mobile commerce services is studied compared with three other well-
known adoption factors including perceived usefsfn@ase of use and the subjective norm.

This study was undertaken in three parts. Firsdlyconceptual study was conducted to
investigate and analyse the existing literatureconsumer adoption of mobile commerce
services. This phase started with a general rewoiethe existing studies using a novel model:
the Entities-Interactions Framework, EIF. The EMXplains adoption behaviour in terms of

interactions between the consumer and the othetiesnincluding the mobile service, the

service provider and the social system. This fraortkwas used to analyse the extent to which
important adoption factors have been covered by pesearch and therefore identify the

research questions. The conceptual study resuitduki development of a research model and
relevant hypotheses.

Secondly, a large-scale questionnaire survey wadumed to test the research model and the
proposed hypotheses. This part of the researcletigive a broad picture of the influence of
consumer-service provider factors on consumer @mlopdf mobile commerce services.
Thirdly, face-to-face interviews with mobile phongsers were conducted in order to validate
the survey results and provide an understandingemmechanisms that control the impact of
the investigated factors. The research found tR& RBnd PVI have an important influence on
the attitude and intention of existing mobile phaisers towards accepting and using advanced
mobile commerce services. Furthermore, the resefoehd that these newly introduced
factors are more influential on consumer adopti@ncgptions than other well-established
factors.

The study enriches our understanding of technoladgption by individuals because it
explains why an existing user of a technology, sashmobile technology, will or will not
adopt advanced versions of that technology. Thdirfgs affirm that in the context of
communication technologies, which are interactiyeniature, understanding the interaction
between consumers and service providers is a kegderstanding the progressive adoption by
consumers of advanced forms of these technologibée thesis provides practitioners
(particularly mobile service providers) with a leettunderstanding of the impact and
implication of their interaction with consumers oconsumers’ acceptance and use of mobile
services. The study emphasises the importancecofporating this understanding throughout
the mobile service provision process, starting fithin conceptualisation of the service to the
actual provision of the service to the market. Shely also offers a novel comprehension of
how to view each mobile service offer as a consecgi®f the previous offer and a precedent
of the next in order to enhance consumer adoptionabile service in the short and long runs.
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Chapter 1.

Introduction and Overview

1.1. Research Motivation

The emergence of mobile telephony devices with easingly powerful internet
capabilities has created the foundation for a neavket: mobile commerce services.
Using mobile commerce services, consumers can eerréceive emails, download
music, shop for goods and services, play interactmline games, trade stocks,
purchase tickets, find friends and conduct findrana banking transactions and so on.
Mobile commerce services vary from basic serviseglf as Short Messaging Services
(SMS) and Multimedia Messaging Services (MMS)) torenadvanced services such as
mobile banking, mobile stock trading and mobilelisgl and buying. Providers of
mobile commerce services promote the conveniengratiile services with the claim

that they allow mobile phone users to carry olkgasywhere and anytime.

There have been continuous improvements in thebdéjgs of mobile technologies
such as mobile devices (e.g. colour displays, scresolutions, functionality, etc.) and
mobile networks (e.g. bandwidth and reliability).oble technologies have changed
from simple voice transmitting and receiving desic®® a total computing and
communication solution that can accommodate vdiee, pictures, video and other
types of multimedia. These features have transfdrmebile phones from expensive
functional tools to general-purpose accessoriesateused by all people of all classes
for a vast array of purposes. Indeed, the Intesnati Telecommunication Union (ITU)
recently announced that at the end of 2008, apprately 61 per cent of the world
population (ITU 2008) subscribed to some form obiteocommunication service, with

many people (particularly in Europe) operating mplat subscriptions simultaneously.
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ICT penetration rates per 100 inhabitants, 2007
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Figure 1.1 World ICT penetration rates per 100 inhabitants
(Source: ITU (2007))

As Figure 1.1 shows, in 2007 there were 49 mobiilene users among every 100
people around the world, compared to 19 fixed phasers, 22 landline internet
subscribers and five broadband users. These &sitéso show that globally there are
at least 3.3 billion mobile phone subscribers camgao 1.3 billion fixed phone users,
1.5 billion internet users and 336 million subser# This tremendous growth of
mobile phone usage has already brought new chaogpsrtunities and challenges to
the way we live, interact with others and conductibess around the globe.

Improvements in mobile technologies, increasedrd#foility and availability of that
technology, and the rapid widespread growth of meophone use worldwide have
facilitated the emergence of, and strong growtts@veral successful mobile commerce
markets, notably Korea and Japan (Sharma 2007) ekenythe lack of strong market
growth elsewhere indicates that improved functibpahffordability, and availability
does not automatically lead to a widespread adopdio mobile commerce services
(Bruner and Kumar 2005; Constantiou et al. 20Q&Jeéd, numerous studies show that

mobile services have so far failed to attract tearts and minds of existing mobile
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phone consumers; and that revenues have falleshéat of expectations (Blechar et al.
2006; Carlsson et al. 2006b; Mylonopoulos and $8d2006; Urbaczewski et al. 2003).

Developing an understanding of how to encourageptémo of these services by
existing mobile phone users is important to theugty if it is to avoid the mistakes that
underlie some of the expensive failures that haxaiwed since 2000. For example,
uptake of the Wireless Application Protocol (WARatform was dismal (Constantinou
et al. 2007), and Mobile TV and Video services megsk which were anticipated to
become major revenue generators for mobile commstiaesholders (Kharif 2004),

look like they will suffer a similarly disappointinfate (Ankeny 2008). Current

projections indicate that the mobile services imduwill face even more difficult times

in 2009 and beyond (Ankeny 2008).

The study of technology adoption is a complex fidle to the large number of factors
involved (Chiasson and Lovato 2001; Cooper and Zi@@D; Munro et al. 1997). In
the mobile commerce services adoption field mangsamer adoption factors are
closely related to participants in the m-commeredue chain (which | refer to as
entitieg. Using an innovative Entities-Interactions Frarmoew (EIF), | identify the
consumer, the mobile commerce service, the semiogider, and the surrounding
social system as the main entities at the conslenel of mobile services provision. |
then argue that the individual characteristicshese entities and the interactions among
them are the source of many important adoptiorofactThe existing literature is then
reviewed and discussed systematically using the \Eich allows the evaluation of the
extent of coverage for important adoption factassdiscussed in Chapter 2.

This study shows that the existing literature onbitl@o commerce adoption by

individuals generally emphasises factors that eelatthe consumer, the service and/or
the social systems, and the interactions betwessethntities. The service providers, as
one of the main entities in the value chain, arsr timteraction with the consumer, have
not been well addressed. For example, past reseandgnises the importance of
technical characteristics of the service (availgbiand reliability), social network

effects, and demographic characteristics of theswarer. The interaction between the

consumer and his/her social system and how thisentes the consumer adoption and

3
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use of mobile services have also been investigatediever, the factors that relate to
the interaction between the service provider and the consumer dihier and the

receiver of the service) have largely been overaok

This study, therefore, investigates the impact edatronal factors that relate to the
interaction between the consumer and the mobileicgeprovider on the acceptance
and adoption of advanced mobile services by exjstiobile phone users. In particular,
two key consumer-service provider factors were tified: 1) Perceived Relationship
Quality (PRQ), which is the consumer evaluatiorth&f quality of his/her relationship

with the mobile service provider, and 2) Perceiv&aue of the Adoption Incentive

(PV1), which is the consumer evaluation of the imoees that are offered by the mobile
service provider to entice him/her to adopt the meatbmmerce service.

1.2. Research Questions

By investigating the impact of these two relatiorfattors, PRQ and PVI, and
comparing their impact with other well-known adoptifactors, this thesis addresses

the following research questions:

1. What is the importance of the interaction betwdendonsumer and the mobile
service provider in the adoption of advanced mobdmmerce services where
the consumer is an existing user of mobile techmdto

2. How do relational factors influence the decisioranfexisting user of a mobile
communication technology to adopt advanced molokernerce services?

To answer these research questions, | study thadimgf PRQ and PVI as two key
relational factors on the adoption of advanced teobommerce services by existing
users of mobile phones and compare their impadt théat from three other well-known
adoption factors (Perceived Usefulness, Perceieese Bf Use, and Subjective Norm). |
do this by building a research model of mobile dmop incorporating the consumer-
service provider key factors, consumer-service femyors, and consumer-social key

factors and then propose a number of hypothesdartbeer empirical studies.



CHAPTER 1

Studying the impact of the relational exchange ketwthe consumer and the mobile
service provider achieves two aims. First, it imny@® our understanding of the factors
that influence the adoption of advanced mobile cemua services by existing users of
mobile technology. This helps mobile service pdevs devise strategies that consider
the relational nature of the interaction with camsus, which will help increase the
adoption rate of mobile commerce services amongxising users of mobile phones.
Second, it enriches our understanding of the adogirocess and traditional technology
adoption theories by investigating the effect datienal factors on the progressive
adoption of advanced, multi-purpose m-commerceicges\by existing users of mobile
technology. This helps address the more generalnrdtion Systems (IS) question:
why does an existing user of a technology adoptemamivanced forms of that
technolog® Tackling this topic in the context of mobile coemee services helps
suggest new directions to expand traditional adoptheories beyond their original

scope.

1.3.  Overview of Research Model and Theory

To better understand the impact of the set of factbat relate to the interaction
between the consumer and the service provider (BRQPVI) and comparing their
impact to other known factors, the research maagludes two more sets of adoption
factors, including those that relate the consuntethe mobile commerce service
(Perceived Usefulness and Perceived Ease of Ugethase that relate the consumer to
the social system that the consumer is part ofiatetdacts with (Subjective Norm). The
three sets of factors, therefore, a@nsumer-service perceptignsonsumer-service
provider perceptionandconsumer-social perceptionghe impact of these three sets of
factors on consumer attitude (ATT) and intentiddT() towards the adoption of mobile

commerce services is examined and compared.

In the mobile commerce adoption literature revignegented in the next chapter), the
consumer-service provider perceptions are idedtidie the main focus of this research.
The consumer-service provider factors are factoas telate to consumer perceptions
regarding the mobile service provider, its offemsl @roducts and they way it deals with
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its customers. As mentioned in the previous seatiotiis chapter, the research model

includes two consumer-service provider factors: RRQ PVI.

The theoretical linkages between PRQ and consumtienrde and intention to adopt,

between PVI and attitude and intention, and betweRB® and PVI are based on the
Social Exchange Theory (SET) (Homans 1958), asudssxl in more detail in Chapter
3. In short, the theory argues that human relatipssand exchanges with others are
generally formed via the use of subjective costefieranalysis. In other words, if a

person finds that the subjective benefits of enggagn an exchange (or relationship)
with another party are greater than the subjedosts, he/she will invest resources into

the continuity and success of the exchange.

The consumer adoption of a mobile service signifeshange(s) with the service
provider that involve(s) trusting the service pad®n with personal information such as
credit details, as well as receiving the servicprasnised, being able to solve problems,
and so on. Considering these aspects of the comssengce provider exchanges in
mobile commerce services provision, the SET suibectcost-benefit analysis

proposition provides bases for the importance @& @onsumer evaluation of the
relationship with the service provider (PRQ) and tonsumer perception of the value
of incentives provided by the service provider (P& important factors that influence

consumer adoption.

The PRQ and PVI perceptions and their impact orswmer attitude and intention to
adopt mobile services are newly introduced to tlodite commerce adoption literature
through this study. Therefore, in order to underdtthe extent of the influence that
these factors have on mobile services adoptiois, ilnportant to compare their effect
with more well-established adoption factors that lanown and supported in traditional
adoption studies. Therefore, in addition to PRQ &M (consumer-service provider
factors) the research model in this study alsouinhes consumer-service factors and
consumer-social factors from traditional adoptiesearch. Including these established
adoption perceptions serves two purposes: 1) t@lidate and re-examine these factors

in the context of mobile commerce services, which add more insights to what has
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been already established, and 2) to use them ahimanks for measuring the effect of

the newly introduced factors.

Consumer-service factors are consumer percepti@igelate to the various aspects of
the mobile service being adopted and its charatiesiand features. As described in the
literature review (Chapter 2), this group of fastare the most frequently investigated
variables in the existing literature on mobile coence adoption. From this set of
perceptions, the research model includes Perceaissdulness and Perceived Ease of
Use as two important technology adoption factorat tkvere proposed by the
Technology Acceptance Model (Davis 1989) and haaeived profound empirical
support in a large number of studies in differemtexts (Agarwal and Prasad 1999;
Davis et al. 1989; Hu et al. 1999; Taylor and Ta®85b; Venkatesh and Davis 2000a;
Venkatesh and Morris 2000b; Venkatesh et al. 20R8jceived Usefulness is defined
as “the degree to which a person believes thagusicertain system would enhance his
or her job performance” (Davis, 1989, p. 320). Peed Ease of Use (PEOU) is
defined as “the degree to which a person beligvasising a certain system would be
free of effort” (Davis, 1989, p. 320).

On the other hand, consumer-social factors areurnes perceptions that link the
consumer or adopter to the social system of pebplethe consumer interacts with. The
Subjective Norm (SN) variable is a consumer-sotaator that originates from the
Theory of Reasoned Action (TRA) (Ajzen and Fishb&®B0; Fishbein and Ajzen
1975). The Subjective Norm is a factor that relatesthe consumer perception
regarding the pressure from his/her social netw@aknily, friends, peers, etc) to
perform or not to perform the behaviour under cdestion. This factor therefore
relates to the influence that individuals have aoheother’s opinions, judgments and
decisions. In addition to being a well-founded aswpported adoption factor in
traditional adoption studies (e.g., Venkatesh e2@00b; Venkatesh et al. 2003), the
inclusion of SN is also based on the fact that meotmmmerce services are usually used
by individuals in and around social contexts. Tfees the consumer attitude and
intention toward mobile services adoption are ndiymafluenced by the opinions of
other people, like family and friends, whose vieare considered important by the

consumer.
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Therefore, using the Social Exchange Theory, thehitelogy Acceptance Model and

the Theory of Reasoned Action as theoretical jigstiions, the research model in this
thesis investigates the impact of five adoptiortdecon consumer attitude (ATT) and

intention (INT) toward the adoption of mobile sees. These five factors are: PRQ and
PVI as two consumer-service provider perceptioescétved Usefulness and Perceived
Ease of Use of the mobile service as two consuemiiee perceptions, and Subjective
Norm (SN) as a consumer-social perception. Theareeemodel and the proposed
hypotheses are discussed in more detail in Ch8pter

1.4.  Overview of Research Design and Method

To investigate the impact of the adoption factarghie research model (PRQ, PVI, PU,
PEOU and SN) on the consumer attitude and interibarard the adoption of mobile

services, two empirical studies were staged: atifative study and a qualitative study.

The first study involved conducting a large-scahire questionnaire of mobile phone
users in order to test the research model and rcondir disconfirm the proposed
hypotheses. This empirical study was mainly ditcte answer the first research

guestion:

1. What is the importance of the interaction betwdendonsumer and the mobile
service provider in the adoption of advanced mobdmmerce services where

the consumer is an existing user of mobile techm@?o

With the exception of the PVI variable, the meamast scales for all the other
variables in the research model were adapted froemiqus studies (as described in
Chapter 5). For the PVI, a new scale was develogedy a comprehensive step-by-step
process that involved various scale developmernttipes (e.g. card sorting) and more
than 30 face-to-face interviews with potential syrwespondents (the full details of

which are described in Chapter 6).

This research focused on the population of moldilene users in Australia in order to
measure the influence of various factors on thititude and intention toward adopting

mobile commerce services. Australia is a suitaldetext for conducting this study
8
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because of the widespread use of mobile phonessla penetration rate that currently
exceeds 100 per cent (Johnson 2005), and thissratepected to reach up to 109.3 per
cent by 2010 (Federation 2008). However, like imynather markets, advanced mobile
commerce services are still struggling to penettiateugh the Australian market and
attract mobile phone consumers (Ankeny 2008). Tiecithe required data, a sample
population was obtained from the World Mobile Imietr Survey (WMIS) 2006 mailing
list which was created as a result of an intermafidgesearch consortium of academics
and industry researchers from over ten countrids €0al. 2008). The consortium has
conducted an annual survey on the trends and ussbile data services worldwide
every year since 2002. The mailing list containgrenihan 6,128 Australian mobile
phone users who have indicated their consent ticypate in future studies involving
the use of mobile phones.

Using the WMIS mailing list, a total of 800 respeasvere received (a response rate of
17 per cent from a base of 4,820 respondents wdeved email invitations), leading to
a total of 626 useful responses that were usedendata analysis. To analyse the
guestionnaire data, examine the research modekemtdhe hypotheses, a variety of
analytic techniques and tools were used. SPSSifretd for Windows) software was
used to organise the data and run preliminary g#a@ analyses. The examination of
the research model and the hypotheses testing pexfermed using the Structural
Equation Modelling (SEM) technique using PartiabgeSquares (PLS) via SmartPLS
(Beta, Version 2.0) software (Ringle et al. 2005).

The insights gained from the quantitative studyeméren used towards designing the
second data collection stage in the form of qualtaface-to-face interviews with

mobile phone users. This qualitative study aimedrédeexamine and validate the
research model and the theory using a differerinigce than the questionnaire. This
allowed me to assess the validity of both the psegotheory and the questionnaire
results. In addition, the interviews helped enritie quantitative data that were
collected using the questionnaire with more contaixtiescriptions of the mechanisms
underlying the different effects and hypothesesré&fore, this qualitative study aimed
to enrich the answers to the first research questimit also to answer the second
research question, which aims to better understia@dlynamics of the impact of the

9
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relational factors (PRQ and PVI) on the adoptionadivanced mobile services by
existing mobile technology users. For this roundlatfa collection, six semi-structured

face-to-face interviews with mobile phone usersenmmducted.

1.5.  Overview of the Main Findings and Results

In brief, this study suggests that in order todratinderstand mobile adoption and usage
by consumers, it is important to understand factbeg relate to the main entities
involved (the consumers, service provider, the meobervice and the social context)
and the interactions between the consumers anckltlee entities. With the consumer as
the focus, this research identifies that the cormstsrrvice provider interaction, which
potentially has a significant impact on adoptioas targely been ignored. The research
model in this study provides new insights into thay mobile services adoption is
studied and offers mobile service providers a beftelerstanding of what can be done

to improve the adoption of the mobile services thfgr.

In relation to the first research question, thaultssof the quantitative and qualitative
studies (Chapters 8 and 9) demonstrate the signifitnpact of the newly introduced
consumer-service provider factors: Perceived Reiahip Quality (PRQ) and
Perceived Value of the Adoption Incentive (PVI). dddition, the other two sets of
factors, including consumer-service (Perceived uUlseks and Perceived Ease of Use)
and consumer-social (Subjective Norm), retained thignificant and well-established

influence on consumer adoption of mobile commeereises.

The quantitative study results show that the pregagsearch model explains 52 per
cent of the variance in consumer attitude towahndsnbobile service and 49 per cent of
the variance in consumer intention to adopt the il@obervice. The results also
demonstrate significant support of all the propokggdotheses in the research model,
except those that propose a direct relationshigvdet PRQ and consumer attitude
(ATT) and intention (INT) towards adopting the mlebservice. Although the PRQ-
>ATT and PRQ->INT paths are not statistically sfgaint, PRQ nevertheless shows a
highly significant correlation with both attitudadintention. This prompted further in-

10
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depth investigation using contextual data fromdhalitative study (which is explored

in more detail in Chapter 9).

When the whole research model, including all thpdtlyesised effects, is examined in
PLS, the results show that the PVI is a strongediptor of both consumer attitude and
intention toward adoption than other well-estalddhfactors such as Perceived
Usefulness, Perceived Ease of Use and Subjectiven Nbo compare the predictive
power of the three sets of factors, including tbhestimer-service provider factors (PRQ
and PVI), the consumer-service factors (PU and PE@td the consumer-social factor
(SN), a separate PLS model was created for eacbfdeictors independently. This
helped remove any overlapping effects amongst #news sets of factors and therefore
obtain a better idea on the independent impactoli set of factors. The results show
that PRQ and PVI explain 47 per cent of the vagaincconsumer attitude and 45 per
cent of the variance in consumer intention to addpts compares with the 38 per cent
and 45 per cent (respectively) explained by constseevice factors, and 29 per cent
and 41 per cent explained by consumer-social factor

In relation to the second research question, tlelte of the qualitative interviews
provide interesting contextual explanations ondiieamics of the proposed effects of
the relational factors (PRQ and PVI) on consumep#dn of advanced mobile services
and the interaction effect between these two factbhese contextual explanations are
discussed through the proposition of three exptaggierspectives (see Chapters 9 and
10). First is thePRQ-Spectrum Modelyhich depicts the quality of the relationship
between the consumer and the service provider (R continuum of values with
three main levels of relationship quality: extreynelbositive, neutral, and extremely
negative. The model explains that the impact anplication of the quality of the
relationship between the consumer and the servimader on the consumer adoption
perceptions (particularly attitude and intentioajywdepending on the positioning of the

relationship at one of these three levels.

Second is theUsage-Maturity Model which represents the association between
consumers’ progression towards the adoption of namheanced mobile services (in

other words, more mature usage of mobile technglagy the role and implication of

11
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the quality of the relationship with the serviceyder. This model shows that, on one
hand, as the consumer usage of mobile commercecagrmatures or progresses
towards more advanced services, the relationshabitgplays a more influential and

have greater implications on the consumer percegti®n the other hand, this model
also demonstrates that a higher level of relatignghality between the consumer and
the service provider is required for the consunsage of mobile commerce to mature

towards more advanced services.

The third model is thePRQ ‘tunnel’ concept which depicts the quality of the
relationship between the consumer and the servioeider as a tunnel or a proxy
through which passes every type of value that tented by the service provider
through the offering of an adoption incentive. Thedel describes the quality of the
relationship between the consumer and the mobiteicge provider can be both the
cause of, and the solution to, any discrepancigsdam the values that are intended by
the service provider through the adoption incentiad the values that are received or
perceived by the consumer on the other side oéxicbange. This model is particularly
focused on the interaction impact between the ®lational factors in this study: PRQ
and PVI.

1.6.  Organisation of this thesis

To achieve the above aim and answer the reseamstigns, the rest of this thesis is

organised as follows.

Chapter 2: Study Context and Literature Reviewreviews the relevant literature in

order to establish the conceptual context of tegearch leading to the specification of
the gap that this study fills. This discussion ifres the introduction and overview of

the main conceptual concepts of interest: PRQ afid P

Chapter 3: Research Model and Hypothesesntroduces and theoretically justifies the
research and hypotheses that were used to fillctheceptual gap that has been

identified in the literature review.

12
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Chapter 4: Research Design and Methodpecifies and justifies the research design
and methods that were used to collect the requnegirical evidence. The discussion
in this chapter involves describing two empiricalidses: the quantitative study
(questionnaire) followed by the qualitative studwérviews).

Chapter 5: Conceptual Variables and their Measuremst describes the measures
used to examine each of the conceptual variable® fthe research model in the
guantitative (questionnaire) study. The researctehim this study includes seven main
conceptual variables, and the measures for sikevhtare described in this chapter. The
development process of a new scale to measurectiemth variable (Perceived Value

of the Adoption Incentive) is described in Chagter

Chapter 6: Perceived Value of the Adoption Incentive (PVI) Sde Development
specifies the comprehensive step-by-step procesd irs order to develop a new
validated scale to measure PVI in the quantitgiingestionnaire) study.

Chapter 7: Quantitative Study: Sample and Populatio Characteristics presents the

results of the preliminary descriptive analysestlid data collected from an online
guestionnaire. | provide an overview of the chagastics of the study sample and the
target population, specifically, demographic chtaastics and mobile phone usage

characteristics.

Chapter 8: Quantitative Study Analysis and Resultspresents the results of the
analysis of the data collected from the online tjaeeaire. The statistical distribution

analysis of the sample perceptions of the variauscepts is described. This chapter
also presents the results of testing for moderagibects of the sample characteristics
on the various paths in the research model. Thesunement model is then evaluated

and the proposed hypotheses are tested.

Chapter 9: Interview Analysis and Resultsdescribes the results of the analysis of the

data collected from the second empirical studye(inews).

Chapter 10: Integration of Results and Discussiomiscusses the implications of the

findings from the quantitative (questionnaire, Clea8) and qualitative (interviews,

13
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Chapter 9) studies. | also gather and discusshalleividence that was collected to

answer the research questions in this project.

Chapter 11: Conclusionsprovides a summary of the objectives, activitiag anain
findings of this research, with a particular empham the research questions. | then
discuss the contributions to theory and practicat tihis study makes, as well as
limitations of the study, and various avenues fiburfe research.

14



Chapter 2.

Study Context and Literature
Review

2.1. Introduction

The objective of this chapter is to describe thetext and scope of this research. To do
this, | explore several areas of the existing ditere in order to define the conceptual
gap that this study fills. | then build on this gapestablish the context of the research

model (which is discussed in the next chapter).

This chapter is organised as follows. In Sectiélzrovide a brief overview of mobile

commerce, including its definition, service and laggions, and enabling technologies.
In this overview, | emphasise the central positiblat consumer acceptance and
adoption of mobile services possess for the sucoéssiobile telecommunication

markets. In Section 2.3 | introduce an innovatieespective (the Entities-Interactions
Framework) to explore the existing literature ors ttopic and, therefore, identify the
gap that the present research attempts to filhehtbriefly introduce the concepts

(adoption factors) that | have investigated in otoill this gap (Section 2.4).

2.2. Mobile Commerce

Mobile Commerce (also called mobile electronic caree, wireless commerce and m-
commerce, or MC for short) has been technologigadigsible for a number of years.
However, it is only in the last few years that arpising volume of economic activity
has occurred, as a result of technological andesysmprovements, coupled with
greater consumer familiarity of devices and sesiCEhe use of mobile phones for
internet access and mobile commerce is spreadpidlyaparticularly compared to the

value of commercial activity conducted using laim$ (Dholakia et al. 2004).
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In this section, | provide a brief overview on mlebtommerce including a definition
(Section 2.2.1), examples of services and apptioati(Section 2.2.2) and enabling
technologies (Section 2.2.3). | also discuss therakrole played by consumers in the
overall mobile commerce value chain and the impadaof their adoption of offered

services for the success of this emerging marketti@ 2.2.4).

2.2.1. Definition

Mobile commerceés a relatively complex innovation which can sugppuultiple types

of activities (e.g. leisure, work, social) throuthle interaction of hardware, software and
services. These activities and supporting technesogre not fixed; instead they change
depending on the specific mobile service, its refuents, and its use context. Perhaps
not surprisingly, the mobile literature includesvale range of definitions of mobile
commerce. Here, | explore three possible reasanthévariance in the definitions of
mobile commerce and then introduce the definitiosd in this thesis.

First, the perspective from which this innovatianviewed can cause the variance.
Some researchers and practitioners have a pregertpthnical focus where definitions
describe characteristics of the devices used, ehearks employed, and/or the kinds of
connections utilised. For example, m-commerce e lefined as “purchases made
remotely using the data connection features of bilmphone and network” (Wolfe and
Genin 2004, p.2), and “transactions conducted titoa variety of mobile equipment
over a wireless telecommunication network in a legs environment” (Yang 2005,
p.258). Others emphasise business-related aspe&dtisoinnovation, describing m-
commerce as business transactions conducted whilleeomove (Kalakota 2001). This
style of definition makes little reference to armgchinologies involved in a mobile
commerce transaction but rather concentrates andsssapplications and implications.

M-commerce definitions also vary in their levelddpth. While some writers prefer to
keep definitions simple and general, others giveenutailed descriptions that specify
the kinds of devices and networks used to enableisle of the technology. An example
of the first is simply that m-commerce is “wirelessmmerce” (Andreas et al. 2003),

and an example of the second is: “MC refers totemysaction, either direct or indirect,

16



CHAPTER 2

with a monetary value implemented via a wirelessctanmunication network” (Wu
and Wang 2005).

A third reason for the variance is due to the appaassumption by some writers that
m-commerce necessarily involves the use of thenatevia wireless connections and
wireless devices. For example, Forrester Reseafthed m-commerce as “the use of
handheld wireless devices to communicate, interaot] transact via high-speed
connection to the internet” (Kauffman and Techaaasoontorn 2005). While this

definition encapsulates a good number of m-commappdications and service that are
accessed through the mobile internet, it mightiisefficient to cover other possible m-

commerce transactions that are not necessarilysseddahrough the mobile version of
the traditional internet. Examples include mobitenenerce transactions conducted via
vendors’ private networks, as with the case of EMessaging Services (SMS) and
Multimedia Messaging Services (MMS) (Kauffman et24105).

These reasons show thabbile commerceas a term, is broad in scope and can be
defined in many ways. Generally, for any interattiw exchange to be considered as a

mobile commerce activity, it must involve all oktfollowing elements:

1. One of a range o#ctivities such as communicating, obtaining information,
entertaining, transacting, etc. Compared to sonndiest (e.g. Barutcu 2007) that
used the termmobile commercer m-commercéo specifically and only refer to
transacting activities, in this studyi-commerces used as an umbrella term to
cover all possible activities.

2. A mobile handhelddevice where the woranobile simply describes a handheld
computing device that is not restricted to a certaication, unlike desktop
computers, for example. A mobile device may be &P®smart cell phone or
web phone, or any one of other numerbaadhelddevices that allow the user
to conduct various tasks anywhere and at any time.

3. The exchange oflata such as the use of Mobile Data Services (MDS) whic
requires alata-enablednobile handheld device. Therefore, the use of halad
devices in conjunction with wireless connectiony/dar voice communication

is not considered an advanced mobile commercecservi
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4. A networkor amedium which could be the internet (as in the case afigus
services like mobile internet browsing and bankingpbile internet email,
mobile internet shopping applications, etc), a \wetsdprivate network, as with
SMS and MMS services, or other kinds of networks.

5. A wireless connectiobetween a handheld mobile device and a network.

6. An exchange of money (or its equivalent, such adits) for goods or services.

Considering these various issues, | define the tertinis thesis as follows:

M-Commerce is the use of data-enabled mobile handheld devg®rform activities
(such as communicating, obtaining information, daiaing, and transacting) that
have a direct or indirect monetary value throughel@ss connections to the internet or
to vendors’ private networks

This definition encapsulates both the technologeguired for the activity to be
considered mobile, and the process requirementg torbe considered a transaction
(i.,e. a commercial trading activity). The specifechnologies and activities involved
might vary depending on the application or the nebbgy utilised, but the activity

cannot be considered as m-commerce unless albsipanents are present.

It is evident from this discussion that the tarmobile commerceovers a wide range of
applications and transactions. A transaction caass®mple as using an SMS service to
vote for a contestant on a television program,soc@mplex as locating, evaluating, and
purchasing a product. Therefore, in this reseamubhile commercés used to refer to

any mobile service that falls within the scopehs above definition.

In the next sections, | highlight some examplesnmafbile commerce services and

application and enabling technologies.

2.2.2. Services and Applications

There are large numbers of existing and potentiabil@ applications and services.
Mobile commerce services can generally be claskifido four broad categories
(Durlacher 2001):
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1- Communication services. This includes SMS, MMS, mobile chat, mobile
email, and other services that are mainly intenethcilitate communication

among consumers.

2- Information services. These are services used to provide general news, sp
news, financial news, weather reports, personalibght updates, convenient

access to products, price comparisons, and otf@mational needs.

3- Entertainment services.This category includes games, horoscopes, and othe
fun and entertaining services that can be providaanobile phones. This class
of services is expected to be the main driver lehrcommerce success, given
its contribution to the explosive growth of the rlebcommerce industry in

Japan.

4- Transaction servicesThis includes services such as m-shopping, m-6eam-

brokerage, m-banking, and mobile selling and buying

All of these applications potentially differ in théechnological requirements, the type
of user targeted, and the business and supporegses involved. Therefore, for any
market, whether one of the above categories, oe mdrihem, is going to be the main
revenue generator for stakeholders is not easyeidiqi. It could be a single application
or it could be a group of interrelated servicesalhcases, the winning services are
highly dependent on the characteristics of theet@djusers and their preferences. In the
I-mode market of Japan, for example, entertainraadtgaming applications, supported
by advanced and flexible mobile payment soluti@me,believed to be the driving force
behind its exponential growth because of the hmyisumer acceptance of such services
(Kleijnen et al. 2003). However, this has not béka same in other m-commerce

markets (Carlsson et al. 2002).

For example, in Finland, mobile consumer-generaéed location content and
information services are considered the leading ilmalmmmerce services (Pelkonen
2006). In Germany, mobile email services and musig tones are driving m-
commerce in a market where m-payment, financialises, and location-based mobile
solutions have been dismal failures because ofurnestrust and privacy issues (Kehr
and Luhrig 2006). On the other hand, SMS is thenndaiving force for many mobile
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commerce markets such as France (Vialle and Epir2206), India (Banerjee and
Lennon 2006), New Zealand (Maneesoonthorn and rFa2006) and the USA
(Samuelsson et al. 2006).

2.2.3. Enabling Technologies

There are many technologies that work togethern@blke mobile services provision
such as handsets, networks and supporting techeslogmprovements in each
technology are the foundation for changes in mobk#evice markets. Games, for
example, are dependent on technical features saclsceeen resolution, memory
capacity, movement sensors, and processing powdeed, the market for mobile
multimedia products (games, music, and movies) lsimiol not exist in the late 1990s

because the necessary infrastructure did not exist.

Mobile service networks are another example of M@béing technologies that are
constantly advancing and improving. A few years,agobile networks were mainly
used to transmit voice and text data only. Tod&gsé networks are capable of
transmitting voice as well as a variety of datarfats such text, pictures and video. In
addition to handsets and network technologiesethes also other important supporting
technologies, such as special device accessonessérs, operating systems and user

applications.

Over time, the advancement of mobile technologias benerally gone through a

number of phases or milestones, as indicated linediland Khasawneh (2004):

1- 1st Generation (1G).This generation communicates via basic (unencdypte

analog) wireless voice technology.

2- 2nd Generation (2G).This generation marks the ability to accommodate t

transmission of text in addition to voice.

3- 2.5 Generation (2.5G).This generation is an interim technological stéupst
allowed the accommodation of graphics. 2.5G tedugywlwas designed to
bridge the deployment gap between 2G and 3G. GRBgral Packet Radio

Services) is considered a 2.5G technology and wmas fitst conventional
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technology to bring the true benefit of the mohidernet to the consumer

through its enhanced connection features (Durlaz@et.).

4- 3rd Generation (3G). This widely available wireless technology suppaité
media (e.g. video clips). 3G wireless technolod®sable high-speed mobile
connections to the internet while offering custosniedll access to rich content,
applications and value added services” (Constargiodi Polyzos 2003). The
“always on” feature and the higher bandwidth are tlwvo main features that
distinguish 2.5G and 3G devices from 2G technok@adreas et al. 2003).

5- 4th Generation (4G).The most advanced class of mobile technologie®otly
available provides faster multimedia and netwonkadalities. This generation of
mobile technology combines the features of all jes generations to deliver
voice, data and streamed multimedia with higheredpeof 100 megabits per

second while moving and 1 gigabit per second wdtad¢ionary.

Generally, mobile commerce enabling technologiesnseéo be improving rapidly

despite the technological constraints of wirelesshmhologies such as low bandwidth
and transaction execution delays (Barnes 2003). gda of all stakeholders in this
industry, as in all other industries, is to satisignsumers and provide them with

services that serve their needs and generate resdouthe service providers.

Therefore, regardless of the technology used, fgais consumers is important. It is
especially important to ensure that the marketinaes to grow. After all, it is the
consumer-specific factors that will encourage camsudemand for mobile services
whatever technology is used to provide it (Muthhiy®04). As a result, it is evident
that focusing on the consumers, their preferenites; needs, and what factors make
them accept and use the provided services is théoksuccess in this emerging market.
The next section describes role that consumers ipladetermining the future of the
overall m-commence value chain, and ultimately $e@dthe focus of this study.

2.2.4. The Consumer

Many authors, for example Haque (2004), Harrislef2905), Matthew et al. (2004),
Mylonopoulos et al. (2006), Nysveen et al. (200&it) Scornavacca et al. (2006) claim
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that developing an understanding of the factorg thifluence end-user (consumer)
behaviour and acceptance of new mobile serviceapsrtant at this early stage of the
mobile evolution because consumer acceptanceriigkfoundation for the continued

expansion of the market for mobile services.

However, with the exception of the success of thraotle service in Japan, m-
commerce has not been as widespread as anticif@leszaki 2005). By ensuring
acceptance and use of m-commerce by consumersghsidkers can have more
confidence in their current and future investmeitse importance of consumers in this
new industry can be seen in Figure 2.1, which titaies the central position that they
play in the overall mobile services value chairafatdd from Kuo & Yu (2006)).

Technology Mobile
Platform Equipment
Vendors Retailers
Infrastructur Mobile
e & Mobile Service

Equipment Providers
Vendors

Application 3G Mobile
Platform Network
Vendors Customers ‘erators

- Mobile
Application Portal
Developers Providers

Content Content
Developers Aggregators

Figure 2.1 The central position of the consumer in the
mobile services value chain

(Source: Kuo et al. (2006))

As Figure 2.1 shows, the success and interest loktakeholders in the mobile
commerce value chain is highly dependent on tHhalityato gain consumer attention,
interest, acceptance and increasing use of theedffgervices. Therefore, it is important

to understand the driving forces that might inceeas decrease the motivation of
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existing users of mobile technology to progressatmls the adoption of advanced
mobile commerce services. Once this is accomplishembile service providers can
then adapt and customise available technologiessandces to satisfy the needs of
their consumers (Nysveen et al. 2005b).

2.3.  The Entities-Interactions Framework (EIF)

The existing literature on mobile services adoptignindividuals has investigated the
importance of many factors in various contexts. 8avh these factors were adapted
from traditional adoption theories and studies, hsas perceived usefulness and
perceived ease of use from the Technology Acceptdmdel (Cyr et al. 2006), while

others are more mobile-specific such as mobileiserdesign aesthetics (Ainin et al.
2007; Bouwman et al. 2008; Carlsson et al. 2006IndgHand Tam 2006a; Park 2006;
Ranganathan et al. 2006; Serenko et al. 2006) amd heen added and investigated

more recently.

The Entities-Interactions Framework (EIF) (Figur@,2below) is used to provide an
overview of the factors that have been studiedhm literature. The EIF attempts to
identity: 1) the main entities involved at the comer level of mobile services

provision, and 2) the interactions that typicalike place among the identified entities.
The EIF has been used to identify the conceptyaiméhe literature.

The provision, adoption and use of mobile servige#is simplest form at the consumer
level, can be seen as an interactive processralvies four main entities, as shown in

Figure 2.2.

1. Theconsumeris the target of the service provision.

2. Themobile serviceencapsulates the technology via which the moleiteise is
provided.

3. The mobile service provider is the entity that the consumer interacts with in
order to use the mobile service. Depending on pleeiBc market structure, the
service provider can be a telecommunication compangontent provider, or

another entity. In the context of this study, teevice provider entity is the party
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that the consumer interacts with to acquire theiser solve problems, pay fees

and so on.

4. The social systemis the consumer’s social reference group, inclgdamily,
peers, colleagues, and so on. They are the peduean affect or influence the

consumer attitudes, perceptions, behaviours amohact

The service
provider

Consumer interaction with
the service provider

Consumer interaction with the : : Consumer interaction with the
social system : : mobile service

Consumer
attitude

7
2

The social system The mobile service
Figure 2.2 The Entities-Interactions Framework (EIF)

As depicted in Figure 2.2, the consumer attitude iatention towards the adoption of
the mobile service is affected by factors thattecta the mobile service, the provider of
the service and the consumer social system. Bas#teddentification of the consumer,
service, service provider and social system eatitethis framework, | propose that to
fully understand what drives the uptake of mobieviEe usage and adoption by

consumers, it is important to investigate and ustded two general sets of factors:
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A) Entity-specific factors are the characteristics and properties of eachyent
These include, for example&onsumer characteristicsuch as age, gender,
income; mobile service characteristicsuch as composition, technological
requirements;service provider characteristicsuch as market position and
ability to reach and attract consumers; andial system characteristitbat the
consumer belongs to, such as the general levaeholvativeness vs. resistance to

change, the common culture and beliefs of the socie

B) Inter-entity factors are the factors that stem from the interactionsxahanges
among two of these entities. This set of factose @ncapsulates how each entity
is perceived by the other entities such as conspereeptions about the various

aspects of the service and consumer perceptiorerdsvhis/her social system.

Researchers in the field have identified and ingattd a large number of related
factors. In the following sections, | review thefeetors using the proposed Entity-

Interactions Framework.

2.3.1. Entity-specific factors

The consumer

The consumer characteristics have been known ditibaal adoption studies for their

important direct or indirect effect on consumertadies, perceptions and behaviours.
Most importantly, consumer demographic characiesssuch as age, gender and
income have been found important in the mobile isesvadoption context. There are
large numbers of studies that have investigated thendemographic characteristics of
the consumer entity can impact consumer adoptiomailbile services. For example,

Bouwman et al. (2008) collected data in 2004, 280& 2006 from a sample of Finnish
consumers in order to examine the impact of agajeeand income on 1) their attitude
towards a number of mobile services (travel sesyigacluding hotel reservations,

tickets, time tables; early mobile services, sushriagtones and icons; and mobile
internet, including MMS, mobile email, news andfswy) and 2) the type of mobile

handset owned by the consumer. They found that omalsumers have a more positive
attitude towards mobile innovations and use moreaaded handsets than females;
younger consumers have more positive attitude as&l more advanced handsets
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compared to older consumers; and that income digmowv any significant impact on

either consumer attitude or the type of mobile Isatglthey use.

In a study to explore the demographic charactesistif early adopters of mobile
services, Munnukka (2007) found that this groupniyaconsists of males, under 35
years of age, and low-income earners. Similarlyaighan et al. (2007) found that the
most likely adopters of mobile banking servicesyaeng (21-30 years old), males and
highly educated but high-income earners in conti@diunnukka (2007) and consistent
with the traditional profile of early adopters (Rwg 1995). Another example of a study
that aimed to investigate the demographic charatitey of the consumers of mobile
services is the one conducted by Nysveen et al05&0 which investigated the
moderating effects of gender in explaining thentiteh to use mobile chat services and

found that gender plays an important role.

In addition to consumer demographics, other charestics of the consumer entity that
have been studied include consumer innovativersskgfficacy, which is the user’s
belief about and confidence in his/her individudlilitsy to use the service; prior
experience; and shopping orientation. For examipleheir review of the future of
mobile commerce, Jarvenpaa et al. (2003) emphatise¢dhe innovativeness of users
and uses of mobile technology will eventually drivecommerce to meet its success
predictions. Hung et al. (2003) studied the impafctonsumer innovativeness on the
adoption of mobile services and found that innaxgtess is an important characteristic
that distinguishes adopters from non-adopters. tLal.2005a) also studied consumer
innovativeness and its impact on adoption belip&deived usefulness and ease of use)
of mobile services and found that innovativenegsiicantly influences these beliefs
leading to an impact on consumer intention to adioptontrast to this result, Lu et al.
(2005c) found that innovativeness does not inflees@se of use or usefulness but does
impact adoption intentions directly.

Many studies have confirmed the impact of selfeaffly to try new mobile services and
found that this consumer characteristic has a qudatily important impact on the
consumer perception of the ease of using the mdaaigice, which then influences
consumer intention towards adoption (Gong and Xdb2Gong and Yan 2004; Lee and

Kim 2002). Consumer self-efficacy was also foundb® a direct determinant of
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consumer intention to adopt mobile commerce sesvioeer and above its known
influence on ease of use (Lin and Wang 2005; Warad €006).

Prior experience as a consumer characteristic Isas keeen found as an influential
determinant of consumer adoption of mobile commevdeether this experience is
acquired through the previous use of mobile sesvi€garroll et al. 2007), traditional
technologies such as desktop computers and thel witernet (Blechar et al. 2006;
Schwarz et al. 2004) or experiences that relatih@oconsumer’s general lifestyle and
history (McManus and Standing 2004). Consumer simgpjrientation (e.g. price
consciousness) is another consumer charactetistichds an influence on the consumer

attitudes towards adopting mobile commerce ser(iBasutcu 2007).

Many other studies have also found that consumenodeaphics and general
characteristics play an important role in shapihgirt perceptions to adopt mobile
commerce services (for example, Akinci et al. 20B#gne et al. 2005; Blechar et al.
2006; Okazaki 2006; Serenko et al. 2006).

The mobile service

The mobile service characteristics play an impartate in its adoption and use by
consumers. For example, the composition, contert delivery mode of SMS

marketing messages and their suitability for a gjgeconsumer’s needs were found as
a major determinants of consumers’ acceptance bilenmarketing services (Carroll et

al. 2007). The personalisability of the mobile sezvcontent and its fit with the user
mobile devices are also important characteristi€smmbile commerce services

according to Constantiou et al. (2006). In additibre composition of a mobile service
bundle (where more than one service is combingdrto a packaged mobile service)
and how each part of the service package relatésetother parts — supplementary vs.
independent — is another service characteristit itifauences consumer adoption of

mobile services (Bouwman et al. 2007b).

Bauer et al. (2007) investigated several attribofasobile ticketing services (including
pricing, payment and delivery modes) and found thath service characteristics are
important to increase the perceived benefit of daesice and therefore encourage its

acceptance by consumers. Furthermore, Park (200@dfthat several mobile internet
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service characteristics, such as its pricing, agntand information quality and
connection stability, influence the hedonic anditatian value of the service and
therefore impact consumer adoption. Mobile commeserrices attributes including
security and privacy standards, cost, and effigielicavigation and transaction
processing) were also found by Khalifa and She®&2@s important determinants of
the consumer perception of the usefulness of thbilmgervice which has a known
impact on consumer adoption of mobile serviceaddition, the quality of information
as a characteristics of mobile internet serviceeevieund as significant predictors of
consumer satisfaction when using these mobile ses(Chae et al. 2002). This study
examined several aspects of mobile internet inféionaquality, including connection
quality (stability and responsiveness), contentliudobjectivity, believability and
amount), interaction quality (structure, navigatiand presentation) and contextual

quality (timeliness and promptness).

Other examples of mobile service characteristicat twere examined and found
important for the successful acceptance and usaafiile commerce include: system
guality, stability and efficiency and connectioralstity and availability (Kim et al.
2008; Laukkanen and Lauronen 2005), mobile serdesgn quality and aesthetics for
mobile internet websites (Cyr et al. 2006), messagatent, controlability and
personalisability for SMS marketing services (Sthat al. 2005), transaction
convenience and speed for mobile payment servichern 2008), and the fit between
the characteristics of the mobile service and #s&g performed using the service (Lee
et al. 2007a).

The service provider

The service provider characteristics influenceittiernal business process quality and
therefore its performance in the market and thdityuaf the services it offers to its
customers. Examples of these attributes inclugje:ntanagement commitment (Badri
and Davis 1995; Bricknell 1996; Hsu and Su 2002adership (McColl-Kennedy and
Anderson 2002; Thiagarajan and Zairi 1997), stiatggdanning (Anderson 1982;
Schoeffler et al. 1990), internal departmental camitation (Reynoso and Moores
1995), and employee empowerment and involvementhe business process and
performance (Bettencourt and Gwinner 1996; Fletd®€9). Since most of the issues
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relevant to the characteristics of this entity rlated internal-business aspects, they are
outside the scope of this study, which focuses nooréactors that impact consumers’
attitude and intention to adopt mobile commerceises. Nevertheless, it is important
to emphasise that in research fields where thesessare of interest, their impact on the

adoption and diffusion of mobile services shoultllm®ignored.

The social system

The characteristics of the consumer’s social sygikays a critical role in shaping the
consumer overall perceptions, attitudes and behavidVany studies have examined
the characteristics of the social system and tmswmer culture and their influence on
the consumer adoption of mobile services and tdolgies. Most of these studies focus
on cross-cultural comparisons. For example, Su/sdaims (2004) examined whether,
based on individualism vs. collectivism culturameéinsions, there are differences in
mobile use and adoption between the Chinese antisiBrsocieties by comparing

samples of young consumers both societies. Thesultse indicated that the

characteristics of the society play a role in iaeflaing consumer adoption and
perceptions. In a similar study, Muk (2007b) stddike impact of cultural and social
characteristics on the adoption of SMS advertisag/ices. This study compared the
individualistic nature of American society and tbellective culture of Taiwanese

society and found that Americans’ adoption intemi@re exclusively driven by their

attitudinal consideration, while Taiwanese conswghéecisions are largely influenced

by their society and culture, in addition to thaulividual considerations.

In addition, Harris et al. (2005) compared m-congreansage in the United Kingdom
and Hong Kong and found that the differences inbaites of these two social systems,
such as the levels of collectivism and power dtarsignificantly influence attitudes
towards m-commerce and its usage. Sarker and W&20R3) similarly discuss how
socio-cultural variables can impose a pattern opadn and usage on the consumer. As
an example, the authors used the power distangbusét and explained that in high
power distance cultures (such as Korea) sending &MSuperiors at work can be
considered a serious offence, while in other sagyatems (such as Norway) it is not
offensive to do so. In a study on mobile bankingtmna, Laforet and Li (2005) found

that the Chinese traditional cash-carry bankindgucelis one of the main barriers to
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online banking in the country. Another example afidges that examined the
characteristics of the social system is the rebelayd_ee et al. (2007) which found that
socio-cultural attributes, such as uncertainty dance, individualism, perception of
time, and a preference for face-to-face, indirectwoitten communication, can all

significantly influence consumers’ post-adoptiomgeptions of mobile services.

2.3.2. Inter-entity factors

According to the EIF (Figure 2.2), the interactiofh various entities in any mobile
service provision scenario creates many factors mhght positively or negatively
influence consumer perceptions, attitudes and betws/towards the acceptance of the

provided service.
Consumer-service factors

The interaction of the consumer with the servicthéssource of most of the factors that
have been studied in traditional adoption reseachvell as in the emergent mobile
services adoption field. In the existing literatutee factors that relate to the interaction
between the consumer and the mobile service arsuregheither based on consumers’
direct experience with the service or based onwmess’ perceptions and beliefs about
how they expect the factors would affect their o$ehe service. Consumer-service
factors can be generally classified into outcomgeetancy factors, effort-expectancy

factors and facilitating conditiorts.

The first group,outcome-expectangcielates to consumer perceptions and beliefs about
the advantages and disadvantages of adopting theedfmobile service. Therefore,
most factors in this category can either take atipesform and become a benefit, or
take a negative form and become a barrier. Gegemtpected outcomes from using
the mobile service can be classified into two gsoyerformance-relate@utcomes or

personaloutcomes.

Performance-related outcome factors relate to énegved benefits or advantages from

using the mobile service that result in increasedfgpmance and improved task

! These three concepts were adapted from Venkatesh(2003).
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accomplishment. These factors are therefore relaterore functional, utilitarian or

instrumental benefits such as the usefulness,i@ifty and convenience of using a
mobile commerce service. Personal outcome-expectfastors are related to non-
utilitarian and non-task-oriented benefits suclhasenjoyment and playfulness of using

a mobile commerce service.

The second grougeffort-expectancgyrelates to consumer perceptions about the ease or
difficulty of acquiring, dealing with and using neimmerce services. A known example
from this group is Perceived Ease of Use from tleehhiology Acceptance Model
(Davis 1989; Davis et al. 1989). Effort-expectarfegtors also include consumer
expectations of other possible difficulties (oroef§) such as perceived loss of personal
security and privacy and perceived cost (a findrefmrt or difficulty) as a result of

using mobile commerce services.

The third group of factors that relates to the comsr interaction with the mobile
commerce service ifacilitating conditions These factors are basically conditions
whose existence would facilitate the adoption asel af mobile services by individuals.
The triability factor from the Diffusion of Innovian theory (Rogers 1995) is a known

example from this group.

Table 2.1 lists examples of adoption factors frérvese three groups that relate to the
interaction between the consumer and the mobileicgerFactors that are similar in
concept (e.g. usefulness and relative advantage euse and complexity, etc) are
grouped together to increase the readability oftélde. This table generally shows the
large extent to which consumer-service factors hlawen examined in the existing
literature on mobile commerce services adoptiombiduals. While this table might
not be exhaustive of every single study in thedigre, it does offer some interesting

pointers on the existing coverage of consumer-serféctors.

To illustrate, a simple frequency count of the nemdf times each factor and category
of factors have been studied (shown in the thiidi faarth rows of the table) shows that
among the four major categories of factors, thdoperance-related outcome factors
and effort-expectancy factors have received faremattention than personal-related
outcome and facilitating conditions factors. In tiperformance-related outcome

category, perceived usefulness, relative advantpgeseived utility and contextual
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benefits have been examined more frequently. Amitegeffort-expectancy factors,
perceived ease of use and perceived complexity hesaved more attention than the

other factors.

These patterns show the influence which traditia@eahnology adoption concepts such
as usefulness and ease of use from TAM (Davis 1P@9is et al. 1989) and relative

advantage and complexity from Diffusion of Innoweati(Rogers 1995) have on the
types of concepts that have been investigatedeiexisting literature on the adoption of
mobile commerce services. This influence is undeddble given that, first, mobile

commerce is still a relatively new innovation aedearchers are still learning about the
factors that are specific to the adoption proces$@sobile commerce services. Second,
traditional adoption models such as TAM and DOléhan established record for their
explanatory power in various contexts and therefoust be considered in the mobile

commerce literature.

Nevertheless, many consumer-service factors thetmasre relevant to the usage of
mobile commerce services have also been investigdter example, perceived
efficiency, speed, quality, flexibility, performasmcand convenience of the mobile
service (performance-related outcomes), perceivejoyment, playfulness and
entertainment (personal-outcome factors), and perdecost, trust, credibility, privacy
and security (effort-expectancy factors) have bewre frequently examined (e.g.
Bouwman et al. 2007a; Carlsson et al. 2006a; Kial.€2008; Tsang et al. 2004). Table
2.1 shows that there has been a growing interefiteirmobile commerce literature in
examining more relevant adoption factors to m-conemebeyond those that are

applicable from traditional technology adoptiondhes.
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Consumer-social system factors

Since mobile services are usually used in and a@uisocial environment, consumers’
perceptions, attitudes and behaviours are naturafluenced by other people. Social
influence is the effect that others have on thecggions of the consumer towards the
service. One of the well-known factors under thisug is thesubjective norn{Venkatesh
et al. 2003), which measures consumer perceptiavhether important people to him/her
would approve or disapprove his/her decision tgatiee provided service.

In the mobile commerce adoption literature, manydigts have examined the impact of
social influence on consumer adoption of mobilevises. For example, in a study to
examine and compare the impact of seven adoptictorta (usefulness, usability, system
quality, social influence, ubiquitous connectivipgrceived cost and perceived value) on
the behavioural intention of discontinuers and icor@rs to use mobile services, Kim et al.
(2008) found that social influence is one of thetdes which has a major impact on the
perceptions of discontinuers. In addition, Lu et(2D05a) found that social influence is a
significant determinant of consumers’ utilitaria@rgeptions, such as the usefulness and the
ease of using mobile technology, and these hawgn#isant influence on the intention to
adopt. The impact of subjective norm on adoptidantion was also examined by Toe and
Pok (2003), who found that consumers tend to sa@kmation from their ‘significant
others’ reference group (family, friends, colleagaad peers) in order to form a subjective
norm perception, which consequently influencesrtla@option intentions. Many other
studies have similarly investigated the impact @fisumer-social factors on the consumer
adoption of mobile commerce services (e.g., Bataal.€2006; Hong et al. 2006a; Khalifa
et al. 2008; Muk 2007b; Sugai 2007; Yan et al. 20Qfhg et al. 2007).

Consumer-service provider factors

The existing literature on consumer adoption of ikeokervices has mainly focused on the
consumer and the services; both in terms of thelependent characteristics as well as their
interactions. Social influences have also seerufrrtjinvestigation in the existing literature
based on their known impact in traditional adopt@md diffusion studies. However,
interestingly, the consumer-service provider (tleeeiver and provider of the mobile

services) factors have been largely overlookedisltintriguing how the important
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interaction between these two entities in the neobérvices adoption scene has received
scant attention from researchers in the field. Bsubsed in the following section, this has

been the major motivation for this study.

2.4. The present research

Based on all the above, this research attemptsl @nfimportant gap in the literature by
focusing on the impact of consumer-service providetors on the consumer adoption of
mobile commerce services. In particular, this studestigates (1) the influence of the
quality of the consumer-service provider relatiopglas perceived by consumers) on their
attitudes and intentions towards accepting m-coraenservices, and (2) how consumers’
perception of the value of adoption incentives i&fieby the service provider affects their

attitudes and intentions towards accepting molgitgises.

Firstly, this study investigates the influence lo¢ tquality of the relationship between the
consumer-service provider (as perceived by conssinar their attitudes and intentions
towards accepting m-commerce services. This inlaes based on the proposition that, in
general, the acceptance of what is offered by aréyps highly dependent on who is
offering it and what the receiver thinks of botte tprovider and the nature of their

relationship.

This proposition is fundamental to this researchctvistudies how consumers’ perception
of the nature of their relationship with their Seevproviders affects their decision to accept
or reject an offered mobile service. In particutars study investigates the influence of the
consumer-service provider relationship quality ffasceived by consumers) on both their
attitudes and intentions towards the adoption obiieoservices. More details of the
theoretical or conceptual linkage of PRQ to consuad®ption perceptions are provided in
Chapter 3.

Secondly, most mobile services are offered alort some kind of incentive to motivate
the adoption and acceptance of the service by comsu Therefore, following the same
proposition that the value of what is offered is@ally related to who is offering it, this
study investigates how consumers’ perception of hkie of incentives affects their

attitudes and intentions towards the adoption ofbileoservices. How much value

37



CHAPTER 2

consumers perceive in such incentives is hypotedsis affect a consumer’s willingness to
accept the incentive and thus adopt the servideisharomoted with the incentive. | call
this factor the Perceived Value of the Adoptioneimiive, or PVI. More details of the
theoretical association between PVI and consumeptamh perceptions are provided in
Chapter 3.

By investigating these two consumer-service pravi@detors and how they impact the
decision of existing users of mobile technologyattopt or reject a mobile commerce
service, this research fills an important gap ia th-commerce adoption literature. The
insights of this study should assist service prersdio devise strategies to increase the
adoption rate of these services among their egsiisers of mobile phones. In addition,
examining these relational factors using a commnabf theoretical bases from various
research fields such as Information Systems, Mengednd Social Science, offers new
insights into the adequacy or inadequacy of tradi adoption theories to fully explain the

adoption of mobile commerce services by individuals

There are many reasons to think that traditionap#&idn theories, such as the Technology
Acceptance Model (TAM) (Davis 1989; Davis et al82% the Theory of Reasoned Action
(TRA) (Ajzen et al. 1980; Fishbein et al. 1975)dahe Theory of Planned Behaviour
(TPB) (Ajzen 1991), and Diffusion of Innovation (DO(Rogers 1995) need to be
expanded with more relevant factors in order tdyfekplain the adoption processes for

multipurpose, technology-enabled services suchaslencommerce.

Firstly, many of traditional adoption models (sweh TAM) were developed and applied
primarily to explain the individual adoption andcaptance of technologies in workplace
and organisational settings. In contrast, the ado@nd use of mobile commerce services
can take place in many contexts, including workcksas checking work-related email
inside and outside the office), social (such agsisgnor receiving messages) and personal
(such as personal banking and accounts managemesit;, games and leisure). This wide
range of adoption and usage contexts requires @ifisant expansion of traditional
technology adoption theories.

Secondly, mobile commerce services are complex Ibanaf technology-enabled

innovations that can include a number of compleargn{yet distinctive) services to
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support multiple activities. Each mobile servicehivi such bundles might have distinctive
characteristics and adoption processes that céinglissh it from other parts of the mobile
commerce bundle. This complexity means that trawi#i adoption theories may be
inadequate to fully explain the adoption of mohkilemmerce services. This is because
traditional adoption theories were developed tolarpthe adoption processes of simpler
technologies (such as personal computers and/twaaf) which can be recognised as

discrete, single-purpose innovations.

Thirdly, the successful and useful adoption of nebbmmerce services is dependent on
ongoing connection and service provision. Withohts tsuccessful and continuous

exchange between the provider and the consumetetheaology is almost useless. This is
similar to the adoption processes of other inforomatechnologies, such as IT outsourcing,
where exploiting the full potential of the techngjois dependent on an important element
of successful ‘exchange’ between the provider dsddonsumer of the technology (e.g.,
Kern and Willcocks 2000). While economic intensianglht be a main driver for these

interactions, they are evidently embedded in s@iahange settings where the relationship
between the provider and the consumer plays a majerin the success of the exchange
(Granovetter 1985). Traditional technology adoptibaories do not adequately consider

this element of exchange and its impact on the @oloprocess.

Fourthly, mobile commerce includes a wide rangapglications and services that differ in
terms of technical complexity. For example, the @$§eSMS and MMS can be quite
simplistic compared to services such as mobilekstaading, mobile buying and selling,
and mobile banking. In order for mobile commercekets to reach their full potential and
generate predicted revenues, existing mobile plromsumers must progress from being
users of basic mobile commerce services to adoptaisusers of more advanced mobile
services. This progressive adoption process isequitlike the adoption processes of
traditional discrete, single-purpose innovationgaditional adoption models mainly
describe the process leading to the initial andinoad use of a discrete, single-purpose
technology, as opposed to the progressive adopfionore advanced features of a multi-

purpose technology.

Therefore, this thesis enriches our understandihghe technology adoption process

because it explains the adoption process for ragdblving, multi-purpose communication
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technologies. It examines the effect of relatiofadtors on the progressive adoption of
advanced m-commerce services by existing usersobflentechnology. This helps address
a more general Information Systems (IS) questwhy might an existing user of a
technology adopt more advanced forms of that teloigy@

The focus on understanding the adoption behavi@xistingusers to upgrade or progress
towards advanced versions of the technology is rapb for the success of all ICT

consumer markets, including the mobile commercekatarThis is because one of the
fundamental characteristics of technology and teldgy-enabled service markets is the
fact that it is almost certain that every technalagjinnovation will eventually be replaced

by a newer generation of technology (Danaher e2@)1). This means that existing users
of a technology can (or are expected to) go throslghrter upgrade cycles; moving from
the adoption of one version of the technology te ttext more advanced version or
generation. This type of progressive adoption &splio mobile commerce where the
consumer must first become a mobile phone owner cardthen progress from basic
services (such as SMS) to more advanced servicet @ mobile selling and buying).

Understanding the upgrade behaviour of existingseorers is important because it helps
market stakeholders to develop better strategiggrdmote future products and increase
their sales volume (Grewal et al. 2004; Kim anchi8dasan 2009). In fact, several studies
have examined and emphasised the importance ofrstadding consumers’ adoption of

progressive upgrades for the success of variousucoar markets.

For example, Lennstrand (1998) studied the adopaioth diffusion of Information and
Communication Technology (ICT) in households. Ttisly discusses how there is often a
mismatch between the speed of introducing new géines of ICT to the market and the
speed at which consumers upgrade from older to mgemerations of that technology. In
this discussion, the author explains how the adaptind diffusion of a new ICT (e.g. the
internet) is dependent on the consumer progredsan a more basic technology (e.g.
computers). This demonstrates that even for twomsegy independent adoption
processes, such as PC adoption and internet adpp@d technologies in general have
progressive and overlapping interdependencies nvifem. This would seem to be even
more evident when linking existing consumers’ pesgive adoption from a basic use of
mobile phones to using advanced mobile commercacest especially given that these

two innovations share the same underlying infrastme and technology.

40



CHAPTER 2

In addition, Huh and Kim (2008) addressed the qoesif whether or not early adopters of
a technology are more likely to upgrade to nextegations of the technology compared to
late adopters. They found that being an early aqjpheasured by the duration of usage
since first use) is not a sufficient predictor dktconsumer’s intention to upgrade to
subsequent innovations. This finding contradices wWay traditional studies (e.g. Rogers
1995) categorise adopters based on how far theylometed from the mean of the
distribution of adoption timing. Huh and Kim condki that the new knowledge and
experience that consumers develop from their usghe current technology are better
predictors of how likely they are to upgrade to en@dvanced versions of the same
technology. This result was confirmed by Sugai @00vho found that past usage,
knowledge and experience is a better predictorubdiré usage pattern (intensity and
variety) of a newer model than other factors suEluagrade motivations (e.g. sociability,
instrumentality and fashion) and the technical bdp&s of the new device. These
conclusions are consistent with the foundatiorhefresent research, which considers that
the knowledge and experiences that the existingilmm@bone consumer attains from the
interaction with the mobile service provider is ajan predictor (or inhibitor) of the

progressive adoption of consumers towards morerexebmobile commerce services.

Other studies that have also emphasised the imuertaf understanding the progressive
adoption behavior of consumers in other contexttude Irani et al. (2008), who studied
the factors that affect the adoption of broadbartdrinet services by the existing users of
narrowband technology in the UK. They employed apanded the Technology
Acceptance Model with variables including perceivedources, self-efficacy and social
influence. They found all these factors to be intgnatr predictors of existing consumers’
intention to progress from using the narrowbandieer of the wired internet technology to
using broadband. Furthermore, in the physical prodwontext, Bucklin and Sengupta
(1993) found an important relationship between ddeption and diffusion processes of
laser scanners in supermarkets and Universal Préathae (UPC) symbols printed on the
packages of stocked items, as two examples of eam®itary innovations that have
separate adoption tracks. Also, Kim et al. (200&yedoped and estimated a model to
understand the adoption and substitution decisaitems of existing Personal Computer
users as an example of multi-generation or multtehdéechnological products. They found

that the repeat purchase decision could be estimageng variables including purchase
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history, buyer expectations of future generatiamsl preferences for the currently available

options.

All these studies emphasise the importance of wtaeding consumer progressive
adoption of the flourishing of all markets thatesfEuccessive generations of technological
innovations. The present research offers new itsighto this line of research by

examining how the interaction between the consusner the service provider influences
the progressive adoption of advanced versions @fmtbbile services by existing users of

mobile technology.

Perceived Relationship Quality (PRQ) is introdugedthe next section, and Perceived

Value of the Adoption Incentive (PVI) is introducedSection 2.6.

2.5. Perceived Relationship Quality (PRQ)

The importance of relationships between customedsfiams has been frequently stressed
throughout the literature. Generally, there seemiset a consensus among researchers and
practitioners that building and maintaining postielationships with customers is essential
for the long-term success and profitability of mrfi(Claycomb and Martin 2002). In fact, it

is argued that keeping existing customers happyush more effective for a firm than
trying to attract new customers (Palmer 1995).nrefiort to achieve this advantage, many
businesses have started special initiatives, imtudedicated departments and personnel in

some cases, for managing customer relationships.

Before the concept of customer-firm relationshipsne to attention, the main focus of
businesses was on transactional, day-to-day exekangth their customers. With

increasing competition in different industries,nfg started to realise the importance of
constructing and sustaining positive relationshipgh their existing and potential

customers. From this perspective, everyday traitsectare seen as potentially contributing
to continuous, long-term and more profitable bussndn this relational view, exchanges
with customers are planned and managed insteaéiof lcarried out on an ad hoc basis
(Arndt 1979). To distinguish relational exchangesnf transactional ones, Dwyer et al

(1987, p.12) stated that a “relational exchangespaes over time; each transaction must
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be viewed in terms of its history and its anticgghtfuture.” In this research, | use the
definition by Roberts et al (2003, p.181) as fokow

Perceived Relationship Quality (PRQ) is the consumer perception of “the intangible
aspects of relationships, over and above the ctements of the service, and thus adds
value to the service when the interaction betwdendonsumer and service provider is
ongoing (relational) rather than one-off (transamtal).”

From this definition it seems clear that relatiapstuality is relevant to almost all kinds of
service markets. As the definition states, as Esthere is an ongoing exchange between a
customer and a service provider, there is a relahip element and, therefore, its nature
and quality play a role in the effectiveness, sroess and continuity of their mutual
exchange over time. In the present research, | uneabie consumer-service provider

relationship quality as perceived by the consumer.

2.5.1. The Formation of Perceived Relationship Qual ity

In this study, the formation of PRQ is conceptwalis|as the accumulation of consumer
perceptions over time that stem from the consumegssonal episodic experiences

(interactions) with the mobile service providerdapicted in Figure 2.3.

Consumer’s Perceived Relationship
Quality with the service provider

— s Feedsinto
............ +» Feedback

Consumer episodic—>|
experiences/interactions
with the service provider

overtime

' I ' '

I h ' '
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Figure 2.3 The formation of the consumer’s Perceived Relat  ionship
Quality

As Figure 2.3 shows, the consumer’s personal espesgs form his/her perception of the
relationship quality with the service provider. Theepisodic experiences, whether positive

or negative, accumulate over time to form the corets overall perception of the service
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provider. As the consumer passes from one experieacthe next, he/she uses this

accumulated perception to make better informedagtsoand decisions.

2.5.2.  The Importance of Relationship Quality

Ongoing positive relationships with customers cangomany advantages to firms. Firstly,

while most ‘tangible’ marketing and business défgration strategies (e.g. price discounts,
promotions, prizes, on-time service, asking fordfeck from customers, membership
clubs, etc) can be easily imitated or duplicateccbmpetitors, firms are realising that the
‘intangible’ nature of a truly positive relationphiwith a customer cannot be simply

duplicated by others (Roberts et al. 2003). A pasitelationship differentiates the service
provider products in the market, creates barriersustomers switching behaviours (Dwyer
et al. 1987) and gives a unique overall competiadeantage to a firm (Roberts et al.
2003). In addition, positive relationships with tmmers could be “leveraged across
services” (Roberts et al. 2003, p.180) to increafien’s share of each customer’s wallet.

Other benefits that firms can gain from positivéatienships with customers include:
positive word-of-mouth by satisfied customers (Clayb et al. 2002; Roberts et al. 2003),
reduced business uncertainty, managed dependemaelofparty on the other (Spekman et
al. 1985), higher customer retention and thus tability of a firm (Fornell and Wernerfelt
1987; Hennig-Thurau and Klee 1997; Reichheld args&alr 1990), exchange efficiency
(Dwyer et al. 1987), increased sales volumes, ingmtooperating efficiencies, improved
customer feedback, and minimised marketing expefagie 1996; Reichheld et al. 1990;
Vavra 1992).

In addition, customers can also benefit from pesitielationships with firms or service
providers. Among these are individualised servamed/or customised goods (Liljander and
Roos 2002), enhanced value, better quality, aneased satisfaction with their purchases
(File and Prince 1993).

These benefits, among others, can be generalisemhytokind of business-to-consumer
(B2C) industry where an interaction between a cgustoand a business takes place.
However, the literature emphasises that positivatiomships are even more critical in
service, as opposed to industrial, markets. Lil@ndnd Roos (2002) argued that “the
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interpersonal nature of services makes them péatiguwell suited for relationship

building.” Moreover, the ‘intangible’ nature of ntoservices, compared to physical
products, makes service providers themselves thst tangible aspect of the service. As a
result, to evaluate services, customers mostly rtbme evaluating the quality of their

relationship with their service providers (Claycosthkal. 2002).

The mobile commerce market is, to a great extestyice-based. Mobile services in
themselves are highly technological in nature. Hmwugethe success of a service provider in
delivering these technologies, measured by conswoeeptance and adoption of such
services, is also dependent on the firm’s ability grovide superior experience or
interaction alongside the technology itself. In iidd, the adoption of m-commerce
services compared to traditional technologies ascpersonal computers requires a higher
level, and probably more frequent, interaction leetw the provider and the receiver
through activities like fees payments for serviadivetry. Therefore, mobile commerce
markets require a good ground for relationshipdng and so a positive consumer-service
provider interaction is critical for its successidis discussed in the following section.

2.5.3. Consumer-service provider relationships in t he mobile
commerce markets

Mobile commerce service providers, like other ssgvproviders, operate in customer-
oriented markets where appealing to the interdstasiomers and keeping them satisfied is
one of the most important drivers of success. Whitgbile commerce is referred to as a
‘technology’ in some contexts, it should not befased with other pure technologies such
as fridges or TVs, for which the importance of teationship with the provider after the
adoption of the technology might not be as infli@nRather, a mobile commerce market
IS an emerging service industry that is formed lygtamers’ adoption of particular
technological innovations. Therefore, customer ti@hghip remains one of the most
important determinants of success in the mobilernermme markets, and is probably even

more important than the technologies utilised wvle the mobile services.

Dwyer et al. (1987) listed four general attributes relationships: 1) dependence is
lengthened over time, 2) future performance is &sdent (in terms of measurability) and

is dependent on one party’s promises and the atlrist, 3) uncertainty exists and leads to
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greater communication between the partners, aagi#ipation of conflict or disagreement
takes place. The existence of these attributes iexahange indicates a suitable ground for
relationship building, a ground where relationshgs an impact on present and future
exchanges. Comparing these attributes againstdmacteristics of the exchanges between
customers and mobile commerce service providerswshthat, in such markets,

relationships manifest and play a critical rolenfiuencing the exchanges that take place.

For example, billing relationships between cust@mand mobile commerce service
providers (end of month billing, for example) adlves the reliance of customers on firms’
promises of timely and accurate mobile serviceveeji both correlate to the existence of
dependence over time between the two (relatindheofitst and second attributes above).
Also, once a customer subscribes to a mobile cocarssarvice, the customer is completely

dependent on the service provider to deliver whaixpected.

In addition, uncertainty exists in relation to tlentinuity and quality of service
performance, billing accuracy, speed of servicestamer service and other deliverables
expected from the service provider (the third bitiie). Some level of uncertainty could
also be perceived by the service provider in rehatb, for example, consumer loyalty and
timely payments. Therefore, both parties might h#weir own anticipations of future
conflict (the fourth attribute).

2.6. Perceived Value of the Adoption Incentive (PVI )

The concept ofalueis of great importance and is frequently inveggdain many fields

such as management, information systems, marketirajegy and finance and economics
(Wikstrom and Normann 1994). The notion of valua take different forms or meanings
depending on the specific context or setting bamgestigated. When referring to the
demand aspect of a business’s product or offetpmes value becomes the driver of the
success of such a product or offer. The more valistomers see in an offer, whether

product or service, the more willing they are toegt and use it.

Customer value is of increasing interest to botactitioners and academics (Woodall
2003). For any business, creating customer valuindamental and a prerequisite to

securing a profitable position in a competitive kedr(Huber et al. 2001). Without superior
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customer value, even the most basic businessgirajesuch as differentiation and low cost
(Porter 1980) run a great risk of failure (Day 1290

When offering a product or a service, the consusngerception of how much value he/she
will potentially gain is decisive in its successfailure. The more value the offer carries,
the better the chances that it will be acceptegrcdived value, therefore, builds around the
utility a customer gains from an offer (Huber et 2001). According to the literature on
competitive strategy, the number of customers @mbreased by conveying more value
than the competition (Day and Wensley 1988; Gal@41%orter 1985; Woodruff and
Gardial 1996). This is to say that customers anags searching for more value in all their
actions. The more value they are given (or percémnay are given) compared to other
competitive options, the more likely they are toegat the offer.

Similarly, for technology-enabled services suchhmasommerce, the consumer should be
able to see more value in these technologies cadpar other alternatives such as PC-
internet based services. As a result, the acceptahm-commerce becomes a question of
how much value the consumer perceives. Generdily, donsumer perception of the
adoption value of m-commerce can be influencedvim ways. First, the service provider
should be able to highlight to the consumer theaathges that he/she will receive by
adopting the MC service, compared to other alterestsuch as e-commerce, wired-
internet-based services. In this respect, m-comenexdvantages such as flexibility,

convenience and accessibility must be clearly ersiphd.

Second, the service provider should also be ablentae the customer to accept m-
commerce services by providing an attractive offérere are many ways through which
this attractiveness can be accomplished. One wé&y govide an incentive alongside the
service that can increase the value of the actargice in the eyes of the consumer and lead
them to adopt it. In this case, the magnitude dfivahe potential m-commerce adopter
associates with, or perceives in, the decisiorctept the service can be greatly influenced
by his/her perception of the value of the incentie this research, the consumer’s
perception of the value of the incentive is examlires one of the consumer-service

provider factors.
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Zeithaml's (1988) definition of perceived value ise most commonly used among
researchers. She was among the first to provideraal definition of the perceived value
concept from a consumer perspective: “a consunoesall assessment of the utility of a
product based on perceptions of what is receivadl &hat is given. Though what is
received varies across consumers ... and what is gi@ees ... value represents a trade-off

of the salient give and get components” (p.14).

In this research, | use this definition to specibypsumers’ Perceived Value of the Adoption
Incentive provided by the m-commerce service prewidNote, however, that Zeithaml’s
(1988) definition is directed towards the consumperception of the value of tretual
product or service, whereas this study examineswuorr perceptions of the value of an
adoptionincentive rather than the mobile service itself. Therefdoe,the purpose of this

study, PVI is defined as follows:

Perceived Value of the Adoption Incentive (PVI) is the consumer’s overall assessment of
the utility derived from an adoption incentive offg by a company to promote a service,
based on perceptions of what is received and whaivien.

As this definition states, the perceived value emtcs the evaluation of all ‘give’ and ‘get’

components in a specific choice situation. Thesapmments might originate from many

aspects of value such as economic, emotional, Isatid so on. In this study, it is argued
that a high perceived value is a condition for comer acceptance of an adoption incentive.
In other words, the ‘get’ components that the inivenoffers to the consumer have to be
higher and bigger than the ‘give’ components ineortbr the consumer to accept the
incentive and the mobile service that comes with discuss these value components in

more detail in Chapter 6.

2.7. Conclusion

This chapter has described the context for thisishd provided an introduction to the
definition, the enabling technologies, and the msénvices and applications of mobile
commerce. | emphasised the importance of consudwgtian of mobile services for the
success of mobile markets around the world, antesyaically reviewed and synthesised

the relevant literature to highlight the gap thattress in this research.
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Using the Entities-Interactions Framework (EIF)wias found that the existing literature
has mostly emphasised the consumer and the mobrlece both in terms of their
individual characteristics as independent entiéigsvell as their interactions. On the other
hand, an important conceptual gap was identifiext #mphasises the consumer-service
provider factors and how relevant factors affea #doption by consumers of mobile
commerce services. Based on a wide review of ratestudies, two relevant consumer-
service provider factors were identified. These Reeceived Relationship Quality (PRQ)

and Perceived Value of the Adoption Incentive (PVI)

The next chapter builds on the PRQ and PVI condeptetermine the conceptual scope of

the study, introduce and justify the research maated propose relevant hypotheses.
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Chapter 3.

Research Model and Hypotheses

3.8. Introduction

The previous chapter established the context efghidy, reviewed the relevant literature
and identified the specific research issue thad 8tudy addresses. Using the Entities-
Interactions Framework (EIF) and specifying the stoner as the focus, the consumer-
service provider factors were identified as the kega that this project focuses on. Based
on a wide review of relevant studies, Chapter 2ntified the consumer’s Perceived

Relationship Quality (PRQ) with the service provided the consumer’s Perceived Value
of the Adoption Incentive (PVI) as two importanttiars relevant to the study of consumer-
service provider factors and their impact on corsmumadoption of mobile commerce

services.

This chapter describes the theoretical basis ferrésearch. First, | establish the conceptual
scope of the study by identifying the main adopfiactors that will be focused on, leading
to the introduction of the research model (Sec8a2). Then, | theoretically justify the
linkages drawn between the various variables amtequts leading to the proposition of
relevant hypotheses (Section 3.3). The researctehaod the hypotheses from this chapter
are then tested empirically in later chapters (Gdra®B and 9).

3.9. Conceptual Scope and Research Model

The impact of the consumer-service provider peroept on consumer attitude and
intention towards adopting mobile services is tlmt@l focus of this study. It was
previously specified that two important factors aetevant to studying the impact of
consumer-service provider factors. They are 1) PRGGh is the consumer’s evaluation of
his/her relationship with the service provider aBd PVI, which is the consumer’s
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evaluation of the value of adoption incentives the offered by the service provider to

entice him/her to accept and use a mobile service.

PRQ is an important concept in understanding coeswceptance and use of mobile
commerce since, in general, a person’s attitudeutdsvaccepting what is offered or given
depends (to some extent) on that person’s attitod@rds the provider and the nature of
the relationship between the receiver and the gesviSecondly, incentives are regularly
used by service providers to promote new mobileises and encourage adoption and use
of existing services. Following the same underlyargument that the value of what is
given partly depends on who gives it, this studyestigates how a consumer’s perception
of the value of such adoption incentives (PVI) etf$ehis/her acceptance and use of mobile

services.

In order to fully understand the impact of thesewvlgeintroduced consumer-service
provider factors (PRQ and PVI) it is important tongare their impact with other well-
established factors that relate the consumer toother entities in the EIF, namely, the
mobile service itself and the social system. Assult, the conceptual scope of this study is

to investigate and compare the impact of threesfetsnsumer-related factors:

1. Consumer-service provider factors this group includes PRQ and PVI.

2. Consumer-service factors from this type of factors, two of the most comryon
studied and well-established factors: Perceivedullsess (PU) and Perceived Ease
of Use (PEU) from the Technology Acceptance Modzhvis 1989; Davis et al.
1989) are investigated.

3. Consumer-social factors Subjective Norm (SN) is one of the most frequentl
studied and well-established factors in the traddal as well as more recent
research in the fields of adoption and diffusion.

The research model, which shows the impact of & PRQ, SN, PEOU, and PU on
consumer attitudes (ATT) and intentions (INT) toslsradopting new mobile service
offers, is shown in Figure 3.1. The investigatidrth@se distinct yet related sets of factors
in a single model provides useful insights into litexrature on mobile services adoption by

individuals.
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Consumer-Service Provider Factors

Perceived Relationship H3 Perceived Value of
Quality (PRQ) ~| Adoption Incentive (PVI)

___________________________________________________________________

H1b H2a H2b
Attitude toward Hs Intention to use
MC Services MC Services
(ATT) (INT)
Consumer-Social Factors H7
Subjective Norm (SN) : H7b
' Hda Hab H5a H5b
Perceived Usefulnessof | Perceived Ease of Use of
the Service (PU) D . the Service (PEOU)

..................................

Consumer-Service Factors
Figure 3.1 The research model

In the following sections, | establish the thear&tigrounds and justification for each of the

constructs and propose related hypotheses.

3.10. Theories and Hypotheses

This research applies a number of well-known tlesoincluding the Social Exchange
Theory (SET) (Homans 1958), the Technology Accemalodel (TAM) (Davis 1989;
Davis et al. 1989), and the Theory of ReasonedoAqtTRA) (Ajzen et al. 1980; Fishbein
et al. 1975). In the following sections, each cargdtis discussed based on one of these

theories and relevant hypotheses are introduceatdiogly.

3.10.1. Consumer-Service Provider Factors: the Soci  al Exchange
Theory

Social Exchange Theory (SET) stems from the integraof three main research areas:
economics, psychology, and sociology. It was deyedato gain a better insight into human
social behaviour in economic settings (Homans 195®cial behaviour is defined by
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Homans (1958, p. 606) as “an exchange of goodsgrirabgoods but also non-material
ones, such as the symbols of approval or prestifk€ theory additionally posits that
human relationships are generally formed via theafssubjective cost-benefit analysis. In
other words, if a person finds that the subjecheeefits of engaging in an exchange (or
relationship) are greater than the subjective ¢cdstsshe will invest resources into starting

and maintaining the relationship.

This theory has been used by several IS resear(Hatls2003; Kankanhalli et al. 2005;
Kern et al. 2000; Lee and Kim 1999; Son et al. 206Br example, Gefen et al. (1998)
employed the theory to investigate the adoptioexplert systems in organisational contexts
and found that a constructive social exchange latwiee user and the developer, through
developer responsiveness, can enhance the usmppen of the usefulness and ease of
using the information system. Kern and Willcock€Q@Q) used the theory to conduct an
exploratory research into client-supplier relatimps in the IT outsourcing domain and
provided several insights on how these relatiorssluggn be managed. Son et al. (2005)
combined the theoretical grounds of the Social Brge Theory and transaction cost
economics to investigate the effects of two reflalofactors: power and reciprocal
investments, on trading partner relationships tarberganisational systems (I0S) network.
They found that the client’s reciprocal investmantthe form of BDI-related support have
an important impact in increasing the exchange meluand diversity, while power

exercised is found to be not effective.

In line with SET propositions, PRQ and PVI helpinform a consumer’s subjective cost-
benefit analysis undertaken when forming an intento accept a new mobile service. The
following sections further discuss and hypothedise link between each of the two

concepts with the basis of the Social Exchange ijheo

SET and consumers’ perceptions of their relationshi p quality with service
providers (PRQ)

In addition to the materialistic, economic exchamgeolved in consumers’ adoption of

mobile services (paying fees in exchange of serdel®ery); a great part of this exchange
is social, non-materialistic in nature. By adoptangew mobile service, a consumer might
be seeking to receive some additional non-matealaies such as prestige, power, approval

of others, personal satisfaction, etc. Also, efehe consumer is not practically ‘seeking’
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such values, in many cases they might play a gotatin his/her intention-formation and
decision-making activities within the adoption pges. Therefore, as SET argues,
consumers’ end behaviour (accepting or rejectingeav service) is partly based on
objective economic analysis, but also (and perhapsarily) on subjective analysis of

costs and benefits.

A consumer’s perception of the quality of his/helationship with the service provider

(PRQ) is viewed in this study as one of those natenal goods involved in the exchange
between consumers and service providers in mobiteices contexts. Accepting a new

service from a mobile service provider usually ngeanbeginning of a new phase of a
relationship or an exchange over time. In line W&RT, the non-material relationship

quality perception (PRQ) will affect consumer’sitatle, intention, decision and behaviour
in relation to this exchange through its directuahce on the consumer’s subjective cost-
benefit analysis. In this study, the effects of PRQ consumer attitude (ATT) and

consumer intention (INT) toward adopting the molsgevice are examined.

Consumer attitude is an evaluation phase whereadhgumer weighs and compares various
aspects of the upcoming exchange in order to fateubln informed intention (and

decision) to either adopt or reject the offeredriser The mobile service provider is one of
the most important aspects of any new mobile sergiter because the consumer’s post-
adoption experience is largely determined by thecesssful exchange and relationship
between the consumer and the service provider.efdve, the consumer perception of
relationship quality with the mobile service prosmidis an important factor that can

influence the outcome of the attitude or evaluapoocess. Normally, if the consumer has
a negative perception of the relationship withghavider, his/her attitude towards adopting
the mobile service that is offered by that providdli be negatively affected because the
consumer expects the post-adoption experience taoebative. In contrast, the consumer
would be encouraged to form a positive attitudeaimls adopting the service if he/she
perceives the relationship with the provider asositpve factor in the evaluation process
because he/she would expect the post-adoption ierperto also be positive. Therefore,

the following hypothesis which links the impactRIRQ on ATT is proposed:
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Hypothesis 1la: A consumer’s perception of the dyali the relationship (PRQ)
with a service provider influences that consumattgude (ATT) toward the

adoption of mobile services.

As part of the adoption process, the consumer lysnabves from attitude-building to

intention-formation to decision-making. According this flow, adoption factors are

usually assessed and compared during the evaluatiattitude stage leading to an effect
on intention. However, sometimes some factors @ la dominant influence that makes
them able to directly impact consumer intention roeed above their impact on the
previous phase (attitude-building). For PRQ, thied effect on intention might take place
in some cases where the consumer relationship thighservice provider is severely
negative. For example, if the consumer is beingreft a new mobile service from a
provider that the consumer has had previous sedon8licts with; the consumer might not
take the time to evaluate aspects of the servititu@e-building) but rather go directly to

forming a negative intention to adopt. Similarly,special relationship with the service
provider might lead the consumer to be willing opt the service based on his/her
established trust in the provider. For this pdssidirect impact of PRQ on intention, the

following hypothesis is proposed:

Hypothesis 1b: A consumer’s perception of the dyali the relationship (PRQ)
with a service provider influences that consumattention (INT) to adopt

mobile services.

SET and consumers’ perception about the value of in  centives offered by
service providers (PVI)

The Social Exchange Theory argues that the outaainge party’s subjective cost-benefit
evaluation of getting involved in an exchange vatiother is influenced by the behaviour
or the perceived behaviour of the other party. Dngwrom this, a consumer’s (first party)
perception about the value of the adoption incentoffered by a service provider
(behaviour of the other party) would influence tasults of the consumer’s subjective cost-
benefit analysis of getting involved in an exchanggh the service provider. This
subjective cost-benefit analysis, according to S&iims the basis for consumers’ decisions

about getting involved in an exchange (i.e., adhgpé new mobile service).
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In addition, SET views the exchange between parfeeg., consumers and service
providers) as actions contingent on rewarding reastfrom others (Blau 1964). Homans
(1958) also stressed the importance of each paxdiynfy the other’s behaviour reinforcing
for the exchange to take place. Thus, a consunaeitgtion action would similarly be
dependent on his/her perceptions about the rewardsentives presented by the service
provider to reinforce the exchange. Correspondinglyconsumer would be willing to
maintain and strengthen his/her relationship wite service provider as long as he/she
perceives the behaviour of the service provideeasorcing for the relationship. One way
through which service providers can assure thid kinconsumer perception is via offering

attractive and valuable adoption incentives.

Incentives are intended to increase the worth efrtiobile service offer in the eyes of the
potential adopter. When building attitude toward®m@ing the service, the consumer
considers various aspects of the offer including mecentives that come with the actual
mobile service to encourage him/her to adopt. Ndynthe greater value the consumer
perceives in the incentive, the greater the ovevalith of the offer and consequently the
more positive will be the consumer attitude towaadepting the service. Therefore, in this
study, the consumer perception of the value ofatieption incentive is considered an
important factor that impacts the result of thelea@on (attitude-building) stage of the

adoption process, leading to the following hypoities

Hypothesis 2a: A consumer’s perception of the vafube adoption incentive
(PVI) influences that consumer’s attitude (ATT)doadvthe adoption of mobile

services.

In addition to the impact that PVI has on attitudading to an impact on intention, this
factor can also have a direct impact on intentiear @and above its impact on attitude. For
example, if the incentive is offered at a time wliea consumer has an established need
that can be fulfilled by accepting the incentiviee tonsumer might not take the time to
evaluate various aspects of the mobile servicgud#é-building) but rather go directly to

forming a positive intention to adopt. This leadshte following hypothesis:

Hypothesis 2b: A consumer’s perception of the vafube adoption incentive

(PVI) influences that consumer’s intention (INT jattopt mobile services.
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Incentives are also important to keep consumerthenrelationship and away from the
temptation of other competing alternatives. Homéh858) argues that when a party
perceives the subjective profit of engaging in hawsour as higher than the subjective cost,
the party is not very opt to change towards otlterreatives (competitor service providers
or alternative technologies for example). On theepthand, as mentioned earlier in this
study, the acceptance of what is given by one gaghly depends on who is providing it
and what the receiver thinks of the provider arerhture of their relationship. Therefore,
the consumer perception of the value of an adopticaentive would depend on who offers
that incentive and the nature of the consumer-gexvielationship. For example, a negative
relationship with the provider of an incentive ntigltecrease the value or worth of the
incentive in the eyes of the consumer. Likewisepasumer might perceive more value in
an incentive if the incentive is offered by a pawei that he/she trusts and has good
relationship with. These linkages lead to the folloy hypothesis:

Hypothesis 3: A consumer’s perception of the gualitthe relationship (PRQ)
with a service provider influences that consumpgsception of the value of the
adoption incentive (PVI) offered by the servicevier.

3.10.2. Consumer-Service Factors: the Technology Ac  ceptance

Model (TAM)
TAM (Davis 1989; Davis et al. 1989) is based on Tieory of Reasoned Action (TRA)
(Ajzen et al. 1980; Fishbein et al. 1975) which gegjs that intentions determine
behaviour. TAM is one of the most frequently cithéories in Information Systems (1S)
research (e.g., Davis 1993; Mathieson 1991; Taybral. 1995b; Venkatesh 1999;
Venkatesh et al. 2000b). Comprehensive summarigheofesearch that tested, adapted,
replicated, and extended TAM can be found in magerews including Legris et al. (2003),
Lee et al. (2003b), Han (2003 ) and Lu (2003). Base the linkages between attitude and
intention leading to usage, TAM posits that Peredildsefulness (PU) and Perceived Ease
of Use (PEOU) are two major perceptions that infiee attitude towards the technology
and intentions to adoption and usage.

Perceived Usefulness is defined as “the degreehichwa person believes that using a

certain system would enhance his or her job perdoca” (Davis, 1989, p. 320). The
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perceived usefulness of an information system isneoted to its instrumentality in
achieving a valued goal (Davis et al. 1989). Relgasdof how much effort is put into the
design and implementation of a system, its abibtyprovide the user with functionality to
perform valued tasks remains a major determinanh®fsystem usefulness and adoption.
Therefore, through this instrumentality mechaniperceived usefulness is hypothesised to

impact user attitude and intention towards adoptiegnformation system.

Mobile commerce services are information processamgl delivery systems that are
intended to help users achieve tasks with the Hiktyi and convenience that mobile
technology provides. In line with the TAM proposits, the perceived usefulness of the
mobile service in achieving valued goals would etfflne consumer attitude and intention
toward adopting and using the mobile service. heotvords, the more useful the service is
perceived by the consumer, the more positive iscbresumer’s attitude and intention
towards adopting and using the mobile service. l@nather hand, the less usefulness the
mobile service appears to be to the consumerggeedositive his/her attitude and intention

towards adoption.

Adoption theories such as the Theory of ReasonetibMqTRA) (Ajzen et al. 1980;
Fishbein et al. 1975) and the Technology Acceptavoelel (Davis 1989; Davis et al.
1989) maintain that consumer attitude towards &rnmation systems like mobile services
is determined by relevant beliefs such as the syaisefulness. As mentioned above,
usefulness is associated with the system’s aliditgllow the user to achieve valued tasks.
Essentially, a system that does not help peoplmmertasks is not likely to be perceived
favourably (Robey 1979). Therefore, this favourabfeunfavourable perception which
results from the perceived usefulness of systerh sgca mobile service determines the
nature of consumer affect (attitude) towards adgptihe system. This leads to the

following hypothesis:

Hypothesis 4a: A consumer’s perception of the lise$s (PU) of the mobile
service influences that consumer’s attitude (ADWard the adoption of mobile

services.

Davis et al. (1989) postulate that users are drivesdopt an application primarily because

of the functions it performs for them and that deoform positive intentions towards
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systems they believe will increase their perforneangdespite any positive or negative
feelings they may have towards adopting the sysfdmy justify this direct influence of
usefulness on intentions by arguing that, in wooktexts, the enhanced performance is
instrumental in attaining various rewards that extrinsic to the work itself such as
promotions and pay-raise (Davis et al. 1989). k& tbntext of this study that examines
mobile services adoption by individuals, the dirgdt between usefulness and intention is
also hypothesised. The underlying perceived rewattist result from enhanced
performance may by either extrinsic or intrinsictite performed task itself. For example,
intrinsic rewards gained by improved performancea assult of its usefulness may include
increased efficiency and effectiveness in perfogrtime particular task. Extrinsic rewards
may include things such as enhanced social imdgeability to multi-task and achieve
more, greater sense of achievement and selfaaimh with ones overall performance.

These perceived rewards-mechanisms that result fr@manticipation of an enhanced
performance lead to stronger perceived usefulnésiseomobile service. This means-end
behaviour is believed to be the underlying mechaniBat causes the direct impact of
usefulness on consumer intention without the needadtivate the evaluation affect

(attitude) towards the system (Bagozzi 1982), lequid the following hypothesis:

Hypothesis 4b: A consumer’s perception of the liseds (PU) of the mobile

service influences that consumer’s intention (IlTadopt mobile services.

Perceived Ease of Use (PEOU) is defined as “theedetp which a person believes that
using a certain system would be free of effort”{[3a1989, p. 320). Two effects of ease of
use have been established and supported: 1) thet effi attitude and intention, and 2) the
effect on perceived usefulness (Agarwal et al. 1998vis et al. 1989; Hu et al. 1999;
Jackson et al. 1997; Venkatesh 1999; Venkatesh ;20@dkatesh and Davis 1996;
Venkatesh et al. 2000a; Venkatesh et al. 2000Db).

The impact of PEOU on consumer attitude and inbens based on the proposition that the
easier-to-use the information system is the moréingi people would be to start and
continue to use it. TAM (Davis 1989; Davis et @89) identifies two mechanisms through
which ease of use affects user attitude and irtentibwards adopting the information

system: self-efficacy and instrumentality. Firstllge easier the system is to interact with
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the greater the user’s sense of efficacy and palsmmntrol concerning his/her ability to
operate the system and make use of it. This endaseese of self-efficacy is thought to
influence the user’s attitude and intention to adbp system due to natural human drives
for competence and self-administration (Davis et1#89). Secondly, enhancement in
PEOU is also instrumental since it contributesniprioved performance and the saving of
effort that can be used to accomplish other taBkgh mechanisms (self-efficacy and
instrumentality) that are created by the ease ofguthe system create favourable affect
(attitude) and intention towards using the system.

Mobile service providers usually sell mobile comogerservices by promoting the
flexibility and convenience of accomplishing varsotasks while on the move. For such
advantages to be realised by the consumer, itssnéial that the mobile service is easy to
use. Therefore, if consumers are faced with diffiboi use services that are supposed to
provide them flexible and convenient solution teauplish tasks, consumers would form
negative attitude towards the mobile services.daiteon, the difficulty to use would cause
a sense of low self-efficacy and accomplishment thél also impact the consumer
attitude. These effects of ease of use on consattiénde towards adoption lead to the

following hypotheses:

Hypothesis 5a: A consumer’s perception of the easise (PEOU) of the mobile
service influences that consumer’s attitude (ADWeard the adoption of mobile

services.

Through the self-efficacy and instrumentality metbms, ease of use can also affect
consumer intentions directly. For example, a pemnsdh a low sense of self-efficacy in
using new technologies and innovations might diyform a negative intention to adopt a
mobile service that he/she perceives to be diffitatuse, without necessarily going
through the affect (attitude) phase. Similarlyaiperson adopts the mobile service for the
instrumentality it provides (e.g. flexibility anervenience in achieving tasks), a difficult-
to-use service will cause a negative intention dopa since this difficulty runs on the
opposite direction to the proposed advantagesinfjube service, leading to the following

hypothesis:
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Hypothesis 5b: A consumer’s perception of the edsise (PEOU) of the mobile

service influences that consumer’s intention (ITadopt mobile services.

As mentioned above, the perceived usefulness ahfanmation system is linked to its
instrumentality in achieving valued goals (Davisakt1989). TAM posits that the ease of
using a system is critical for creating sense sfrumentality (usefulness) of the system. As
a result, ease of use is viewed as an essentiated#nt of perceived usefulness. For
mobile services, instrumentality is associated wligir ability to provide consumers with
easy, on-the-go means of achieving intended ta&&sording to the TAM theory, the
proposed usefulness of a mobile service would yresatffer if it is difficult-to-use. In
addition, the easier to use the mobile service,l¢iss effort is needed to accomplish a
specific task and the more effort one can allodateother activities. This saved effort
contributes to the person’s sense of overall perémce which increases the sense of the
service usefulness. This association between alenséivice ease-of-use and its usefulness

leads to the following hypothesis:

Hypothesis 6: A consumer’s perception of the edss® (PEOU) of the mobile
service influences that consumer’s perception efusefulness (PU) of the mobile

service.

3.10.3. Consumer-Social System Factors: the Theory  of

Reasoned Action (TRA)
The Theory of Reasoned Action (TRA) (Ajzen et &8Q; Fishbein et al. 1975) postulates
that a person’s intention (INT) to perform, or m@rform, a behaviour is the immediate
determinant of that action. Therefore, excludinfpteseen events, people are expected to
act in accordance with their intentions. Furthée theory suggests that intentions are a

function of two basic determinants:

1. A social factor Subjective norm, SNSubjective Norm is the person’s perception of
social pressure to perform or not to perform thieav@ur under consideration, i.e.
what the group important others think of his/herfgrenance of the action, do they
approve it or disapprove it?

2. A personal factor Attitude toward the behaviour, AT TThis is the individual's

positive or negative evaluation of performing tlatigular behaviour of interest.
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Subjective Norm (SN): a person’s relationships vathers are considered the heart of the
person’s existence and a fundamental determinadmsdfer social behaviour (Hinde 1979).
That is why people would most often refer to thgioup of significant people such as
family and friends to acquire opinions and to easiinat the intended action will not be
faced by rejection from others. Subjective Norm Y&\the process through which a person
ensures the compatibility of his/her intended actwith the ‘norm’ of the social
surrounding. Lewis et al. (2003) identifies two fnaagisms that govern the impact of
Subjective Norm on a person’s attitudes, intenti@msl actions: internalisation and
identification. Through internalisation, the persiotegrates the opinion of a significant
referent as part of his/her own belief structuréa Wentification, the person seeks to
establish a belief structure that conforms to the possessed by the referent. As a result, a
person is cognitively affected by others througleirthnfluence on his/her attitudes,

intentions, and actions.

Mobile service consumers are usually part of aaosystem that can influence their
perceptions, attitudes and behaviours. Consistatit the aforementioned impact of

subjective norm mechanisms, there is usually apadfu‘important others,” which is the

group of people that have the highest influencethen consumer perceptions, attitudes,
decisions, and behaviours. This group of importatiiers may include family, friends,

colleagues, peers and so on. When confronted witbva service offer, for example, the
consumer might refer to his/her group of importatiters either for opinions or just to
make sure that his/her decisions are not faced dighpproval from the group. In the
research model (Figure 3.1), the impact of SubjecNorm follows two paths: one that
affects consumer attitude leading to impact onnitnd@s and the other goes directly to

affect intentions.

Attitude (ATT) is an evaluation stage where the stoner forms a feeling towards the
action by considering and comparing available aytibased on the available information.
Subjective Norm is hypothesised to impact consuattéude because this evaluation may —
or most probably- includes soliciting the opiniosisimportant others and incorporating

these opinions into the consumer’s own belief $tmgc (internalisation). In addition, the

consumer attitude towards the mobile service makd be affected by the consumer’s
willingness to conform to the opinions of his sbgeoup and make sure that his opinions

do not contrast those of the group (identificatidrf)us it seems reasonable to posit that the
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consumer attitude towards the mobile service afeinfluenced by the opinions of his

social system. This leads to the following hypotées

Hypothesis 7a: A consumer’s perception of the $acilience of important
others (SN) influences that consumer’s attitudeT()Adward the adoption of

mobile services.

The importance and priority different people giwedifferent adoption factors normally

vary. This applies to the Subjective Norm factarcsi the influence this factor has on one
person might differ from another based on the fisicgach person gives to the opinions of
other compared to his own. Lee (1990) argues thatnmore a person is motivated to
conform to social or group norms, the more hiséwions become group-determined rather
than individual-determined. As put by Venkateslale{2000a, p.187) “people may choose
to perform a behaviour, even if they are not thdwesefavourable toward the behaviour or
its consequences, if they think one or more impntaferents think they should, and they
are sufficiently motivated to comply with the redat.” This rationale justifies the direct

impact of subjective norm on consumer intentiorailmpt mobile services, leading to the

following hypothesis:

Hypothesis 7b: A consumer’s perception of the $acilience of important

others (SN) influences that consumer’s intentiddirjito adopt mobile services.

In this study, adoption intention instead of adoptbehaviour (or usage) is considered as
the dependent variable because intention is moitabé&l when the information system
under study is at its early stages of diffusionictapplies to the case of mobile commerce
services diffusion (Hong et al. 2006a). AccordingTlRA, attitude towards the behaviour
(ATT) is the second and most immediate determimdnntentions. It is defined as “an
individual's positive or negative feelings aboutfpeming the target behaviour” (Fishbein
et al. 1975, p. 216). Attitude has been empiricalypported as an overall affective
evaluation that precedes and determines the adoptiention. The justification for this is
that, all else being equal, people form intentitnperform actions toward which they have
positive feelings (Davis et al. 1989). For thiseah, it is proposed that a consumer

intention to adopt the mobile service is affectgdwhether he/she has a favourable or
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unfavourable affect towards using the service. Asesult, the following hypothesis is

proposed:

Hypothesis 8: A consumer’s attitude (ATT) towarl @akdoption of mobile
services has a direct impact on that consumer@antion (INT) to adopt mobile

services.

3.11. Conclusion

In this chapter, | described the conceptual scdibi® thesis. This included explaining the
linkages between various concepts using well-astadd theories such as the Social
Exchange Theory, the Technology Acceptance Modeltae Theory of Reasoned Action.
The integration of these theories and conceptsltegsin the building of an integrative

research model of mobile services adoption, incafopty the interactions between
consumer and service provider, between consumertl@docial system and between
consumer and the mobile service and also the pitopo®f a number of hypotheses. The
identified research model and hypotheses in thegpier will be empirically examined in

later chapters (Chapters 8 and 9).

The next chapter (Chapter Research Design and Methodiscusses the research design
and method that will be used to empirically invgste the model and hypothesis. In
Chapter 4 | present a detailed discussion andfigadton of the study design that | have
chosen for the empirical phase of this researciCHapter 4, | also specify the measures
that | will use to assess each of the variablessithave identified, in the present chapter, as

part of the conceptual scope of the study.
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Chapter 4,

Research Design and Method

4.12. Introduction

This chapter examines the approach used in thidysta investigate the impact of
consumer-service provider factors on the consumattgude and intention towards
adopting mobile services. These are Perceived iRestip Quality (PRQ) and Perceived
Value of the Adoption Incentive (PVI). To betterdemstand the extent to which these
factors affect consumer adoption, their impact asnpared with previously established
adoption factors such as perceived usefulness anckiped ease of using the mobile
service (conceptualised as representing consumécsefactors) and subjective norm

factor which is conceptualised as a consumer-seg&iem factor.

The discussion in the previous chapter presentdesearch model (shown again in Figure
4.1), and explained the theoretical basis for dagiothesis. In this chapter, | specify and
justify the research design and method(s) usedx&mmme empirically the model and
hypotheses. The discussion in this chapter prowaaesverall description of the empirical

phase of this research, with more details provideslibsequent chapters.
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Consumer-Service Provider Factors

Consumer-Social Factors H7

i Perceived Value of ___H3 Perceived Relationship
¢ | Adoption Incentive (PVI) [ Quality (PRQ)
H2b Hla H1b
Attitude toward us Intention touse
MC Services MC Services
(ATT) (INT)
H7b
H5a H5 H4a H4b
Perceived Ease of Use of _ | Perceived Usefulness of
the Service (PEOU) - > the Service (PU)

__________________________________

Consumer-Service Factors

Figure 4.1 The research model

Table 4.1 The research hypotheses

Path Hypothesis
A consumer’s perception of the quality of the nelaship (PRQ) with
PRQ>ATT |Hla |a service provider influences that consumer’suatét(ATT) toward
the adoption of mobile services.
A consumer’s perception of the quality of the rielaship (PRQ) with
PRQ>INT |H1b |a service provider influences that consumer’s itd@n(INT) to adopt
mobile services.
A consumer’s perception of the value of the adaptnzentive (PVI)
PVI>ATT |H2a |influences that consumer’s attitude (ATT) toward #doption of
mobile services.
PVISINT | H2b A consumer’s perception of the value of the adaptnzentive (PVI)
influences that consumer’s intention (INT) to adoytbile services.
A consumer’s perception of the quality of the relaship (PRQ) with
PRQ>PVI |H3 |a service provider influences that consumer’s gerae of the value

of the adoption incentive (PVI) offered by the seevwprovider.
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A consumer’s perception of the usefulness (PUhefrhobile service
PU>ATT |H4a |influences that consumer’s attitude (ATT) toward #doption of
mobile services.

A consumer’s perception of the usefulness (PUhefrhobile service
influences that consumer’s intention (INT) to adoytbile services.

PU>INT H4b

A consumer’s perception of the ease of use (PE®@theomobile
PEOU>ATT|H5a |service influences that consumer’s attitude (AToWydrd the adoptior
of mobile services.

=]

A consumer’s perception of the ease of use (PE@tHeomobile
PEOU>INT |H5b |service influences that consumer’s intention (INdadopt mobile
services.

A consumer’s perception of the ease of use (PE®@theomobile
PEOU>PU |H6 |service influences that consumer’s perception efusefulness (PU)
of the mobile service.

A consumer’s perception of the social influencéngbortant others
SN>ATT [H7a |(SN) influences that consumer’s attitude (ATT) togvthe adoption g
mobile services.

—

A consumer’s perception of the social influencéngbortant others
SN>INT H7b |(SN) influences that consumer’s intention (INT)atbopt mobile
services.

A consumer’s attitude (ATT) toward the adoptiomadbile services
ATT>INT |H8 |has a directimpact on that consumer’s intentidiT{Ito adopt mobile
services.

14

4.13. Research Design

Research that are commonly employed in social reseaclude, experiment, case study,
longitudinal and cross-sectional. Once a reseagsigd that is best for a study is specified,
various quantitative and qualitative data collattimethods such as questionnaires,

interviews, observations, analysis of documentsbesaemployed to collect evidence.

This research project is primarily directed at ass® and explaining relationships
(correlations) between multiple aspects of a phesmwn (adoption of mobile commerce
services) to better understand the causal mechanisiberlying that phenomenon. These

relationships are shown in Figure 4.1 (above). Anber of characteristics of this research
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model indicate that a cross-sectional design, asribed by De Vaus (2001), is appropriate

for this study.

First, there is no time dimension integral to tlaaeptualisation of any of the proposed
adoption factors that could affect how they areotts®ed or measured. Second, in this
research | am interested in measuring the propase@bles based on variance or
difference between individuals’ perceptions rattitean on how these perceptions change
over time, after a change in the environment, éerah controlled intervention as in a
longitudinal study, an event study, or an experinfespectively). Therefore, the empirical
stage of this study entails collecting data at pomt of time. Third, the analysis of the
collected data will depend on existing differenbesween the individuals or groups (such
as demographic differences) rather than differertbes result from manipulations or

interventions.

Although the overall design of this study is crgsstional, within that broad approach, two
separate data gathering and analysis methods werkta enable triangulation of results.
Figure 4.2, which maps the stages of this researgject, shows this variation throughout
the course of the study. It shows that in the fiietia collection stage, quantitative data was
gathered using a large-scale questionnaire sur¥esnabile phone or services users,
whereas the second stage focused on gatheringitatiset data. According to Neuman
(2006) a survey is a closed, structured researtchadehat is suitable when the researcher
wants to learn about people’s beliefs or opiniangdgard to a specific issue. Newsted,
Huff and Munro (1998) list several benefits of sys, including that they are easy to
administer, allow the researcher to determine thlles and relations of variables and
constructs, provide responses that can be geremtaliem the sample collected to the
population of interest (and to other similar popiolas), can be reused easily and provide
an objective way of comparing responses over dffegroups, times, and places, can be
used to predict behaviour, permit theoretical psipans to be tested in an objective
fashion, and help confirm and quantify the findingfsqualitative research (p.553). In
particular, online surveys provide many advantaglesh as faster response time, reduced

costs and elimination of human error and intervielras (Tam et al. 1997).

The second data gathering phase (the qualitatimeg)hnvolved a series of semi-structured

face-to-face interviews with mobile phone users.mpared to the self-administered
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guestionnaires, interviews have the advantage lofvelg the researcher to establish a
dialogue with the participant allowing for existiggestions to be clarified and new ones to
be improvised based on the participant feedbacksgy and Knight 1999). This phase had
two principal objectives. The first was to assesetiver the causal mechanisms that are
accessible from the qualitative data are consisigttit the ones described in the theory,

therefore, providing further confirmation for thesearch model and hypotheses. The
second objective was to enrich our understandinthefrelationships between variables
with rich contextual descriptions of the effectattlare not apparent from the quantitative
data alone. This stage can therefore be charaadeas an open, interactive research
method designed to understand the underlying mésinanof the relationships between

variables that were confirmed or disconfirmed ughegonline questionnaire results.
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Start
Project
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Main Activities

Main Outcome

Conceptual study

-review relevant literature and identify project
focus

-identify the research gap

-identify main variables and concepts to fill the
gap

-identify theoretical grounds

-formulate the research model

-propose relevant hypotheses

- A specific research gap:

The impact of consumer-service provider
factors on the adoption of mobile commerce
services by individuals

- A research model based on established
theories which includes seven conceptual
constructs.

- A set of 13 relevant hypotheses

Design of empirical
studies

-investigate possible research methods to test
research model and hypotheses
-determine most appropriate methods

- A research design that included two studies:
quantitative via questionnaire survey
Qualitative using face-to-face interviews

First empirical study:
Quantitative
questionnaire survey

-determine best measurement scale for each
conceptual construct

-develop new measurement scale for PVI
-design and format of questionnaire survey
-collect data

-organize and analyze data to test research
model and hypotheses

-Avalidated measure for each construct
- Results of a quantitative test of the research
model and hypotheses

Second empirical
study: Qualitative
face-to-face interviews

-develop interview questions

-conduct interviews to collect data
-organize and analyze gathered data to test
research model and hypotheses

- Results of a qualitative test of the research
model and hypotheses

Integration of the two
empirical studies
results

End é
Project

-compare and contrast results and insights
obtained from each empirical study

-A collective evidence for confirming the
research model and hypotheses
-Reporting of results and conclusions

Figure 4.2 Overall research design

This combination of quantitative and qualitativgoagaches helped ensure the sufficiency

and quality of the obtained evidence. The dataectdld from the questionnaire survey

helped to give a broad picture of consumers’ paraep of various concepts in the study

and establish the empirical validity of the reshamtodel and the proposed hypotheses.

However, questionnaires are known for the congtrgithe collected data and insights to a

set of pre-determined questions. Therefore, to detmpghe picture, qualitative data were

collected in order to enrich the questionnaire a@dath more contextual insights. Interviews
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with mobile phone users were conducted as the aataction method in the qualitative
study phase. In the following sections, | descthme quantitative study (Section 2.4.1) and

the qualitative study (Section 4.2.2) in more detai

4.13.1. The Quantitative Study

In this section, | provide a detailed descriptidntlte quantitative study, including the
specification of various variables measures, thestionnaire design and content, the
sample and data collection procedures, and theatatigsis. Whenever required, | provide

references to upcoming chapters for more detailhese aspects.

Measurement of Variables

The research model in this study includes the ¥ahg variables: Perceived Relationship
Quality (PRQ) and Perceived Value of the Adoptiarcentive (PVI) which were
conceptualised as consumer-service provider factBesceived Usefulness (PU) and
Perceived Ease of Use of the Service (PEOU) weneemiualised as consumer-service
factors; and Subjective Norm (SN) which was congalged as a consumer-social system
factor. In addition, the consumer adoption of thebite service is measured by his/her
Attitude (ATT) and Intention (INT) towards accegiand using the mobile service.

Generally, there are two common methods to measweanceptual variable. One is to use
existing measurement scales from the literature taedother is to create new measures.
Just as the use of existing, reliable and validatles is recommended, the creation of
newly validated instruments is equally highly recoemded because such effort “represents

a major contribution to scientific practice in tield” (Straub et al. 2004).

To decide the best measure for each of these cotstra thorough literature review of
existing measurement scales was conducted. Thabsiijt of existing measures was
evaluated against the context, scope and objeativesasuring the variables in this study.
Based on this review, existing validated scalesAFBQ, PU, PEOU, SN, ATT and INT
were selected. Necessary wording modifications weagle to the original scales to suit
them to the measurement needs of this study withibecting the original conceptual bases

of such scales. Chapter 5 specifies and discusees tneasures.
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The wide literature review also revealed the needelvelop a new measurement scale for
PVI. The development process for this scale foldwae comprehensive step-by-step
process guided by established methodological aremsutement guidelines. The complete
process is explained in detail in Chapter 6.

Questionnaire Design and Content

Once measures for all variables were specifiedy there entered into a web-based data-
collection system. This material is shown in Appead A and B. Appendix A contains the
Plain Language Statement (PLS) that describes rticipants the research objectives, the
guestionnaire format and content, approximate cetigyl time, operating instructions for
the online system, confidentiality provisions fanfarmation collected, and contact

information.

Appendix B shows the questionnaire instrumentfiteeld contains five sections:

e Section A: The respondent is asked to evaluatédrsélationship with the mobile
service provider (PRQ) across several aspects saghtrust, commitment,
satisfaction and conflict (more details on theseatisions are in Chapter 5).

e Section B: An example of an actual mobile servibe Bumper Pack Service) and
the adoption incentive that came with it are shoWwhe respondent is asked to
evaluate the value of this incentive (PVI) acrosgesal aspects such as functional
value (price and quality), social value, emotiovalue, and new experience
(epistemic) value - more details on these dimerssara in Chapter 6.

e Section C: The respondent is asked to evaluate us®ful (PU) and easy-to-use
(PEOU) he/she perceives the Bumper Pack serviceetoand to express what
important people would think of his/her acceptaand usage of the mobile service
(Subjective Norm).

e Section D: The respondent is asked to expressehisftitude (ATT) and intention
(INT) towards accepting and using the mobile sexvic

e Section E: The respondent is asked to provide sten@ographic information such
as age, gender, education and income (to allovesesament of the extent to which
the sample of respondents is representative ofwider population of interest).
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Each respondent is also asked in this section @gige some information about

his/her mobile phone usage information including:

o

The mobile service provider, included to allow c@mgon of results
between mobile service providers.

Account type (prepaid or contract), included toeasswhether results were
affected by the difference in ‘flexibility’ that gpaid consumers enjoy
compared to contract consumers (who are usuallpdby contracts).

Who pays the phone usage expenses (self, somesaehelshe knows,
employer, etc), because a consumer who pays atlgphsage expenses from
his/her own budget might differ a consumer whosa&gasis paid for by a
third party. Anecdotal observations indicate thathitypes of consumer are
present among the young consumer populations.

The length of the relationship with the servicevider (relationship age or
duration), usually regarded as important when aiady consumer-service
provider relationships (see for example, AnderswhWeitz 1989; Dwyer et
al. 1987; Liljander et al. 2002; Wray et al. 1994).

Prior experience with mobile commerce servicesciviiias previously been
established as an important factor that can aHdoption perceptions (e.g.
Taylor and Todd 1995a).

These demographics and mobile phone usage chasticeewere used to better

understand the nature of the sample of respondexitsherefore assess the extent to

which the results of the survey can be generalif@ath characteristic was also

assessed as a potential source of systematicrbasalysis of relationships (paths)

in the research model.

The measurement scale for each constructs (induelRQ, PVI, PU, PEOU, SN, ATT and
INT) used a 5-point Likert scale ranging from Ir¢egly disagree) to 5 (strongly agree).

Demographic and phone usage questions were prouiddadnultiple choice format with,

where appropriate, a blank space to fill in cageahswer is not one of the listed choices —

although the pilot tests of the questionnaire slibtie suitability and sufficiency of the

provided choices. Throughout the questionnairefladditional instructions were provided

to help respondents to complete the questionnahe. questionnaire was designed using
the QEDML™ software developed by Philologyww.philology.com.al

73



CHAPTER 4

Sample Population and Sample Size

This research focuses on the population of mobilenp users in Australia in order to
measure the influence of various factors on th#itude and intention toward adopting
more advanced mobile commerce services. To colieet required data, the sample
population was obtained from the World Mobile Imietr Survey (WMIS) 2006 mailing list
for Australian participants. The WMIS 2006 was coctéd within the framework of an
international research consortium, which consistea@demics and industry researchers
from over ten countries. The consortium conductaramual survey on the trends and use of
mobile data services worldwide every year since220the mailing list contains 6,128
Australian mobile phone users who have indicatedr thbonsent to participate in future
studies involving the use of mobile phones.

This list was used as a sample frame and emailaitnmns were sent to all the members of
the list. The use of this list provided this prdjesth many advantages. First, it is hard to
reach this many respondents within the time rdginoof this research, so the list provided
a more feasible option. Second, even if such alaignber of respondents is possible to
reach using other means, obtaining consent frorm ezpondent before any data collection
activity commences might prove to be extremely ticoasuming and challenging, if not
impossible. Third, this list includes respondentsthwhigh diversity in terms of
characteristics such as age, gender, income, edadavel and geographic location within

Australia, which gives the results more generaliggb

From the WMIS mailing list of 6,128 mobile phonestss 4,820 respondents received the
email invitation to participate in the study. Iratibns to 1,308 respondents bounced back
due to the email address being changed or othemissbled. A total of 800 responses

were received (a response rate of 17 per centsa ®a4,820 respondents). Of those 800
responses, 626 were useful and are used in theadalgsis. The other 174 responses were
eliminated because they were incomplete or theoresp pattern indicated a careless

response (e.g. no variation in responses, and gaibahe written response boxes).

M-Commerce Service and Incentive Examples

As an example of a mobile commerce service, the gaunPack service provided by

THREE was used to make the questions in the sumee relevant and realistic to the
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respondents. The service was newly offered at ithe bf the data collection and was

advertised in various media channels. This gavestindy and the questions asked a timely
presence. The choice of the Bumper Pack servignddC example in this research was
based on a wide and careful exploration of molalwises that were offered at the time the

data were collected.

Subscribing to the Bumper Pack service gives custsraccess to sports (sport news and
live coverage of a variety of sports, includingcket, Australian Rules football, and rugby),

current affairs information (including breaking rewstories, stock market, and weather),
and entertainment (including searching for moviesgm times at local cinema, viewing the

local TV guide, and finding a restaurant or barfeTservices and applications offered

within the Bumper Pack service cover three of theammerce service categories, as
discussed in Section 2.2.2, including communicaservices, information services and

entertainment services. Transaction services, whegnesent the highest most advanced
level of mobile services, were not available in (eerging) mobile market in Australia at

the time the data were collected.

To encourage customers to subscribe to this sefVIdREE provided an incentivget the
Bumper Pack service with all the features it inesidor $5 a month onlyThis incentive

was used as an example to test the impact of P\dtloer constructs in the research model.

Data Collection

The Questionnaire went live on the QEDML Wwfw.gedml.com.aiserver from the 3% of

September 2007 until the 2&f October 2007. An email invitation to participatas sent
to the 6,128 members of the WMIS list. To encourpg€ticipation, an incentive was
provided in the form of draw for an 8GB Apple iPdduch music and video player

(http://store.apple.cojrworth $AU299. A total of 626 useful responses evgathered and

used in the data analysis.

Organising the Data and Preparing for Analysis:

The responses were imported from the QDEML semvier MS Excel and were cleaned up
and reformatted to suite the formats used in th8SSPversion 15 for windows- which is

used for generating descriptive analysis. As pdrtthe process, a Data Codebook

75



CHAPTER 4

(Appendix C) was created as a guide and refereac# for later analysis. The codebook
specifies the naming schemes and conventions tlaédted and used throughout the
analysis. For example, for each field in the questaire, the codebook specified its full
name, its analysis variable name (a short versiabbreviation of the original full name),
the coding system used to code each of its resfgnsed whether any of its measures has

to be reversed. Table 4.2 provides two examples fiee codebook.

Table 4.2 Examples from the data codebook

Full variable name SPSS variable name Coding proceue
1=strongly disagree,
EASE1 to EASEG 5=strongly agree

Ease of use scale
Attitude toward service scale: 1= foolish, 5= wise
Wise/Foolish? ATTWISE 1= bad, 5= good
Good/Bad? ATTGOOD 1= negative, 5= positive
Positive/Negative? ATTPOSTV 1= unbeneficial, 5= beneficial
Beneficial/lUnbeneficial? ATTBENEF Reverse all ATT items

In addition to the data codebook, another documead also created that specified the
coding procedures that | was to use for calculaing labelling total scores for every
construct and dimension measurement scale (AppéddiXhis document clearly specified
the total scores required, how each is calculaed,the names assigned to each total score
(two examples are provided in Table 4.3). Prepaiiege documents upfront helped make

later analysis easier, systematic and more logpcallow.

Table 4.3 Examples of total scale scores
SPSS
Scale Name variable Coding procedure
name
Add all scores TRUSTH1 to TRUSTH3
Total Trust in SP Honesty Honesty |Total range: 3to 15
Add all scores of all 17 items in the
Total Perceived Relationship QualityRQ Relationship Quality scale
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Preparation for analysis also involved checkingdoors in the data and correcting them
before any further analysis is accomplished. UsiniegSPSS software, descriptive statistics
were calculated for all variables (categorical andtinuous) in the questionnaire to detect
out-of-range or erroneous data entries. As a reduhis check, no data entry errors were

found, and therefore, | was able to proceed t@tteal analysis.

Data Analysis

To analyse the data collected a variety of anaytmols were used. The organisation of the
collected data and the descriptive analyses wene using the SPSS version 15 for
Windows. On the other hand, the examination ofrdsearch model and the hypotheses
testing were performed using the move advancednigebd of Structural Equation
Modelling (SEM). SEM is a second generation datalysis technique (Bagozzi and
Fornell 1982) that provides many advantages owetrdditional first generation statistical
tools such as regression, ANOVA and MANOVA.

One of the main advantages of SEM is that it alldles researcher to answer a set of
interconnected enquires in a single, systematic comdprehensive analysis (Gefen et al.
2000) compared to first generation tools that caalyse only one layer of linkages
between variables at a time. This means that uSiBNl, a single run of analysis can
calculate simultaneously both the measurement mdded correlation between the
measurement items and their related construct}tandtructural model (the conceptualised
linkages between the various constructs in theareBemodel). Using first generation
analysis, these two assessments would have to be deparately. Calculating these

statistics simultaneously results in a more aceuaatlysis of the data (Gefen et al. 2000).

More details on the analysis and results of thentjizdive study are discussed in Chapter 7
and Chapter 8.

4.13.2. The Qualitative Study

The insights gained from the quantitative studyevesed towards designing the second
data collection stage in the form of qualitativéemiews. As mentioned previously, the
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objective of conducting this round of data collentis twofold. First, allow the assessment
of whether the causal mechanisms that are accesfibin the qualitative data are
consistent with the causal mechanisms describedhén theory. Second, enrich the
understanding of relationships between variableth wich, contextual descriptions of

effects that are not apparent from the quantitadsta alone.

Therefore, the interview transcripts were intendedssess and complement the results
obtained from the questionnaire. The interviewseamnducted with an accessible sample
of six undergraduate and postgraduate studentd, 2@¢o 28 years old, who are users of
mobile phones. The choice of such young group obileophone users for this data
collection stage conforms with the emphasis ofliteeature that young mobile phone users
are the core target and main driver of mobile conemeervices markets around the world
(e.g., Aoki and Downes 2003). The sample includetth Imale and female consumers with
diverse experiences in using mobile commerce sesvithis variation in the background

and experiences allowed an insightful diversityhia opinions expressed.

The interviews followed a semi-structured stylettAlowed the participants to freely
express their views while allowing me to maintaae flow of the interviews within the
focus and scope of the study. Prior to each int@rngession, participants were presented
with a Plain Language Statement (PLS) that expthittee purpose the confidentiality
policy of this research (Appendix E). All particiga were also asked to fill-in and sign
consent forms (Appendix F). Sessions were audie-taporded for later analysis and
future reference. Respondents were given the choieethdraw from the interview at any
point during the session, and were also given kiwéce to receive a feedback report on the
results of the interviews and the research as alewhppendix G presents the list of

guestions that were used as a general guidelinegdtire interview process.

More details on the analysis and results of thelitgtise interviews are discussed in
Chapter 8.

4.14. Conclusion

In this chapter, | highlight and justify the resgadesign and methods used to empirically

examine the research model and hypotheses thatdeeetoped in the previous chapter. In
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short, a cross-sectional research design was cHusmause the features that this type of
design offers suit the nature and objectives of tieisearch. Within this cross-sectional

design, two empirical methods or studies were stage

The first involved conducting a large-scale questaire survey of mobile phone users in
Australia to examine the proposed research model reypotheses. The results of this
guantitative study were used towards designingséeond data collection stage which
involved conducting interviews with mobile phoneerss The qualitative data collected
from this second study were used towards assesisengesearch model and hypotheses
with fresh contextual data as well as enrichingdbantitative study with insights that are

not possible to obtain from the questionnaire data.

The next two chapters describe in full detail theasurement scales that were used to

assess various conceptual variables in the onliestgpnnaire, as follows:

o Chapter 5 details the scales used to measure PRQPEOU, SN, ATT and INT in
the questionnaire survey.

e Chapter 6 discusses the development of the PVéscal

The questionnaire sample characteristics are piexten Chapter 7 and the results of
analysis of research model and hypotheses testenthan presented in Chapter 8. Results
of the analysis of qualitative data (interviews) presented is Chapter 9.
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Chapter 5.

Conceptual Variables and their
Measurement

5.15. Introduction

The research model that was developed and discus$&uhpter 3 includes six conceptual
variables: Perceived Value of the Incentive (PVAgrceived Relationship Quality (PRQ),
Perceived Usefulness (PU), Perceived Ease of US®(R, Attitude toward the service
(ATT) and Intention to adopt or accept the sen(ider). In this and the next chapter, the
derivation, operationalisation and validation ok tinstruments used to measure each

theoretical construct in the research model isritesd and justified.

In this research, | used a combination of thesertvethods. Previously developed, tested,
and validated scales from the literature weresgiito measure PRQ, PU, PEOU, ATT and
INT, as described in this chapter. On the otherdhdrecause existing perceived value
scales were found unsuitable for the specific odné®d objectives of this study, a new
scale was developed, validated and tested to me&3lr as described in the next chapter
(Chapter 6). In this chapter, Section 5.2 discuisesneasurement of PRQ, while Section
5.3 describes the measurement of PU, PEOU, ATTINd

5.16. Measurement of PRQ

There is a general consensus in the literature riflationship quality is a higher level
second-order construct that has many distinct btérrelated indicators or dimensions
(Crosby et al. 1990; Dwyer et al. 1987; Gundlactt Achrol 1995; Jap et al. 1999; Kumar
et al. 1995; Roberts et al. 2003). Relationshidityuia a general assessment of relationship
strength and the level to which a relationshipillfhe requirements and prospects of the

parties concerned, given a period of successfulfaibetl exchanges (Crosby et al. 1990).
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Depending on this evaluation, relationships qualign range from true to spurious
(Liljlander et al. 2002) with varying impact and ileations on different aspects of the

exchange.

Existing studies used various dimensions or indisato measure relationship quality
depending on the specific context and objectivesamh study. For example, Kumar et al.
(1995) included trust, commitment, expectation ohtawuity, level of conflict, and

willingness to invest; Roberts et al. (2003) in@ddtrust, satisfaction, commitment and
affective conflict as the main dimension for evéiug relationship quality; Liljander and

Roos (2002) included customer perceived relatignblenefits, trust and commitment; and
Wray et al. (1994) included customers’ trust irmesperson and satisfaction in the overall

relationship as its basic indicators.

Based on a wide review of existing scales for meaguelationship quality (as perceived
by consumers), it was found that the RELQUAL sd&eberts et al. 2003) is the most
suitable for the objectives and context of the eniristudy. The RELQUAL (Table 5.1) is a
Likert-scale that was developed to help evaluastoruers’ perceptions of the quality of
their relationships with their service providerscArding to the propositions of this study,
these perceptions play a major role in influenamugtomers’ attitudes and intentions to

accept or adopt mobile commerce services offeresebyice providers.

Table 5.1 The original RELQUAL scale items

Relationship
Quality RELQUAL Measures
Dimension

1. My service provider is honest about problems
2. My service provider has high integrity
3. My service provider is trustworthy

Trust in Firm
Honesty

1. My service provider is concerned about my welfare

Trust in Firm| 2. When | confide my problems to my service providémow they will respond
Benevolence| with understanding

3. I can count on my service provider considering lilogir actions affect me

1. | feel emotionally attached to my service provider

2. | continue to deal with my service provider becau#iee being associated with
them

3. | continue to deal with my service provider becaugenuinely enjoy my

relationship with them

Affective
Commitment
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1. I am delighted with the performance of my servicever
Satisfaction | 2. | am happy with my service provider’'s performance
3. I am content with my service provider’'s performance
Affective 1. I am angry with my service provider
) 2. I am frustrated with my service provider
Conflict . . )
3. I am annoyed with my service provider

There are many reasons that make the RELQUAL statable for measuring customer-
service provider relationship quality in this stuéyrst, the scale is intended to measure the
intangible aspects of consumer-service providehamge (such as emotions, beliefs and
attitudes) as opposed to the more tangible onash (as actual service delivery and bills
payment). This goes in line with the focus of tksisidy which aims to measure the
intangible aspects of the consumer-service provikehange or relationship. Second, the
scale was designed for cases when the interacéitwelen customers and service providers
is continuous (relational) rather than once-ocagrritransactional). This profile fits the
customer-service provider exchanges in mobile coroensince customer’s subscription to
a service would, in normal circumstances, mean ginbeang of ongoing exchanges

(relationship) over a period of time.

Third, the purpose of developing RELQUAL is to “cerap with a scale for measuring
relationship quality regardless of service typebdifRrts et al. 2003) p.183). As a result, the
guestionnaire used to test the scale was designadaoklet and respondents were free to
choose the service they wished to evaluate. Thacesrevaluated ranged from hairdressers
to banks to medical services and so on. Thereluepting the scale for the purpose of
measuring customer-service provider relationshipgshie context of mobile commerce
services is justified since its development andirtgswas not restricted to one kind of

service.

Fourth, in their definition of relationships, thethors of the RELQUAL excluded the
instances where customers are ‘forced’ to be ielaionship. They limited their scope to
include only ‘voluntary’ willingness of customers sustain and continue their relationships
with service providers. The same limitation appliesthe scope of this study, which is
based on the fact that customers would normallposke’ to adopt or reject a new mobile
service provided by their service providers. Evertases where customers are required to

sign contracts, which give the sense of a forc&tiomship, the initial decision to accept a
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service and sign the contract is usually volungamiade by customers. According to this
study, such voluntary action is highly dependent austomers’ perception of their

relationship quality with their service providers.

Finally, different kinds of statistical tests ofiability and validity of the RELQUAL scale
were run by the authors. For example, it was fothmt the scale is in line with the
literature and fulfils the psychometric criteriationed by (Churchill 1979) and (Anderson
and Gerbing 1988). Also, the reliabilities of theale exceeded the (Nunnally ¢1978)
recommended minimum of 0.7 for exploratory studiesaddition, the scale was tested
using LISREL8 which showed a very good model fitF{(€0.92, TLI=98, CFI=0.99).
These results give more confidence in the scala@itsaland reliability and, therefore,
further justify its use in the present research.

Based on the above reasons, this research empleyscale to measure customers’ PRQ
with their service providers in the context of mebtommerce services adoption. In the

following section, | briefly discuss the conceptt@indations of the RELQUAL scale.

5.16.1. Conceptual foundation of the RELQUAL scale

The RELQUAL scale is based on five dimensions tti@enship quality. These dimensions
are: customers’ trust in the service provider honetheir trust in service provider
benevolence, their affective commitment towards ridationship with service providers,
their satisfaction with such relationship, and ithpgrceived affective conflict towards their

service providers. | briefly describe each of theiseensions in the following sections.

Trust

Trust exists in a relationship “when one party kasfidence in an exchange partner’s
reliability and integrity” (Morgan and Hunt 1994.28). Trust is an important pre-requisite
for true, strong, and long-lasting relationshipsintenance and continuity (Bitner 1995;
Morgan et al. 1994; Wilson 1995). Trust also he{pkessen risk perceived by each partner
(Roberts et al. 2003) and therefore helps mainttaénrelationship over the long-run by

making it easier to overcome and resolve conftités might arise (Wray et al. 1994).
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Many authors (For example, Claycomb et al. 200ahder et al. 2002) have emphasised
the importance of trust in service markets (sucmabile services markets) in particular
because in such markets, “customers often do nptsbrvices per se. What they buy are
implicit and explicit promises of service” (Claycbmet al. 2002, p.625). Therefore,
“customers must trust service providers before they willing to pay for promises”
(Claycomb et al. 2002, p.626).

Furthermore, the existence of trust, in its genufoan, naturally incorporates the
willingness or behavioural intention of each partiveactuallyrely on the other (Morgan et
al. 1994). Accordingly, a customer’s genuine trimsta service provider signifies his/her
willingness to act upon it. In line with this, tleairrent study postulates that trust, as an
indicator of overall relationship quality, contriies to the PRQ influence on consumer

attitudes and intentions to accept newer mobilemerae services.

For a customer to trust a service provider it ipamtant that the service provider is capable
of offering honest, credible, as well as carindph#, benevolent and fair treatment to the
customer outside the zone of their agreed-upon doments or contracts (Kumar et al.
1995; Morgan et al. 1994). Consistent with theseoua qualities, the RELQUAL scale
views and measures trust through two dimensioast tn the service provider honesty and
trust in the service provider benevolence. Theofoithg two sections briefly define and

describe these two dimensions.

PRQ Dimension 1: Trust in Service Provider Honesty

Trust in firm honesty (also referred to as intggat credibility) is defined as “the extent to
which the customer believes that the firm’s word ba relied on, that they are sincere, and

that they will perform their role effectively andliably” (Roberts et al. 2003, p.174).

As put by Buttle (1996), building trust means ttied service provider has to ascertain that
its customers know that it will stand behind itomises of service delivery, quality,
accuracy, and so on. As a result, customers’ paorepf the service providers’ honesty or
credibility determines a big part of the customeoserall trust and, therefore, their

relationship quality perceptions.
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PRQ Dimension 2: Trust in Service Provider Benevole  nce

Roberts et al. (2003) define this concept as “@atnsr’'s perception of the extent to which
the firm is concerned about the welfare of the@ustr” (p. 174). This simply means that in
order to create this kind of trust, service provédeave to keep the advantage of customers
in mind outside the range of their agreed-on commaitts (through contracts, for example).
Charity, public services, getting involved with péoin various occasions, helping in case
of national tragedies, providing additional proma8 and gifts, standing for customer
rights and numerous other initiatives can all ewkamcustomers’ perception of the

benevolence of their service providers.

The impact of customers’ perception of their tiasservice provider benevolence on their
relationship quality perceptions and, consequentiytheir attitudes and intentions to invest
in the relationship cannot be underestimated. I€uatomer believes that the service
provider cares about his/her welfare it might imyardnis/her perception of the quality of
his/her relationship with the firm. Consequentlyistpositive perception might encourage
the customer to accept new ideas (services) andlillieg to consider these services and

pay for them (Liljander et al. 2002).

PRQ Dimension 3: Affective Commitment

The existence of a partner's commitment in a refeip is defined as “believing that an
ongoing relationship with another is so importast ta warrant maximum efforts at
maintaining it; that is, the committed party be&euvthe relationship is worth working on to

ensure that it endures indefinitely” (Morgan etl&94).

Commitment is postulated by Hennig-Thurau and KI&97) to be one of the main pillars
of a high quality relationship. When a customerammitted, it implies that some degree of
exceptionality and uniqueness exists in the ralatgp between him/her and the service
provider, which results in minimal (if any) seardbr alternatives (Palmer 1995).
Nevertheless, a highly committed customer mightammhpletely ignore other alternatives,
but rather maintain awareness of alternatives wittaxtually testing them (Dwyer et al.
1987). Such commitment results in a great competadvantage for the service provider.
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As a result, the superiority that committed custanfeel towards their service providers
might lead them to be more willing to accept or igw ideas or services offered by the
service providers because customers perceive dteris t be “superior to the competitors’
offerings” (Liljander et al. 2002, p. 595). The peat study considers this link between
customers’ affective commitment, as an indicatoraétionship quality, and customers’
attitudes and intentions to accept and use newéeilencommerce services offered by their

service providers.

PRQ Dimension 4: Satisfaction

Satisfaction in a relationship is described asstppe emotional status which results from a
party’s evaluation of the experiences and outcorinesn the relationship over time

(Anderson and Narus 1990; Crosby et al. 1990; &tk et al. 1994). Thus, a customer
who evaluates experiences with a service provider ime as positive should be more

satisfied and assess the perceived quality ofalaéionship positively (Lages et al. 2005).

Customer satisfaction is one of the most commonlgied indicators of relationship

quality. Customer satisfaction is known for its iigse effect on customer behaviour

patterns and impact on firms’ profitability (Keigham et al. 2003; Kotler 1994). When a
customer is satisfied, a firm can gain an extremwvallpable competitive advantage over
competitors as it becomes harder for competitorsit® such customers away from their
current service providers (Shaw 1996). Research ildicates that there is a positive
association between customer satisfaction and psecimtentions (Anderson and Mittal
2000; Keiningham et al. 2003). The current reseamfsiders this association between
customer satisfaction (as an indicator of relatgmsquality) and customer adoption

intentions in the context of mobile commerce s&wic

PRQ Dimension 5: Affective Conflict

Affective conflict is defined as the emotionallytféhostility, frustration, and anger toward
the other party” (Jap et al. 1999). In relationshgsearch, conflict is assessed by the
regularity, intensity, and/or length of disagreetserfAnderson et al. 1990). The
RELQUAL scale authors integrate affective conflectd define it as “a measure of the
retained level of conflict felt by the consumerofserts et al. 2003, p.179).
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Customer affective conflict is a perception thabuslt over time with past experiences and
expectations playing a great role in its formatitins an indicator of relationship quality
that associates negatively with high quality relasihips. The higher customers’ perceived
affective conflict towards their service providethe lower their relationship quality
perceptions (Roberts et al. 2003). This associabetween affective conflict, as an
indicator of relationship quality, and attitudesdaimtentions to accept and use future

mobile commerce services is considered in thisarebe

5.16.2. Adapting the REQUAL scale for the presents tudy

In this study, the majority of the RELQUAL originaleasures (Table 5.1) were retained
and used to measure the PRQ construct, subjecnte secessary wording modifications.
The only exception to this is the satisfaction scdlhe original RELQUAL includes the

following items to measure satisfaction:

1. 1 am delighted with the performance of my servicavjler
2. | am happy with my service provider’'s performance

3. | am content with my service provider’s performance

Various tests such as experts review, pre-testpéntitest, were performed to ensure the
suitability of the original RELQUAL items for measog PRQ dimensions in the context of
this study. These tests revealed some concernsthatisatisfaction items of the original
RELQUAL scale. These items were not thought to Bpturing the whole concept of

satisfaction as seen by the respondents.

To resolve this, | went back to survey some litgmaion the measurement of satisfaction. |
found that satisfaction (as a measured concepgngally depicts, and should be measured

using, three main aspects (Danaher and Haddre)199

1. Performance (e.g. excellent, very good, good ... very poor)
2. Disconfirmation (e.g. better than expected, as expected, worsesttzected)

3. Satisfaction (e.g. very satisfied ... very dissatisfied)

In addition, Danaher and Haddrell (1996) recommdratiding one item or measure on the

overall satisfaction (recommending the service @®vto others). After consulting again

87



CHAPTER 5

with expert researchers and potential respondémés(Danaher et al. 1996) guideline for

measuring satisfaction was used, as follows:

Performance: Since the RELQUAL scale uses three very similateshents that all
measure service provider performance, only oneersiatt (based on experts and
respondents suggestion) was kept to representettiermance part as follows: “I am happy

with my service provider’s performance.”

Additionally, the following statements were addedorder to cover the other aspects of

satisfaction as conceptualised by (Danaher eP8a6}t

Disconfirmation: “My service provider is always better than expdtte
Satisfaction: “Overall, | am very satisfied with my service proer”

Overall Satisfaction: “I would recommend my service provider to peopkabdw”

Therefore, the modified version of the RELQUAL scaicludes the items shown in Table
5.2. This version was the one used in the finaltpsés and pilot tests of the questionnaire;

and the one used in the data collection activities.

Table 5.2 Modified version of the RELQUAL scale asusedi n this study

Relationship
Quality Measures
Dimension

My service provider is honest about problems
My service provider has high integrity
My service provider is trustworthy

Trust in Firm
Honesty

wN e

=

My service provider is concerned about my welfare

Trustin Firm| 2. When | confide my problems to my service providémnow they will respond
Benevolence with understanding

3. | can count on my service provider considering hlogir actions affect me

1.1 feel emotionally attached to my service provider

2.1 continue to deal with my service provider becallgiee being associated with
them

3.1 continue to deal with my service provider becalugenuinely enjoy my
relationship with them

Affective
Commitment
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1.1 am happy with the performance of my service ptevi
2.My service provider is always better than expected
3.0verall, | am very satisfied with my service praatid

4.1 would recommend my service provider to peopladwk

Satisfaction

1. am angry with my service provider
2.1 am frustrated with my service provider
3.1 am annoyed with my service provider

Affective
Conflict

5.17. Perceived Usefulness (PU) and Perceived Ease of
Use (PEOU) Measurement

Perceived Usefulness (PU) and Perceived Ease ofREE®U) are the two main concepts
in the Technology Acceptance Model (Davis 1989; iBat al. 1989). This model posits
that, in general, PU and PEOU are the two mainraoet@ants of user adoption of
technology. As mentioned in Chapter 3, based orEtitéies vs. Interactions Framework
(EIF), these constructs are examined in this staslythey represent two of the most

commonly investigated and well-established constsrerice factors.

Perceived Usefulness is defined as “the degreehichwa person believes that using a
certain system would enhance his or her job peroca” (Davis 1989, p.320). Perceived
Ease of Use, on the other hand, is defined asd#éggee to which a person believes that
using a certain system would be free of effort”[3a989, p.320). In this research, | adopt
these concepts and their measures from pervioudiestun order to measure the m-
commerce consumer perception of how useful and &asge is the mobile service. Table
5.3 lists the measures used in the current studis, mecessary wording modifications to

suite the study context.

Table 5.3 Measures for Perceived Usefulness and Perceived Ease of Use
Construct Measures used Source
1. Ithink that using the service will help me accoisipl
tasks faster. Davis 1989:
Perceived 2. | think that using the service will improve my (Daa\L/\i/éSet al ’
Usefulness performance in general. 1989) '
(PU) 3. Ithink that using the services will make me more
productive.
4. | think that | will become more effective by usitige
service.
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5. Ithink that using the service will make it eadi®@ido
things.
6. |think that using the service is useful to me émegral.
1. Ithink that learning to use the service will baeto
me. _
Perceived 2. lthink that | can easily make the service do whaant ,(\I/ID(?S/:Z 2239’
Ease of Use itto do. Benbasat 1991)
(PEOU) 3. Ithink that using the service will be clear and

understandable.
| think the service will be flexible to interact i

I think it will be easy for me to become skilful irsing
the service.

6. Ithink I will find the service easy to use.

5.18. Measurement of Subjective Norm (SN), Attitude
(ATT) and Intention (INT)

As discussed in Chapter 3, the Theory of ReasonethA (TRA) (Ajzen et al. 1980;
Fishbein et al. 1975) postulates that a persoméntion (INT) to perform or not to perform
a behaviour is the immediate determinant of théibac Therefore, excluding unforeseen
events, people are expected to act in accordanteteir intentions. Further, the theory
suggests that intentions are a function of twoddsterminants:

1. Subjective Norm (SNyhich is the person’s perception of social press$a perform or
not to perform the behaviour under consideratian, what would others think of his
performance of the action? Do they approve it eapprove it?

2. Attitude towards the behaviour (A)Twhich is the individual's positive or negative

evaluation of performing the particular behaviotimperest.

These variables are well known, researched and Ibeee repeatedly measured and tested
in the Information Systems literature. Thereforeisiing scales for these constructs are
used to measure them in this study, with necessargling alterations, as shown in Table
5.4.
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Table 5.4 Measures for Subjective Norm, Attitudes toward

to adopt the service

the service, and Intention

Construct Measures used Original
source(s)
. People important to me will support my use of gesvice | (Fishbein et al.
1975; Pedersen
Subjective . . . . 2005; Venkatesh
Norm (SN) . It is expected that people like me use this service et al. 2000a)
. People I respect expect me to use this service
. I think that accepting and using the service wddd
Attitude wise/foolish (Davis et al. 1989
toward the _ _ _ _ Pedersen 2005;
service . I think that accepting and using the service wdndd Taylor et al.
(ATT) good/bad 1995b)
. I think that accepting and using the service wdgd
positive/negative
. I think that accepting and using the service wddd
beneficial/unbeneficial
. I will use the service in the future
Intention to . , . (Davis et al. 1989
adopt the . If I buy a new mobile handset, | will pay attentiwnthe Venkatesh et al.

service (INT)

service capability of the handset

. If I change the service provider, | will ensuretttiey

offer the service

2003)

5.19. Conclusion

In this chapter, | describe the instruments usech@éasure Perceived Relationship Quality

(PRQ), Perceived Usefulness (PU), Perceived Eas¢sef(PEOU), Attitudes (ATT), and

Intentions (INT). These measures are based onquslyi developed and validated scales
available in the literature. In the next chaptedekcribe the process through which a new

measurement scale was developed and validated tsume Perceived Value of the

Incentive (PVI) construct.
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Chapter 6.

Perceived Value of the Adoption
Incentive (PVI) Scale Development

6.20. Introduction

In this chapter, | specify the scale that | usedhasure Perceived Value of the Adoption
Incentive (PVI). To specify a suitable measureRd in the context of this study, a review
of existing measurements of perceived value waglucted. This review showed that
previously developed scales such as Lapierre (20@8jhwick, Malhotra et al. (2001),

Sweeney and Soutar (2001) and Petrick (2002) #nereunsuitable for the specific focus
of the current study (on adoption incentives in f@bommerce context) or inadequate to

capture the aspects of value conceptualised irresesarch.

The construction process followed a careful stesteyp process that adapted various
guidelines from the Information Systems field sashLewis, Templeton et al. (2005) and
Davis (1989). Figure 6.1, next, shows the overaticpss through which the scale was
developed and tested. Throughout the scale developpnocess, several literature reviews,
more than 30 face-to-face interviews, and vari@ehniiques were used to come up with a
valid and solid instrument to be used for measudongsumer’s perceived value of the

incentive in the data collection stage.

As shown in Figure 6.1 (explained in more detaikhe following sections), the process
began with a clear theoretical specification of R¥Hich included defining the construct,
specifying its premise (purpose) and theoreticainaio and dimensions. Once a solid
conceptual ground was defined upfront, a masteoficandidate measures or items were
sought from the literature, user interviews, cotaidn with expert researchers, as well as
the researcher's own knowledge. After that, an nisitee, theoretical and empirical

screening and validation process started to sttedbest list of measures to be included in
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the pre-test of the almost-ready scale. Finallg, BVI scale was combined with measures

of other constructs for the pilot test before thial data collection began.

: Specifying PVI Construct Domain
J J J

Premise Definition Dimensions

Initial Item Generation i

i Involve J, i
Literature Reviews  User Interviews
Result in i

Master Lis; of ltems
'Used in

v
Item Screening & Validation

i Involve

Expert Judges
(face validity check) Feedback

Card sorting exercise
(Content validity check & confirmation)

i Involve J,
Open Sort Exercise Closed Sort Exercise

Analysis

Purified Scale Items

Complete Questionnaire (PVI + other measures) .
| Pre-test Pilot-test Data Collection

Figure 6.1 The PVI scale development and validation proces s
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6.21. PVI domain specification

This stage is a conceptual definition of the cardtand a theoretical base on which other
stages in the scale development process build.eTdrer, relevant literature was reviewed

in order to form a precise specification of thddwling information:

1. Thepremise which establishes the purpose and/or the impoetahthe construct
2. Theconceptual definitiomf the construct, and

3. Alist of dimensions.

The above information is used as a theoretical lasihe PVI instrument construction. In
Chapters 2 and 3, the purpose and importance oPYHeconstruct was specified. The

construct was defined as:

The consumer’s overall assessment of the utilityvelé from an adoption
incentive offered by a company to promote a serldased on perceptions of
what is received and what is given.

Based on a review of relevant theories, | decidedse the Theory of Consumption Values
(Sheth et al. 1991) as a theoretical frameworktlies scale development process. In the
following section, | provide an overview of thisethry (Section 6.2.1), its relevance to the
PVI construct of this study (Section 6.2.2), and #ipecification of the construct’s list of

dimensions as proposed by the theory (Section).2.3

6.21.1. The Theory of Consumption Values

The main objective of the Theory of Consumption 0éal (Sheth et al. 1991) is to
understand why consumers make the choices they rbaked on a perceived value
perspective. The theory is based on an intensigeature review of various disciplines in
which the value concept has been investigated ssckconomics, social sciences, and
clinical psychology (Sweeney et al. 2001). The thiedentifies five consumptions values
that can influence consumers’ perception of overalle and, consequently, their choice
behaviour. These five values are: functional vasteejal value, emotional value, epistemic
value, and conditional value. The theory and iteatisions are based on three fundamental
propositions (Sheth et al. 1991):
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1. Consumer choice is a function of multiple consumptvalues. So a decision may
be influenced by any or all of the five consumpti@tues.

2. The consumption values make differential contrilmsi in any given choice
situation. So, for example, while one consumer igiveen choice situation gives
more weight to functional value and little to othexues, another consumer in the
same situation evaluating the same object migh¢ gmore to social or emotional
value and little to functional value.

3. The consumption values are independent, relatingitiaely and contributing
incrementally to choice. So consumers ‘trade offast salient values for more

salient ones based on their perceptions.

As mentioned above, the current study uses th@yhas a conceptual base for the process
of developing a multi-dimensional scale to meadhee PVI construct. The next section
justifies the choice and the suitability of thigeiy as a theoretical framework for the PVI

scale development process.

6.21.2. The Theory of Consumption Values and PVI

There are many qualities that make this theoryabletas a conceptual ground for the PVI
scale development process. First, the theory waslolged to provide a “broader

theoretical framework of perceived value” (Sweewgyal. 2001, p.205), which makes it
applicable for various types of studies on perativalue including the current research.
Second, the theory can be used to predict, desaif explain consumption behaviour
based on the value perspective (Sheth et al. 19%19.goes in line with one of the main

objectives of the PVI construct in this researchderstanding what forms consumers’
perceptions of the value of adoption incentives had/ such evaluation affect consumer

acceptance and use of m-commerce services.

Third, the theory is “applicable to choices involgia full range of product types (consumer
nondurables, consumer durables, industrial goodssarvices)” (Sheth et al. 1991, p.159).
This gives it a wider applicability and does nditreet it to one type of material-product or
non-material-service. Therefore, the use of theoth to examine consumers’ perceived
value of incentives used to promote a mobile sernggustifiable. Fourth, one of the main
consumer decision levels that the theory is intdrtdeexplain or predict is why consumers
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choose to buy or not buy (or to use or not use)exiic product or service from a value
perspective. This focus suits the current studyctvhalso aims at understand why do
consumers choose to accept or reject a certaintiadopncentive based on a value
perception.

Because of these reasons, the current study adhptstheoretical dimensions and
definitions from the theory to understand and measonsumers’ perception of the value
of adoption incentives. Using the theory, candidai@e items were gathered and screened
to reach the best measurement tool to evaluaté®YHeconstruct. The following section

defines and describes the five value dimensioriseotheory.

6.21.3. Dimensions of Perceived Value

The Theory of Consumption Values identifies fivpag of values that constitute the overall
consumer perceived value. The inclusion of eachhef values was decided based on
evidence from previous literature from various giboes as well as an empirical study
conducted by the authors of the theory. The curstatly uses these dimensions and
definitions for the conceptual construction of PVI.

The theory authors kept each dimension definitienegal by using the woraternativeto
indicate any kind of service or product. In theger study, this word is replaced by the
word incentiveto relate to the PVI construct. The theory of eonption values includes

the following dimensions:

Value Dimension 1: Functional Value

Functional Value is defined by Sheth et al. (19%4:)

“The perceived utility acquired from an [incentig¢’capacity for functional,
utilitarian, or physical performance. An [incentjvacquires functional value
through the possession of salient functional, tatilan or physical attributes.
Functional value is measured on a profile of chatebutes.” (p.160)

This dimension is conceptualised to include allueal derived from the characteristics or
attributes of an alternative. Examples given by akéhors include reliability, durability,

and price of the product being evaluated. For theeat study, functional value of an
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incentive can include utilities derived from priceycentive composition, and other

attributes or characteristics of the incentive.

Value Dimension 2: Social Value

Social Value is defined by Sheth et al. (1991) as:

“The perceived utility acquired from an [incentigg¢’association with one or
more specific social groups. An [incentive] acqgsirsocial value through
association with positively or negatively stereetyp demographic,
socioeconomic, and cultural-ethnic groups. Socialug is measured on a
profile of choice imagery.” (p. 161)

The theory authors further stated that “choicesolwimg highly visible products (e.g.,
clothing, jewellery) and goods or services to barsetl with others (e.g., gifts, products used
in entertainment) are often driven by social val(®161). Mobile services such as SMS,
chat services and mobile email, are usually shastdand used around others. As a result,
an adoption incentive gives consumers an accesgfy ‘socially visible’ mobile services
that imply many social values to the users. Theegfoonsumers’ evaluation of the value of
such incentive would also be, to varying degreesed by social value. Among possible
social values that a consumer can gain are thigagitlerived from the enhancement of the
consumer’s social self-concept (Sweeney et al. P@81a result of accepting a valuable

incentive.

Value Dimension 3: Emotional Value

Emotional Value is defined by Sheth et al. (19%%) a

“The perceived utility acquired from an [incentigg’ capacity to arouse
feelings or affective states. An [incentive] acgsiremotional value when
associated with specific feelings or when prectpitaor perpetuating those
feelings. Emotional value is measured on a praffléeelings associated with
the alternative.” (p.161)

This dimension would therefore include utilitiesrided from feelings that result from
consumer’s acceptance of a ‘valuable’ incentivevipled by a service provider.
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Value Dimension 4: Epistemic Value

Epistemic Value is defined by Sheth et al. (19%t) a

“The perceived utility acquired from an [incentigg’ capacity to arouse
curiosity, provide novelty, and/or satisfy a desifer knowledge. An
[incentive] acquires epistemic value by questiommaitems referring to
curiosity, novelty, and knowledge.” (p. 162)

For the current study, this dimension would themefmclude utilities derived from the
incentive’s capacity to provide perception of ntyeturiosity, and/or knowledge. Mobile
Commerce services are still new innovations to nraaykets and customers. According to
the authors, “entirely new experiences certainlpvjte epistemic value.” (p.162).
Therefore, accepting an incentive that comes witlm@bile service would give the
consumer an access to the advantage of experiesaimgthing different than what he/she
might have experienced with the traditional tecbg@s. In short, the newness, rapid
spread and growth, and the convenient informatiacess that mobile commerce
technology and services are able to provide dyedalate to epistemic values such as

novelty, curiosity and knowledge acquisition, cangevely.

Value Dimension 5: Conditional Value

Conditional Value is defined by Sheth et al. (1984

“The perceived utility acquired by an alternative the result of the specific
situation or set of circumstances facing the chawaker. An alternative
acquires conditional value in the presence of amtieat physical or social
contingencies that enhance its functional or soeale. Conditional value is
measured on a profile of choice contingencies”1(§2)

Therefore, conditional value is derived from siioa&l factors that moderate or condition
the outcomes of each type of value. Sheth et 801l gave examples of how functional
and social values are conditioned based on spexitiations. For example, the functional,
social, and emotional values of greetings cardagha@n Christmas days. The same applies
to conditional values that arise on specific situat like weddings, illness and emergency.
As a result, conditional value is considered agegific instance of the kinds of values, and
is therefore seen less critical when the purposto idevelop a general value measure
(Sweeney et al. 2001). In line with this, this stwdms to develop a scale for PVI that is
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general and applicable to any situation. Therefooaditional value is not included in the

theoretical dimensions that the scale developmetgss in this chapter builds on.

In summary, the specification of the PVI constridamain yielded the following
information (Table 6.1) based on the guidelinef_efvis et al. 2005).

Table 6.1 PVI domain specification

To measure consumers’ overall perception of theevaf the
Premise (purpose or adoption incentive offered by mobile service prevelalongside
importance) of the construct|the actual service. This measurement helps toledtabe impact
of the construct on consumer’s attitude and intentowards
adoption mobile commerce services.

The consumer’s overall assessment of the utiliivdd from an
adoption incentive offered by a company to pronzoservice,
based on perceptions of what is received and vghgiven

Definition

1.Functional Value
List of Dimensions 2.Social Value

3.Emotional Value
4.Epistemic Value

This conceptual foundation is used to guide thdéesdavelopment process, starting with

initial items generation, as described in the sextions.

6.22. Initial ltems generation

In this section the origins of the measurement stehat were included in the final PVI
scale and the way they were derived is describléds Jtage involved the most effort to
make sure that the items are comprehensive ands@&mr the entirety of the conceptual
construct. Several iterations and a combinationextensive literature reviews, semi-
structured face-to-face interviews, as well asrds®archer's and other experts’ knowledge
were used to derive the scale items. The informatiotained from these various sources
were both qualitatively (using content analysis)l @uantitatively (using cluster analysis)
analysed and tested to ensure that, first, the twontsconceptual domain is entirely
represented by the final set of items and, sedbrdeach of the measures in the final scale

directly relates and is contained within the camdtrconceptual domain. To generate an
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initial set of candidate items, two methods weredusliterature reviews and user

interviews, as explained in the next section.

6.22.1. Literature Review

This literature review included a large numbertofdges that relate in different ways to the
concept of perceived value. It included studiegnfrthe Information Systems and the
Marketing fields. The review expanded over bothoth&cal as well as empirical studies
that defined, conceptualised and/or measured theeiwed Value concept. This literature
review confirmed that none of the previously depeld scale fits the aims and the
measurement requirements for Perceived Value aseptumlised in this research
Therefore, effort was made to put together a cohmsive list of candidate measurement

items for the PVI scale.

The literature review resulted in a list of candéddems which included two main sets. The
first involved general items that are not tailofed any specific type of incentive. These
were included in their original general form in tmaster items list. The other set involved
incentive-specific items that relate directly anpkdfically to the characteristics of a
specific type of incentive or promotion. Exampléshese two types of candidate items are

shown in Table 6.2.

Table 6.2 Examples of general vs. incentive-specific item s

Examples of general items Examples Incentive-speicfitems

Fit between the web site and the promotion

Favourable/unfavourable (d'Astous and (Sonal and Preeta 2005)

Landreville 2003)

Mail-in rebates are not worth the trouble

Positive/negative (d'Astous et al. 2003) involved (Tat et al. 1988)

Bonus pack offers give me more of a

I find this offer a good deal (Ong 1999) production than | need (Ong 1999)

A judgment had to be made about the usability efghthered items for the context of this
project. Whenever possible, effort was made foriiskision of as many items as possible.

The justification was to make the master list amgeehensive as possible and then screen
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it and purify it. As mentioned previously some itemeeded to be rephrased to fit the

context of the present research.

6.22.2. Interviews

To complement and make the list of items obtaineanfthe literature review more
comprehensive, user interviews were conductededtiftsemi-structured interviews were
conducted with mobile phone users who represensuiney potential respondents. Semi-
structured interviews were chosen over structuretuastructured interviews because they
offer the flexibility of obtaining answers to spkci questions while allowing the
interviewee enough space to freely express hisYimwns. Each of the 15 interviews

involved two main parts.

In the first part an open-ended questioning styds wsed to allow the interviewee to
express and articulate his/her own views with rtermiption from me. Interviewees were
asked general questions about their thoughts whaiuaing an incentive. In specific
terms, they were asked about what constitutes aalbbd incentive as opposed to an
invaluable one. During this part of the interviews reference was made to the four
Perceived Value dimensions to avoid influencing thierviewees’ answers. The main
objective was to brainstorm as many ideas as pessimterrupted only when there was a
need to clarify a point or to re-direct the intewi The interviewees were given all the time
they needed to think and talk and were not predsaranyway.

In the second part of the interview, | informed paaticipant about the four dimensions of
Perceived Value and encouraged them to think oigbiges they previously expressed in
terms of these dimensions. The goal of this pathefinterview was twofold:

1. To stimulate interviewees' ideas and help them nalbee any important ideas that
they might have missed during the first part ofititerview.
2. To empirically validate and confirm the correctne§she theoretical dimensions as

they represent the overall conceptual domain oPtreeived Value construct.

The order of dimensions was not forced on respasdamd they were allowed to start at
any point (or dimension) they wanted. They wer® abowed to leave and come back to

any of the dimensions as they felt necessary ftireggg their thoughts. In addition, while
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interviewees were encouraged to think of the tagideeply and widely as possible, it was
made clear that they do not have to articulate ablbihe dimensions if they felt that any

of them might not be relevant to the issue as Hesyit. In this case, | only asked for a brief
explanation of why a dimension is not seen impdrtahis allowed me to understand more
about the dimensions and their meaning(s) as sgeespondents. Overall, the second part
of the interview helped to empirically check foethelevance or irrelevance of any of the

dimensions based on the responses collected frerhSlnterviews.

After that, the content analysis of the 15 intemgebegan by reading through the data and
looking for commonalities and differences amongrliviewees’ statement. Based on this, a
list of items emerged. Checking through the gathé@ems, similar ideas were put together
and groups were formed. These groupings were chea§ainst the dimensions to see if
any new dimension(s) emerge that was not coverethdyour pre-determined theoretical
dimensions. At this stage, no new dimensions wetmd and all items generated fitted
within the groups or dimensions already establisfi&gs conclusion confirmed the validity
and appropriateness of the Theory of Consumptidnégaand its dimensions to represent

the PVI concept in this research.

6.22.3. The master list of items

After that, the items generated from the interviewese compared against and combined
with the set of items obtained from the literaturbe two sets of items were entered in an
Excel sheet and similarities and differences in mmeawere checked. Some examples are
provided in Table 6.3.

Table 6.3 Examples of interview statements and equivalent statements from the
literature

Statement from Interviews Equivalent statement fromliterature

, L Makes me feel like I'm being
Are there any hidden tricks in the offer? Whatss th manipulated/Seems to be dishonest

catch? (d’Astous & Landreville 2003)

Believability of the net based promotion

) o
Does the offer reflect the true service behind it? (Sonal & Preeta 2005)

How long will it take to be able to use the offétithe | It takes too long to receive the rebate check
needed to deliver) from the manufacturer (Peter et al 1988)
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Based on this systematic comparison, the decisidteép or remove any item was based

on the following criteria:

1. If an item from interviews shares the same meaniitigg an item from the literature,
the clearest and closest to the meaning was retaineé the other was removed.

2. If an item was raised in the interviews and waspreviously found in the literature
(or vice versa), the item was retained as a naw.ite

3. All other items that do not relate to the conteixthis study were ruled out.

The items were then revised for language and wgrdiach item was phrased to give a
positive sense since a positive phrasing allows tgodescribe the concept attributes in
terms of what the attribute is rather than a paéntless definite statement of what it is

not. Then items were also formatted to fit a Likesale style. At this stage, a total of 68
different items or statements were accumulatedvesre taken to the next step. As will be
explained in the next section, using the TheoryCohsumption Values as a conceptual
framework, the 68 items were screened for a detigionclude or exclude each item based

on its fit with this theoretical framework.

6.22.4. Items generated vs. theoretical dimensions

As mentioned previously, the Theory of Consumptaiues identifies functional value,
social value, emotional value and epistemic valgettee main individual values that
comprise the overall perceived value. The uservigess, discussed above, confirmed the
suitability of these dimensions for capturing thél lBoncept in the context of this study.
Therefore, these four types of values were usddrtber screen the 68 items generated so

far.

| began by carefully classifying the 68 items @tsients under the four dimensions using
a set of four criteria that | established in ortteensure the objectivity of my classification
across all items. The appropriateness of usingetbateria was confirmed by a number of
Information Systems researchers. Therefore, arstatewas retained only if it fulfils all
the four criteria based on the dimension it relae©Otherwise, the statement was removed.

The four criteria or decision rules are:
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1. Fulfil definition : The statement satisfies and fulfils all importalements of the
definition of the dimension the statement is clesdiunder.

2. Directly relates to the value of the incentive The statement relates directly to
evaluating the incentive itself rather than the/eer being promoted or the service
provider that offers it.

3. Utility vs. Cost: The core (the central idea) of the statement toabe about a
‘value’ aspect rather than a ‘cost’ aspect. Fomgpla a statement like “Accepting
this incentive does not affect my budget negativislyrot included because the core
of the statement is about ‘negative effect on btidghich is a cost rather than
value (utility) item derived from accepting the émtive. All similar statements
were removed.

4. Utility gained vs. consideration The statement has to relate to a ‘value’ oritytil
gained’ from accepting the incentive rather thafcansideration’ that a person
might keep in mind during decision-making procesadcept or reject the incentive.
Although such considerations might affect the vaitithe incentive as perceived by
a person, they are not utility gained in themsel\'es example, a statement like
“Many people | know have accepted this offer” ix@nsideration that a person
might keep in mind while making a decision to gonot go for the incentive. A
customer might perceive more value in acceptinmeentive if many of the people
he/she knows have also accepted it. This is a derstion that might make the
decision of the customer more positive towards jgiog the incentive (increases
the value of the incentive). However, it is nottdity gained ‘from’ the incentive

itself. Therefore, all similar statements were rgath

Based on the above criteria, each of the 68 itegneither included or removed from
consideration in the next stages of the scale dpwetnt process. This screening process
retained a total of 28 statements that theoreyidhidsed on the careful screening process
presented here) and empirically (based on the tEsviews conducted previously) fit and

represent the domain of the concept of interedileTé.4 shows these 28 item statements.
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Table 6.4 The 28 items classified under the four theoreti cal dimensions the PVI

construct

Dimension

pd
o

ltem

The incentive saves me money

The incentive is worth the price | am payingitor

The incentive gives me value-for-money

Accepting this incentive allows me to enjoy avgsr of high quality

Accepting this incentive allows me to enjoy aessdrvice

Functional Value

Accepting this incentive allows me to enjoy ausecservice

Accepting this incentive allows me to enjoy avgsr that meets my needs

Generally, the incentive meets my needs

O N|OO|O || W |IDN|PF

By accepting this incentive | gain many benefits

Iy
o

Generally, this incentive helps enhance mytijfes

[EnY
=

Accepting this incentive gives me a good image

[EnN
N

Accepting this incentive enhances my social life

[N
w

Accepting this incentive improves the way | asngeived

Social Value

[EnN
N

Accepting this incentive helps me feel acceptabl

[EnY
a1

Accepting this incentive gives me social applova

[EnY
»

Accepting this incentive improves my relatiopshvith others

[N
\l

The incentive satisfies me

[EnY
(o]

This incentive makes me happy

[EnN
©

Accepting this incentive makes me feel prouthgself

Emotional Valu

N
o

Accepting this incentive makes me feel smart

N
iy

| like the service being promoted by this inoent

N
N

| like this incentive

N
w

This incentive allows me to try something new

N
D

The experience that this incentive brings nreigel

N
(3]

This incentive is not like the types of inceatv usually see

Epistemic Valu

N
o

This incentive fulfils my curiosity

N
~

Accepting this incentive teaches me a lot

N
(o]

Accepting this incentive answers many questidrave
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6.23. Items screening and validation

After the items list has been generated and coefiragainst the theoretical grounds used
in this research, it was time to empirically vatelthe measures. With the exception of the
15 user interviews conducted above, most of thesmes and judgements so far were
theory-based. Therefore, it was important thahanriext stage that the items generated are
empirically validated. This empirical validation rabined with the theoretical validation
performed previously guaranteed that the final mesment scale that will be used in the

data collection stage is both valid and reliable.

In this section, the empirical validation of thealec is described. Two stages were
performed; expert interviews to check for face diafi (Section 6.4.1) and user card sorting

exercises (also called Q-Sorting) to confirm conhtextidity (Section 6.4.2).

6.23.1. Experts review and face validity check

According to Lewis et al. (2005), “the early andughent use of experts in the design of
philosophical elements can expedite scientific pgeg and make construct development
projects more efficient” (p. 390). Therefore, it svianportant that experts in the field get

involved before any empirical validation with pati@hsurvey respondents is performed.

The 28-item list was reviewed by three experts ftbenInformation Systems field to check
the items linguistically and conceptually. Fromsthieview, all items were found to be
relevant and valid based on the conceptual framlewod the design of the study. Some
items or statements, however, needed some langoggevements. Such improvements

were made and all items were taken to the nexestathe scale development process.

6.23.2. Card sorting exercises and content validity check

Card Sorting or Q-Sorting is a methodology thatused to empirically check for the

classification of items under different conceptoalcategorical groups (see for example,
Moore et al. (1991) and Storey et al. (2000) . Héitee Q-Sorting method is adapted to
design exercises that serve the objectives ofdlsisarch. The next sections give full details

of what was accomplished at this stage of the R¥lesdevelopment process.
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Method and Participants

Each of the 28 items was printed on a 3" x 5” ladslds. The format and casing of words
on all cards was kept consistent, and, where plessbvious patterns in wordings were
avoided. This was to avoid participants’ assumpti@t card labels with a certain format or
casing must make a group. This guaranteed thgiateipants would give equal attention
and consideration to each individual card. A unicuenber, in a small text size, was
printed on the back of each card to make lateryaisaleasier. The cards labels and
numbering were also entered in an excel sheettabaar format to allow for easier data

entry of the results (as | will demonstrate later).

Once cards were prepared, 15 participants weraitedrand interviewed for this stage,

including:

1. Five mobile phones users (the target of this rebgawho are not necessarily
familiar with research methodology and concepts.

2. Five graduate and/or postgraduate students wiatdithe target population of this
study and are familiar with research methodology @search concepts.

3. Five expert researchers who are familiar with reseaethodology and research

concepts, but do not necessarily fit into the sanfigime.

Assessing validity using these groups replicatesniethodology used by Fred Davis to
validate the TAM constructs (Davis 1989, p. 325¢. d¢lected 15 participants who were all
experienced computer users but with different eepees, backgrounds and profiles (5
secretaries, 5 graduate students and 5 membersofefspional staff). Similarly, in the

present study, the selected groups of mobile phasers cover a diverse pool of
knowledge, backgrounds, and profiles. This providseful insights to improve the validity

of the PVI scale.

The Exercises

At the beginning of each interview session theip@dnt was introduced to the researcher,
the research topic, research objectives, the obgscof exercise and how to complete the

task. After the introduction, the participant waked if he/she had any questions or points
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to clarify. All raised questions were answered. T,hH@e participant was asked to perform

two kinds of card sorting exercises: open sort@asded sort, as described next.

e Open-sort exercise

All cards were spread randomly across the tab&estents facing up and card numbers
facing down. The participant was not informed abitngt numbers in small font size that

were printed on the back of each card, since tmebeus were used for analysis purposes
only. This was to make sure that the participamegifull focus to statements and not get

distracted by the cards numbers.

After that the participant was asked to sort thelganto groups based on some underlying
concept that he/she sees. Simply, all cards tHat te or discuss the same or similar
underlying concept had to be grouped together.hig stage, the respondent was not
informed of any particular way or criteria by whith sort the cares. Therefore, the only
source of decision was the participant's own evanaand understanding of what each
statement meant and how similar it is to other €dneénce the nanwpen sort. Before the

sorting started, a couple of points were made dte#re participant:

1. There is no minimum or maximum limit on the numbegroups he/she can make.

2. There is no minimum or maximum limit on the numbécards that can be grouped
together.

3. Each card had to be related to one, and only aoepgIf a card can fall into more
than one group, the participant had to decide abduth group the card fits best

within.

The participant was also requested to read andsfonuhe meaning of each card and avoid
looking for any word patterns. This was importanteémphasise to make sure that the
participant focuses on the underlying concept chestatement rather than just its apparent

wording order.

Once the participant had finished the exerciseldldy flipped over the cards and recorded
the cards numbers in each group. After that, theéigg@zant was asked to explain why

he/she felt that cards in each group belonged hegeThe participant was encouraged to
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talk about the underlying concept he/she saw irh eftoup. Notes were carefully and

closely recorded. This open sorting task allowedaone

1. Gain more than my own point of view about what niegfs) each statement
conveys. A statement that means one thing to aopetan mean a completely
different thing to another. Therefore, doing thxereise allowed me to depict any
differences in the way different people might umstiend each word, phrase or
statement.

2. Discover which statements conceptually go in theesdirection and which do not.
Comparing this to the original theory-based clasaiion of statements allowed me
to discover statements that did not belong to amum Such statements were
removed from further consideration.

3. Depict any groupings or sub-groupings that | miggate missed.

4. Discover any underlying concepts that existed withhd among the statements
that | might have not thought about or discovefdtese underlying concepts were
examined in terms of their relationship to the meoncept being investigated

(PVI) to see if there are any important conceriasg tieeded to be resolved.

e Closed-sort exercise

In this exercise, | randomly mixed the cards antlthem in one pile. Then | gave the
participant a sheet of paper that listed the foanceptualised dimensions and their
definitions. To recall, the dimensions are: funcibvalue, social value, emotional value

and epistemic value.

The participant was asked to carefully read anderstdnd the definitions of all the
dimensions and try to recognise the differencafs)reg them. A short discussion followed
to make sure that the participant understood eatihition and that his/her understanding
matches my own. In case of any differences in thg @ definition was understood, the
discussion brought the participant and me to a comground. As a by-product, this
discussion also allowed me to gain more insightsuithe conceptual meaning of each

dimension, its definition and how other people vitem.

Once the participant had no further questions amtpdo clarify, the closed sorting exercise

started. The participant was asked to take one ataactime, read it, and classify it under a
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dimension that he/she thinks best defines themstate It was made clear to the participant
that his/her decision to put a certain statemedeua specific dimension should be based

on two main criteria:

1. How well the statement reflects the definition.

2. How well the definition covers the meaning convepgdhe statement.

Therefore, compared to the open sort exercisgydhtécipant judgment this time was based
on the matching between a statement and one ofmderuof pre-determined and pre-

defined dimensions (hence the name ‘closed sort).

Once the participant was done classifying all tBestatements, | quickly compared the
differences between my theory-based classificabbrstatements and the participant’s
classification. Where differences in classificatiohany card existed, the participant was
then asked to explain why he/she thought that theement belonged under the selected
dimension. This was done for all the other statéamevhere a statement was classified
under a dimension that is different than the premeined classification. Notes were

closely kept.
This closed sorting task allowed me to:

1. Double-check the validity of the definition of eadimension and the meaning(s)
each reflects based on participants’ feedback.

2. Double-check the validity of my initial conceptuabssification of the statements
using participants’ feedback.

3. Discover any wording or language issues that madpamicipant classify a
statement under a different dimension. Throughudisions with the participants, |
was able to precisely pin-point the exact sourcer@wor phrase) that caused the
difference in views. This helped to further refisiatements for next stages of the
process.

4. Confirm the validity of the statements for which difference in views appeared.
This way it was confirmed that such statementsytreflect the definitions they

relate to and that the definitions truly coveraapects of statements.
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These open-sort and closed-sort methods were egfpgatonducted with each of the 15
participants. Once all interviews were completedalysis started as described in the

following sections.

The Analysis

Two types of analyses were performed for the cartirgy exercises data. Open sort data
were analysed quantitatively using cluster anal{sismethodology similar the one used by
Smith (2006). Whereas, closed sort data and ir@erviliscussions were qualitatively

content-analysed. The next two sections describanlalyses performed.

e Quantitative analysis of open sort exercise data

This analysis started by entering the results efdpen sort exercise into an Excel file. The
data from each of the 15 individual interviews werdered in a separate sheet. In each
sheet, all statements were entered along the twerdions: horizontally and vertically.
The intersection cell of each card (or statement)he horizontal dimension with the same
card on the vertical dimension was filled with “T’he “1” means that each card is 100 per
cent associated with itself. This was repeatedafbthe 15 sheets and all cards in each

sheet. A graphical representation of this is predith Figure 6.2.

Using the data collected from the open sort exercibe rest of the data entry was
completed by filling an intersection cell with “if’a participant thought that the two cards
that horizontally and vertically intersect at thedl @are associated with each other and has,
therefore, put them in the same group. Otherwlse cell is filled with a “0” for any two
cards that were not put together in one group byptirticipant. This process was repeated

for all 15 interviews each in its own Excel dataet

Once all data was entered, the results from akxicel sheets were combined for analysis
in an “overall” sheet. Same as the individual shiedlte “overall” sheet consisted of a
horizontal and vertical dimensions containing steets (or cards) numbers from 1 to 28
(similar to the sheet shown in Figure 6.2 next)this sheet, each cell contained a formula
that calculates the average of the data entriedl similarly positioned cells across the 15
individual interviews sheets. The overall sheet D used to check for any missing

values or data entry errors in other sheets.
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Calculated averages ranged from “1” to “0.” A cddted average of “1” meant that 100 per
cent of all the 15 participants thought that the twards are associated together and that
they both fall in the same group and talk aboutddwme underlying concept. On the other
side, a “0” average meant that no one (or O pet) adrall the 15 participants thought that
the two cards talk about the same underlying canoephat they should be grouped

together. The rest of the cells contained averegygging between the two ends: 1 and 0.

To make the calculated averages more meaningfuhdi@onal Formatting tool from
Microsoft Excel was used in the “overall” sheet.n@ional formatting allows the user to
differentiate some cells (using colours, fonts aiber text styles) based on a preset
criterion. In this analysis, conditional formattinmgas used to indicate (using colour and
bold styles) the cells where the calculated average 0.45 or higher. This formatting

helped to make the higher averages stand out andgifoup becomes more apparent.

A cell value of 0.45 or 45 per cent means thatast 45 per cent of the 15 participants
think that the two cards linked to the cell horitadly and vertically are similar and should
be grouped together. The choice of the 45 per ttwashold was based on repetitive trials
of different thresholds. A more strict or higheretshold (e.g. 60 per cent or higher) makes
it less likely to find a clear pattern of groupingsnsidering all the 15 interviews. On the
other hand, a low threshold (say 30 per cent )leseans that far more cells will be
grouped together. This latter case might resub imarder to interpret pattern of cells or
groupings. After a number of trials, | found thia¢ 45 per cent threshold is the best to use
to get meaningful information out of the availadega. This threshold also perfectly sits in
the 0.4-0.5 threshold for exploratory factor analy$lulland and Richard Ivey School of
1999).

After that, the positions and order of some rowd aolumns were changed to get better
groupings of highly associated cards. If a colurhm @ertain card was moved along the
horizontal dimension, the row of the same card rermiias repositioned by the same
distance along the vertical axis. This way the emcy of the interpretations using

conditional formatting was guaranteed.
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e Qualitative analysis of closed sort and discussions data

The closed sorting exercise and discussions data gaefully content-analysed. Reading
through the 15 interviews data and notes allowedargain better insights and be able to
specifically pin-point problematic cards or statemseamong the 28 statements. To do this,
it was important that | first define the criteridhat makes a card ‘problematic.” A
problematic card was identified as the one thattrpasticipants thought that it does not
belong to the value dimension it was theoreticallgssified under and/or the one that
repetitively appeared to have language issues.

This analysis was performed by comparing my owssifecation of statements under each
value dimension with the participants’ classificatiduring the closed-sorting part of each
interview. From this analysis a couple of problewith some cards were identified, as

follows:

1. Ambiguity of some words. For example the waafein the statement ‘accepting
this incentive allows me to enjoy a safe serviadat does safe mean exactly?

2. Double-meanings conveyed by some words when readiffsrent people. For
example, the wor@magein the statement ‘accepting this incentive givesargood
image.’ Image could be self image and/or sociagendor instance.

3. More than one card referring to the same concegifierent ways. These had to be
combined. For example, statements like ‘acceptimgihcentive allows me to enjoy
a safe service’ and ‘accepting this incentive alawe to enjoy a secure service’
both refer to how technically sound the service is.

4. Words that are ‘too general’ to be constrained uratee single dimension. For
example, the wordeedsin the statement ‘generally, the incentive meegsneeds’
was found too general as it could mean practicaldegeemotional needs, social
needs, etc.

5. Some key words that are not strong enough to felgress the dimension they
relate to or the meaning they are supposed to goriver example, the word
satisfiesin the statement ‘the incentive satisfies me.” Whhis is an emotional

value statement, satisfies could be understoodragibnally satisfactory.

The insights gained from this qualitative analysere combined with and cross checked

against the quantitative analysis data, as | dssouthe next sections.
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The Results

The quantitative analysis that | performed for dpen sort exercise data confirmed that the
main conceptual dimensions (functional, emotiosatial and epistemic) make a solid and
valid theoretical foundation for developing the P3@ale. In the following sections, |
describe the results that show how the items d¢lassnder the based on the four

dimensions based on the results of the clusteysisadf the open-sort exercise data.

e Functional value

To recall, the 28-item list that was classified tile open-sort exercise included the
following ten Functional Value measures (Table 6.5)

Table 6.5 Functional Value items from the 28-item list

Z
e

Dimension Item

The incentive saves me money

The incentive is worth the price | am payingifor

The incentive gives me value-for-money

Accepting this incentive allows me to enjoy avgar of high quality
Accepting this incentive allows me to enjoy aessdrvice

Functional
Value

Accepting this incentive allows me to enjoy a secs#rvice

Accepting this incentive allows me to enjoy a segevihat meets my need
Generally, the incentive meets my needs

[

OO |INO|O|AR|W|N|F

By accepting this incentive | gain many benefits
Generally, this incentive helps enhance my lifestyl

[ =Y
o

The participants’ classification showed two mainstérs of cards, as shown in Figure 6.2:
e Group 1, which talks mainly about price and mongyeats (Statements 1, 2, 3)

e Group 2, which talks mainly about the composititre, performance, the quality of
the incentive and what it brings to the customéatésnents 4, 5 and 6).
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Figure 6.2 Classification of Functional Value measures by
the participants

As a result, Functional Value was broken into toedfional Value (Price), and Functional

Value (Quality) dimensions. The appearance of tiwsesub-groupings from the open sort

exercise added more to the strength and validitthefset of statements that have been

brought to this stage of the process. That is mateaking functional value into price and

quality directly conform to the way functional veluhas been conceptualised and

empirically tested in the perceived value literat(see for example, Sweeney et al. (2001)

and Roig et al. (2006)). As a result of all the ahothe candidate list of items under

functional value that was taken to the next stagelsded the following:

Functional Value (Price)

Statement 1  The incentive saves me money

Statement 2 The incentive is worth the price | am paying for it

Statement 3 The incentive gives me value-for-money

Functional Value (Quality)

Statement 4  Accepting this incentive allows me to use a serwfdégh quality

Statement 5 Accepting this incentive allows me to use a tedilyicound service

Statement 6 Accepting thisncentiveallows me to use many good services

%In Figures 6.2 to 6.5, ‘st’ stands for ‘statemeartt '#' is the statement number from 1 to 28
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At this stage, Statements 7 to 10 were kept asidiifther consideration. It appeared at the
end of all analyses that these statements needbe@ twmpletely removed (as will be

shown later).

e Social value:

The 28-item list that was classified in the opernt-g&xercise included the following six
social value measures (Table 6.6):

Table 6.6 Social Value items from the 28-item list

Dimension No. ltem

11 | Accepting this incentive gives me a good image

12 Accepting this incentive enhances my social life

13 Accepting this incentive improves the way | am péred

Social Value - — -
14 Accepting this incentive helps me feel acceptable

15 Accepting this incentive gives me social approval

16 | Accepting this incentive improves my relationshipth
others

The participants’ classification showed that all #tatements that were classified under this
social value do in fact reflect the dimension aheytall conceptually move in the same
direction as one group (Figure 6.3). This was angtrconfirmation of my initial theoretical

and conceptual classification.

As a result, all the social value measures wegamedl as a group, with some language and
structure improvements based participants’ feedbdtle candidate list of items under

social value that was taken to the next stagesdecl the following:

Social Value:
Statement 11  Accepting this incentive gives me a good sociabena
Statement 12 Accepting this incentive enhances my social life
Statement 13  Accepting this incentive improves the way | am @ieed by others
Statement 14 Accepting this incentive makes me more acceptedhays
Statement 15 Accepting this incentive gives me social approval

Statement 16 Accepting this incentive improves my relationshiit others
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Figure 6.3 Classification of Social Value measures by
participants

e Emotional value

The 28-item list that was classified in the opert-&xercise included the following six

emotional value measures (Table 6.7):

Table 6.7 Emotional Value items from the 28-item list

Dimension No. ltem

17 The incentive satisfies me

18 This incentive makes me happy

. 19 Accepting this incentive makes me feel prouthgself
Emotional Value

20 Accepting this incentive makes me feel smart

21 | like the service being promoted by this inoent

22 | like this incentive

The patrticipants’ classification showed that sotagesnents moved together while not with
others. There was a mixture in the strength of@ason among various pairs of statements

in this group (Figure 6.4). However, no evident -gubupings were apparent under the

emotional value dimension.
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Figure 6.4 Classification of Emotional Value measures by
participants

As a result, it was important to reconsider pgracits’ comments from the open sort as
well as the results of the qualitative analysisha closed sort exercise. Statements 21 (“I
like the service being promoted”) and 22 (“I likast incentive”) had the weakest support
and were therefore removed from further considenatas will be shown later). The rest of
the items were retained for inclusion in the scAfethe end, the candidate list of items
under emotional value that was taken to the nexfest included the following:
Emotional Value:

Statement 17 Accepting this incentive makes me feel satisfied

Statement 18 Accepting this incentive makes me happy

Statement 19 Accepting this incentive makes me feel proud oélhys

Statement 20 Accepting this incentive makes me feel smart

e Epistemic value

The 28-item list that was classified in the opert-&xercise included the following six

epistemic value measures (Table 6.8):

Table 6.8 Epistemic Value items from the 28-item list

Dimension No. ltem

23 This incentive allows me to try something new

24 The experience that this incentive brings meisel

Emotional Value — — : : :
25 This incentive is not like the types of inceat usually see

26 This incentive fulfils my curiosity
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27 | Accepting this incentive teaches me a lot

28 Accepting this incentive answers many questidrave

The participants’ classification showed three melusters under this dimension (Figure
6.5):

e Group 1 (Statements 23, 24 and 25),

e Group 2 (Statements 26 and 28) and

e Group 3 (Statement 27).

& | % [ ¥ ] £ |2 ]2B | At |

1 S23 S&4 525 S27 S¢6 S8
ag | SE23 1 0.y 0.7
; 24 07 1 0 0.5

o | S5 0.7 D5 1

57 se27 0.5 1 0.5
og | St2b 1 0.6
29_ s228 0.5 D6 1

Figure 6.5 Classification of Epistemic Value measures
by participants

The participants’ classification of the epistematue measures confirmed the definition of
the dimension a posited the Theory of Consumptialu&s. In the theory, epistemic value
is defined as it relates to three main aspectsosity, novelty and knowledge. Statements
23 (“This incentive allows me to try something ngw24 (“The experience that this
incentive brings me is novel”) and 25 (“This inagatis not like the types of incentives |
usually see”) were related to the novelty aspesetan the initial classification. As Figure
6.5 shown, the classification of these statementssingle, related group was confirmed by
the participants’ sorting. Similarly, Statements (26his incentive fulfils my curiosity”)
and 28 (“Accepting this incentive answers many tjaes | have”) were also confirmed by
participants’ classification as one group that tedato the curiosity aspect. In addition,
Statement 27 (“Accepting this incentive teachesant@”) was originally conceptualised to

reflect the knowledge aspect, and this was alsdircoed by the participants’ sorting and
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feedback as shown in Figure 6.5. As a result, Hreiclate list of items under epistemic

value that was taken to the next stage includedoileving:

Epistemic Value:

Statement 23 This incentive allows me to try something new
Statement 24  The experience that this incentive brings me ihov
Statement 25  This incentive is not like the types of incentivesually see
Statement 26  This incentive fulfils my curiosity

Statement 27  Accepting this incentive teaches me a lot

Statement 28  Accepting this incentive answers many questioryéh

The results of this quantitative analysis were akecked against the qualitative content

analysis of the interviews for further confirmatj@s discussed in the next section.

6.24. Integration of Findings

Triangulating the results of the two exercisesrgjtieened the insights obtained from this
validation process. Each part of the results froenquantitative open-sort exercise analysis
was compared with the relevant results from theligti@e closed-sort exercise. This
strategy was also followed the other way arounds €hntinuous, cyclical triangulation of
guantitative and qualitative data allowed me tal fstronger evidence for each single result

and, therefore, gain more confidence in the commhgsreached.

Overall, | found a high degree of conformity betwethe conceptual, theory-based
propositions and participants’ feedback and commeifihis confirmed the theoretical
foundation that the exercises were carefully bonit The early involvement of experts in

the area has also highly contributed to such sekdilts.

From the quantitative and qualitative analysis,slens were informatively made in regard
to which statements to remove, which to modify amich to retain. Based on the
participants’ feedback from both exercises, ontheffollowing four decisions was made in
regard to each of the 28 statements:

1. Retain the statement as it is.

2. Keep the statement after considering some changegoovements.
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3. Combine the statement with another statement.

4. Remove the statement from further consideration.

Table 6.9 lists the same 28 items that were takémthe items screening and validation
stage (previously shown in Table 6.4), in addittonthe decision made for each of the

statements:

Table 6.9 Integration of findings for each of the 28 item s

Dimension | No.| Item Decision
1 | The incentive saves me money Retain as is
> The_ incentive is worth the price | aMe ctain (remove the woit)
paying for it
3 The incentive gives me value-for- Retain as is
money
Accepting this incentive allows me R(_ata_un anql Change to: Accepting
4 to enjoy a service of high quality this incentive allows me to use
service of high quality
5 Accepting this incentive allows me _ _
to enjoy a safe service Comblr)e 6 a_no_l 7 an(_j change to:
Functional - — - Accepting this incentive allows me
Value 6 Accepting this incentive allows me | usea technically soundervice

to enjoy a secure service

Accepting this incentive allows me
7 | to enjoy a service that meets my | Remove

needs
8 Generally, the incentive meets my Remove
needs
9 By acceptlng this incentive | gain Remove
many benefits
10 Generally, thl_s incentive helps Remove
enhance my lifestyle
11 Acceptl_ng f[hls incentive enhances Retain as is
my social life
12 Accepting this incentive improves | Accepting this incentive improves
the way | am perceived the way | am perceived by others
13 Accepting this incentive helps me | Accepting this incentive makes me
feel acceptable more accepted by others
Social Value ; . ; :
14 Accepting this incentive gives me Retain as is
social approval
15 Accepting thls_ incentive improves Retain as is
my relationships with others
. .. . . Change to:
Accepting this incentive gives me a ) . . .
16 X Accepting this incentive gives me a
good image :
good socialmage
Emotional 17 | The incentive satisfies me Acceptl_ng_ this incentivenakes me
Value feel satisfied
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18 | This incentive makes me happy Acceptingthis incentive makes me

happy
19 Accepting this incentive makes me Retain as is
feel proud of myself
20 | Accepting this incentive makes me . .
Retain as is
feel smart
21 | | like the service being promoted Remove
22 | | like this incentive Remove
23 | This incentive allows me to try . .
. Retain as is
something new
24 | The experience that this incentive : .
Retain as is

brings me is novel

25 | This incentive is not like the types of

- i : . Retain as is
Epistemic incentives | usually see

Value

26 | This incentive fulfils my curiosity Retain as is

27 | Accepting this incentive teaches mel learn many new things by
a lot accepting this incentive.

28 | Accepting this incentive answers
many questions | have

Retain as is

6.25. Pre-test

Now as the measurement scale is in its final dgvetnt stages, a pre-test of the scale was
conducted. Pre-tests are conducted in an attemptssess the appropriateness of the
instrument using a highly controlled sample. Pgréints in the instrument pre-test should
be selected based on the research unit of anagsishould have some knowledge about
the construct under investigation. The task thaigpants were asked to perform included
completing the instrument and then commenting ottersof scale design such as clarity,

terminology and understanding.

Five PhD research students from the Departmemfofrhation Systems at the University
of Melbourne who also fall into the study samplanie were asked to pre-test the PVI
instrument. Their feedback and comments were thifwightaken into consideration and
enhancements were made to the instrument. Severaiions were made and a continuous
test-feedback-purification cycle was administer€his pre-test resulted in some changes

and modifications that were made accordingly.

Putting it all together, the pre-tested 22-item R¢ale, represented by five dimensions,

looked as follows:
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Functional Value (Price)

1. The incentive saves me money
2. The incentive is worth the price | am paying for

3. The incentive gives me value-for-money

Functional Value (Quality):

4. Accepting this incentive allows me to use a serofddgh quality
5. Accepting this incentive allows me to use a tedilyicound service

6. Accepting this incentive allows me to use many geodices

Social Value:

7. Accepting this incentive enhances my social life

8. Accepting this incentive improves the way | am @e&ead by others
9. Accepting this incentive makes me more acceptediays

10. Accepting this incentive gives me social approval

11. Accepting this incentive improves my relationshijtt others

12. Accepting this incentive gives me a good sociabena

Emotional Value:

13. Accepting this incentive makes me feel satisfied
14. Accepting this incentive makes me happy
15. Accepting this incentive makes me feel proud oéthys

16. Accepting this incentive makes me feel smart

Epistemic Value:

17. This incentive allows me to try something new

18. The experience that this incentive brings me ighov

19. This incentive is not like the types of incentivasually see
20. This incentive fulfils my curiosity

21. Accepting this incentive answers many questiorséh

22. 1 learn a many new things by accepting this incenti

6.26. Pilot test

As mentioned in the introduction of this chaptée hewly developed PVI Scale was then

combined with the other constructs’ measures (diset in Chapter 5) for the final design
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and pilot test of the questionnaire. Then, 15 vidars completed the questionnaire and
provided comments and feedback in regard to ith&by design, clarity, understanding and
ease and speed of completion. Respondents’ feedimatkotes were carefully studies and
modifications were made to make sure that the fmsttument is ready for use in the data
collection stage. The final version of the questare that was used for the data collection

stage is presented in Appendix B.

6.27. Conclusion

This chapter discusses the process through whicbwameasurement scale for the PVI
construct was developed, tested and validated.ifgjpera sound theoretical ground prior
to the actual scale development was a major re&soithe high level of conformity

between the empirical tests on measures and treeptural framework used.

The dimensions of Perceived Value of the Incentatained their validity throughout the
validation tests. Functional value showed strongmance with the way it has been
empirically examined in the literature. Functiomehs therefore broken down into two
dimensions: functional value (Price), which relatesmonetary or price aspects of the
incentive, and functional value (Quality), which vees the aspects of incentive
composition, its technical quality and performantiee other dimensions (social value,
emotional value and epistemic value) were retaamethey are. The 22-item PVI scale was
then combined with the measures of other constrmces questionnaire format for pilot

testing. Modifications and changes based on tlwe @kt were made accordingly.

In Chapter 7, | present overall descriptive analysithe data collected from quantitative
online-questionnaire. Then, in Chapter 8, | presiwet results of the research model

examination and hypotheses testing.
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Chapter 7.

Quantitative Study: Population and
Sample Characteristics

7.28. Introduction

In this chapter | provide an overview of the chéedstics of the target population and the
sample from which data was collected. Charactesistif both groups are compared to
assess the representativeness of the sample lairgfee population and the extent to which
conclusions derived from empirical data are gersable to the target population. The
target population of this study is the Australiaalite phone users who are also potentially
the adopters of mobile commerce services. The suudeally sampled was drawn from

the World Mobile Internet Survey (WMIS) 2006 magiriist which contains more than

6,128 Australian mobile phone users who have itéddcdheir consent to participate in

future studies involving the use of mobile phordse data collection resulted in obtaining
626 useable responses (a response rate of 17 pieracbase of 4,820 respondents who

received email invitations) that were used in tadnalysis of this research.

This chapter is organised as follows. First, Secffo2 highlights the target population
characteristics by providing 1) an overview of thestralian mobile market status, the
potential growth, as well as the mobile servicevmters and their market shares (Section
7.1.1), and 2) an overview of the Australian popafa general characteristic and
distributions including gender, age, education amdme (Section 7.1.2). In Section 7.3
(sample characteristics), | present an overviewth®d characteristics of the survey
respondents, specifically, demographic charactesigiSection 7.3.1), and mobile phone
usage characteristics (Section 7.3.2).
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7.29. Population characteristics

This study targets the population of mobile phosers in Australia who are also the
adopters or potential adopters of mobile commeesgices. In this section, some of the
population characteristics that relate to the sumgeestions are highlighted including a
general overview of the market growth status ad aslthe major service providers and
their market shares (Section 7.1.1), and an owenoé the Australian population and

mobile phones users’ characteristics (Section ¥.1.2

7.29.1. Mobile market characteristics

The Australian mobile market is considered onehefworld leading industries in terms of
mobile handsets penetration rate which is expette@xceed 100 per cent by 2008
(Johnson 2005) to reach up to 109.3 per cent i@ ZB&deration 2008). Australia’s mobile
phone networks currently reach over 98 per cetth@fpopulation and cover 20 per cent of
the Australian land (Telstra 2003). The Australiamobile market revenue growth
(including revenue from equipment such as infrastme and network lease) has increased
to 8.9 per cent in 2006 compared to 8.1 per ceB00b and this growth was mainly driven

by equipment revenue (JPMorgan 2007).

Excluding equipment revenue, the Australian mobgevices market revenue (including
voice and data services) has intriguingly experena decline in the same 2005-06 period
from 8.3 per cent down to 7.6 per cent. Reportecatd that the monthly Average Revenue
Per User (ARPU) in Australian mobile market hasezignced a decline from 2001 to
2006, moving from A$61.44 in 2001-02 to $52.25 @©2-06 (Suisse 2005). However, it is
generally perceived that, despite these fluctuation the market revenue figures, the
Australian mobile market compares quite favouralgyother leading markets like the

European (+5 to 6 per cent) (JPMorgan 2007).

Looking into the future of the Australian mobile mket, reports show that the market has
already reached a saturation point and that thecsier growth rates are expected to
decline to 6.4 per cent in 2008-09, 2.5 per cer2(A9-10 and decline further to 2.0 per
cent in 2010-11. Therefore, further growth willdaty be driven by young people moving
into the market (TOTEL 2008). However, the Ausaalimobile commerce and content

services market is expected to continue its gramtlerms of total market revenues to reach
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A$1.3 billion by the end of 2010, rising from A$57gillion in 2006 (Frost and Sullivan
2006).

The future growth of the Australian mobile markeekpected to be mainly driven by pre-
paid consumers as opposed to post-paid consumgis€H.1, below). In 2004-05, 43 per
cent of all mobile phone services were prepaidtaechumber of this type of consumers is
expected to grow to 47 per cent of all mobile smsiin 2005-06. In addition, the 2007
figures published by The Australian Mobile Telecounmications Association (AMTA)
show that 9.7 million of the 19.3 million mobilerdsets used in Australia are connected
on a pre-paid plan. Currently there are limited f@bommerce services available to pre-
paid customers. The AMTA report indicates that axdeal mobile commerce services will
be more available for pre-paid customers from tlagommobile service providers (Barker
2007).

Prepaid plans offer a low-cost means to enter thbilen market because the consumer is
not required to sign any contracts with the mob#evice provider. To become a prepaid
mobile user, the consumer is only required to b®JM (Subscriber Identity Module) card

from a mobile service provider and recharge it venvice credits based on his/her usage
and needs without paying any periodic (e.g. montphhone bills as in the case of a post-
paid plan. Therefore, this type of plan allows tomsumer to have a better control over
his/her mobile phone expenditure. The constant tiraw the number of prepaid service

users indicates that mobile consumers value clamddlexibility (Suisse 2005).
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11l

2000-01 2001-02 2002-03 2003-04 2074-05 2005-06F

Frapaid - Faspaid

Figure 7.1 Prepaid vs. post-paid mobile phone consumers in Australia

(Source: Suisse (2005). ‘F indicatiesecas}

Main service providers and market shares

There are four major mobile service providers i@ Australian mobile market (or carrier
service providers) including Telstra, Optus, Vodefo and Hutchison (Three). These
players own mobile network infrastructure and opeeed the wholesale and retail levels. In
addition, there are other smaller players such iagirVMobile, AAET, Telecom, Boost,

Southern Cross Telco, Dodo, Soul, TadAust, M8 TatecSIMPIus, voicetalk and iiNet. In

terms of market share, Telstra, Optus, Vodafoneé,Hutchison control the largest shares in
terms of total service revenue market share (exmfuecquipment revenue) and total

subscriber market shares.

For the total service revenue market share whicludes the mobile commerce market
revenues, reports show that Telstra is progressiaing more of its market share in
favour of Hutchison and Vodafone, while Optus hesrbthe biggest loser among the major
four mobile providers in the Australian market (Jétlyan 2007). These same market share
changes also apply when considering the total sillesanarket share measure. Figure 7.2
below shows the Australian market shares and tiginges in terms of total revenue and

subscriber base shares as reported in 2007.
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I Vodafone -0.5% - [ Vodafone
-1.0% 4

OHuthison :
A% OHutehisen
-2.0% 4
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Dec04- Decl8 2 Dec05- Dec0B (1
Rl SR DecOd Dec06 (2years)  Dec5 Decd (1 yeal
Market share by revenue (exc. Equipment revenue) Market share by subscriber

Figure 7.2 Mobile phone market shares in Australia
(Source: JPMorgan (2007))

The current globally employed technology for enadplihe provision of mobile commerce
services is the Third Generation or 3G technoloftfarm. For the Australian mobile
market, this technology is used by all the four anaervice providers: Telstra, Optus,
Vodafone, and Hutchison. Figure 7.3, next, showes 3 market shares for the main
players in the Australian market which can alscabdandication of the Australian mobile
commerce market shares. As the figure shows, Hagoh{Three) has gained the largest
market share (42 per cent) among all the other lmat@rvice providers, followed by

Telstra (34 per cent), Vodafone (15 per cent) aptu®(9 per cent).

[ Telstra
[l Optus

[l Vodafone
[ Hutchison

15%

Figure 7.3 3G market shares in Australia
(Source: JPMorgan (2007))
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Current predictions show that the gap between Hemchand the other service providers
will rapidly decline as the service provider’s iaitcompetitive advantage in the 3G market
is being slowly eroded (TOTEL 2008). However, othegrorts confirm that Hutchison will
continue outpacing the other major players in tleeigol 2008-10 in terms of average
annual subscriber growth rate (Federation 2009yeMbanges are expected in the market
share statistics as latest reports indicate thatAbstralian Competition and Consumer
Commission (ACCA) has approved a merger betweeraléoe and Hutchison in Australia
which will known as Vodafone-Hutchison Australia¥) (Federation 2009).

7.29.2. Population demographics

This section provides an overview of distributidritee Australian population based on four
dimensions that were part of the survey questigeader, age, education and income. The
purpose of this section is to provide an idea efc¢haracteristics of Australian population
in general and mobile phone users in particular thedefore provide bases for evaluating

the generalisability of the results of this quastiaire results.

Gender

The ABS indicates that by June 2009, the total fadjmn of Australia will reach
21,813,652 people (ABS 2009). The general distioioubf the Australia population by
gender is as follows (Table 7.1). As the statissbsw, the Australian total population
distribution by gender is quite even between maled females as there is one male for

every female.

Table 7.1 Australian population distribution by gender (CIA (2009a), 2009 estimaje
at birth 1.06 male(s)/female
under 15 years 1.05 male(s)/female
15-64 years 1.03 male(s)/female
65 years and over 0.84 male(s)/female
total population 1 male(s)/female
Age

According to a Telecommunications Today study thas conducted by the Australian
Government in 2007, the 18-30 and 31-40 age gragpstitute the main adopters of
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mobile and other telecommunications technology irstfalia (ACMA 2007). Table 7.2
describes the general distribution of the Australpopulation by age groups and their

behaviour towards mobile technology adoption.

Table 7.2 Behavioural segments for Australian ICT consume  rs (ACMA (2007))

Consumer
Segment

Enthusiastic embracers

Mainstream followers

Technology non-
adopters

Age range

Tend to be younger age
group (18-30).

Tend to be aged betweer
31-50 years.

Tend to be older age
group (50-60+)

Definition

Enjoy knowing and using
new services/technology
Knowledgeable and
aware of latest

Try to keep up with
services on a required
basis. Follow the lead of
enthusiastic embracers

Need help or do not
see a need to adopt
new technology.
Unlikely to take up

technology. and did not want the new technology
hassle of seeking out unless pushed or
information and catching| helped by someone
up on every new else.
development.
Likely to actively use While they may have had Likely to be users of
their 3G mobile for a 3G capable mobile landline telephones
internet services. phone, they were using if and some used
Mobile and solely for communication} mobiles.
other Likely to do without Likely to be users of both Do not see the need
technology | |andiine telephone. landline telephone and | for certain mobile
usage mobile. services.

characteristics

Heavier internet users
who had traded up to
faster speeds and or

wireless access.

Moderate internet users.

Internet is used
invariably less.

Education

Formal education in Australia is provided througbhmols, Technical and Further
Education institutions (TAFE), universities and athigher education institutions. There is
a diverse range of courses offered through thestitutions. In 2006, one in every four
Australians were attending an educational insttufABS 2006). The Australian Bureau

of Statistics (ABS) also reports that the levelediucational attainment in the Australian
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community has risen steadily with each successigeegtion. Table 7.3 shows the

distribution of the Australian population acrossieas education levels.

Table 7.3 Educational profile for the Australian populati on
Students (a)

Type of institution ‘000 %(b)
Pre-school 307.8 6.7
Primary school 1,696.8 37.0
Secondary school 1,275.1 27.8
TAFE (Vocational education that 428.0 9.3
provides specialised technical courses
with direct relevance to industry)

University or other tertiary institution 745.4 16.3
(higher education)
Other 128.0 2.8

Notes: These statistics exclude overseas visitofaistralia for less than one year and people vitiandt
state whether they attended an educational inistitair the type of institution they attended. Seu&BS
(20086).

Income

The Australian Bureau of Statistics (ABS) repohiat tfor the 2005-2006 period the average
disposable annual income for Australian househddsU$33,488 (AU$644/week) (ABS
2007). The report showed the mean income for Alistrdnouseholds by dividing income

figures into five equal proportions, as shown itbl€a/.4.

Table 7.4 Household income and income distribution, Austr alia, 2005-06 (ABS (2007))

Proportion Lowest Second Third Fourth Highest Overd

weekly mean

. 255 414 565 746
income

1,239 644

Annual income
(weekly multiplied
by 52 weeks in the
year)

13,260 21,528 29,380 38,792 64,428 33,488
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7.30. Sample characteristics

This section presents a general overview of theacheristics of the sample of respondents
to the online questionnaire. This overview allovesta compare the characteristics of the
sample with the characteristics of the populatasreported in the Section 7.1 above and,
therefore, gain a better insight into the extenwtoch the study results and findings are

generalisable.

Section 7.2.1 describes the demographic charaiterigage, gender, education and
income) of the sample. Then Section 7.2.2 desctliesnobile phone usage characteristics
of the sample, including: their distribution amaihg various mobile service providers in

Australia, relationship age distribution, accownes (pre-paid or post-paid), mobile usage

payment (who pays), and prior experience in usin@ita commerce services.

7.30.1. Demographic characteristics

This section describes the sample demographicilditbns including gender, age,

education and income.

Gender

450 1 416
400 -
350 -
300 -

250 - 212
200 -+

150 A
100 -
50 -

33.87% 66.13%

male female

Gender

Figure 7.4 Sample distribution by gender
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Figure 7.4 shows that there are 212 males (33.2¢a) and 414 females (66.1 per cent)
making up a total of 626 respondents. As with #iko studies that utilise an online survey
for data collection, there is usually little coritmver how many males versus females to
participate. In this study, the sample includeseast 200 participants from each gender

group; therefore, each gender is adequately repiesén this study.

The larger number of females compared to malekernstudy sample might be due to the
fact that the initial research through which the VBNist was developed targeted a number
of women magazines websites and therefore morelésnparticipated in the study and
listed in the mailing list. However, this imbalanicethe sample gender distribution did not
affect the research results because no signifidifierences in mobile commerce adoption
and behaviour were found between females and n(asewill be discussed in Section 8.3

of the next chapter).

Age
180 - 166
26.50%
160 A
140 H 124
111 19.80%
120 4 104 17.70%
16.60%
100 4 82
13.10%
80 A [
60 A
40 28
4.50% 9
2 1.40% 0220/
by 0
0 : : : : : S I ——
15-19 20-24 25-34 35-44 45-54 55-64 65 & over noanswer
Age (in years)

Figure 7.5 Sample distribution by age

Eight age groupings are shown in Figure 7.5. Thepéa can further be categorised into
three groups based on participant age:
e The “young” group (younger than 25 years old) whicbludes 215 respondents

comprising 34.3 per cent of the sample.
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e The “middle age” group (from 25 to 44 years old)iethincludes 290 respondents,
making up 46.3 per cent of the sample.
e The “older” group (45 years old and over) whichliies 119 respondents and

comprises 19 per cent of the sample.

This distribution shows that the sample is closglyead across various age groups. There
are at least 119 respondents from each age grdwgfatt that the majority of the sample
(80.6 per cent) is in the 15-44 years age groupespecially advantageous for the
generalisability of the results of this study bessguaccording to the ‘telecommunications
today’ study, the 18-30 and 31-40 age groups aenrthin driving power behind mobile
and telecommunications technology adoption in Aalistr(ACMA 2007), as shown in

Table 7.2 (Australian consumer behavioural segmaiisve.

Education

Figure 7.6 shows the distribution of the samplethy highest level of education the
respondent has achieved. Overall, the majority hif sample is educated to highly

educated, with almost 70 per cent of the sampléngaachieved certificate level or better.

200 - 180
28.80% 167
180 2@%
160 A
140 A
120 A
100 A 84 82
13.40% 70 13.10%
80 1 11.20%
60 - 41
6.50%
40
204 2
0.30%
0 E
primary secondary certificatelevel advanced bachelor graduate postgraduate
school diploma degree diplomaand/or degreelevel
certificate

Figure 7.6 Sample distribution by highest educational leve I
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The majority of the sample (292 respondents or pérécent) have at least certificate level,
advanced diploma or bachelor degree. One-hundmeighty respondents (28.75 per cent)
have at least a secondary school certificate. Imtrast, the most highly educated group
consists of 152 respondents (24.3 per cent) whce hgnaduate diplomas, graduate
certificates or postgraduate degrees. This digidhushows that the vast majority of the

sample in this study is generally educated witle@ast secondary school certification.

This distribution reflects the Australian literaapd educational profile which shows that
99 per cent of the total adult population is literé€CIA 2009b). Furthermore, 67 per cent of
the population has attained at least upper secgretfwcation while 33 per cent of the

population has attained tertiary education (OECD&0

Income

Figure 7.7, next, shows the distribution of the plnbased on annual income level. The
distribution shows that the majority of the respemid (48.4 per cent) earn $25,000 to
$100,000 annually. On the other hand, a total & B&spondents (42.5 per cent) earn
$24,000 or less annually, while 6.2 per cent mak@&1$00 or higher annually. Comparing
this sample distribution with the ABS figures one tlAustralian population income
distribution (Table 7.4, above) shows that the deamim this study is generally

representative of the various average income groupsistralia.

300 - 266
42.50%
250 -
200 150 153
24.40%
0,
150 - 24%
100 +
27
50 - 0 12 18
4.30% 1.90% 2.90%
0 | | I ] I I
Under$24,000 $25,000to $51,000to $101,000to $150,000 or noanswer
$50,000 $100,000 $149,000 higher

Income (in Australian Dollars)

Figure 7.7 Sample distribution by annual income
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7.30.2. Mobile phone and mobile services usage char  acteristics

In this section, | provide an overview of the mebilsage characteristics of the sample,

including:

e Service providers: who is the mobile service previdf the respondent?

e Relationship age: for how long has the participbeén a customer of his/her
service provider?

e Account type: is the participant a pre-paid or atcact customer?

e Mobile usage payment: who pays for the particigantbbile usage expenses?

e Prior experience: Does the participant have anyr @xperience with m-commerce

and other advanced mobile services?
The following sections describe the sample basegbgh of the above characteristics.

Service providers

Figure 7.8 shows the distribution of the sampleosg€rmajor Australian mobile phone

service providers.

250 -
203
32.40%
200 - [ |
158
25._20%
150 1 118
18.80% 95
100 - 15.20%
29
50 o 23
. I1 O

THREE Telstra Optus Vodafone Virgin Other

Mobile Service Provider

Figure 7.8 Sample distribution by service provider
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As Figure 7.8 shows, every major mobile servicevigler in Australia is represented in the
sample. The majority of participants have an actaouth Optus (203 respondents). In
addition, there are 158 customers from Telstra, ftd® Three and 95 from Vodafone.
There were also some customers from other smadliesice providers such as AAET,
Telecom, Boost, Southern Cross Telco, Dodo, SoallAlist, M8 Telecom, SIMPlus,
voicetalk and iiNet. Due to the low number of obs¢ions for these providers (both

individually and jointly), they are collectivelyballed ‘Other.’

The Australian mobile markets statistics as shawhigures 7.2 and 7.3 (above) show that
the market is mainly dominated by four major player service providers: Telstra, Optus,
Vodafone and Hutchison (Three). As this study sangtktribution by mobile service
providers (Figure 7.8) demonstrates, each of thraagr mobile service providers is
represented in the sample (with at least 95 cus®)mi@ addition to other smaller service
providers like Virgin and others. The fact thatpasdents in this sample come from the
various mobile service providers in Australia isvadtageous for this study which
examines consumer-service provider relationshipachpn consumer perceptions because
it helps remove any ‘single firm’ bias from the aaand the obtained results and

conclusions.

Relationship age

The distribution of respondents based on how loagehthey been customers of their
current service provider (relationship age) is shaw Figure 7.9 below. A total of 106
respondents (16.9 per cent of the sample) have Wwikrtheir current service provider for
one year or less, 218 customers (34.8 per cen® aaglationship age of one to three years,
149 customers (23.8 per cent) have continued wvdlr tcurrent service providers for at
least three to five years, and 153 customers (@dr&ent) have a relationship age of over

five years.

Relationship Age is known to be an important fagtben one examines consumer-service
provider relationships (see for example, Andergoal.€1989; Dwyer et al. 1987; Liljander

et al. 2002; Wray et al. 1994). In these studielgtionship age was found as a determinant
of the quality and strength of a relationship. Pheposition here is that usually the longer a

relationship lasts, the stronger it becomes andhipber quality it would possess. The
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available sample in this study provides a wide eaofjrelationship age periods spanning
from as short as less than three months to longen five years (Figure 7.9). This
distribution enhances the validity of the resuhiattpertain to the impact of relationship
quality on other variables because the relationgjuplity impact is examined across
different age periods. As a result, this would ewea the external validity and

generalisability of the research results and caichs.

180 - 149 153
160 1 23.80% 2&40%
140 - 116
120 - 18.50% 102
16.30%
100 - ]
80 - 56
60 4 8.90%
29
401 21 4.60%
3.40%
1]
0 . ' 4 1
lessthan3 3t06 6 months 1lto 2 2t0 3 3to 5 over5
months months  to1year years years yeras years
Relationship Age

Figure 7.9 Sample distribution by relationship age

Account types

Figure 7.10 shows the sample distribution basedomount type: prepaid or contract (post-

paid).
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413
66%

213
34%

Prepaid Contract

Account Type

Figure 7.10 Sample distribution by account type

The above figure shows that 66 per cent of theamdgnts have a contract account which

means that they are usually bound by a contraabbdjation to stay with the current

service provider for agreed-upon period of time &adge to pay bills on regular basis. In

contrast, 34 per cent of the sample is prepaidoousts that usually do not sign any

contracts and do not pay regular bills and canlyeasiitch to another service provider at

any time.

Mobile usage payment

This mobile usage characteristic poses the questiba pays for the mobile phone usage

expenses?’ Figure 7.11 depicts the distributiothefrespondents based on this criterion.
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60071 513
81.90%

500 4

400 A

300 4

200 o
75

100 A 12% 35

I_I 5.60% 3
0 —1 0.50%
Self Someone | Employer Shered

know

Who pays for mobile usage expenses?

Figure 7.11 Sample distribution by ‘who pays the mobile
phone usage expenses’

The above figure shows that the vast majority @f tespondents (82 per cent) pay their
mobile services usage expenses by themselves.gdnthibr hand, usage expenses of a total
of 17.5 per cent of the sample are paid by sometse such as husband, partner, father,
son or employer. In addition, a very small grouprde respondents) indicated that their
usage expenses are shared between themselves rmepdnsothey know (e.g. husband,

partner, father, son or employer).

It is important and advantageous for this resedhat the sample includes all these
categories because the results and the implicabbresch variable might differ for each
category. For example, the attitude and intentiercgptions to adopt new mobile services
of a consumer who pays all phone usage expenses Hieher own budget might vary

from a consumer who gets to use the mobile for. free
Prior experience

Figure 7.12 shows the distribution of the samplsebdaon their prior experience in using

mobile services.
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600 1 504

80.50%

500 A

400 A

300 o

200 + 122
19.50%

100 -

Yes No

Prior experience?

Figure 7.12 Sample distribution prior experience in using
m-commerce

As shown, 122 respondents (19.5 per cent) are rmdumeers of (or have previous
experience) with m-commerce services such as BurRaek service. This group is
classified as customers with prior experience. l@nather hand, 504 respondents (80.5 per
cent) are currently non-users of the Bumper Packiceeand had no previous experience

with similar mobile commerce services.

The above sections establish that the sample ustnilsi study is adequately representative
of various characteristics of the general poputaibmobile phone users in Australia.

7.31. Conclusion

This chapter highlights the characteristics of ¢hedy target population which includes
mobile phone users in Australia. Specifically, itoyides an overview of general
characteristics of the Australian mobile market ket status and growth and service
providers and market shares) and the Australiarulptipn (gender, age, education and
income). The chapter also provides an overviewhef ¢haracteristics of the sample of
respondents, specifically, demographic charactesistand mobile phone usage

characteristics.
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The descriptive results presented in this chagtewsthat based on the demographic and
mobile phone usage characteristics that were ¢etlein the questionnaire and comparing
with the characteristics of the target populatidre sample used in this study is quite
representative of the population of mobile phonersisn Australia. Chapter 8 presents the
results of the research model analysis and hypeshtssting based on the questionnaire

survey data.
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Chapter 8.

Quantitative Study Analysis and
Results

8.32. Introduction

In this chapter, | present the results of two paftthe quantitative study analyses:

1. The examination of the measurement model of thsgarh (Section 8.5). The
Measurement Model 1) specifies the measures orcatmtis used to assess or
measure each construct in the research model aedaf)ates the extent to which a
set of measures are consistent in what they aemdetl to measure (Gefen et al.
2000).

2. The examination of the structural model and theomémy of hypotheses testing
(Section 8.6). The Structural Model is a repredeniaof the liking dependence

relationships among constructs in the research h{Gaden et al. 2000).

As mentioned in Section 4.2.1, the Structural EguaModelling (SEM) technique is used
to carry out the above two analysis. However, keefgresent the results of these analyses,
| first provide and overview of the statistical tdilsution of the various constructs that are
examined in this research (Section 8.2) and prabentesults of testing for confounding
effects of sample characteristics (demographicrantile phone usage characteristics) on

various paths in the research model (Section 8.3).

| then discuss the important issue of constructtiipation and misspecification and,
thereby, determine how each construct in the rebeanodel is conceptualised and
modelled or specified in this analysis (Section).83pecifying this up front is important
since the misspecification of constructs in a $tmat model is a serious issue that might
jeopardise the theoretical and practical validityl amplications of a research project. For
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easier reference, | present again the researchlrffeidare 8.1) and hypotheses (Table 8.1),

as introduced in Chapter 3.

Consumer-Service Provider Factors

Perceived Relationship H3 Perceived Value of
Quality (PRQ) ~| Adoption Incentive (PVI)

H1lb H2a H2b
Attitude toward Intention to use
MC Services MC Services
(ATT) (INT)
_.___ Consumer-Social Factors H7
Subjective Norm (SN) "7b
H4a H4l H5a H5b
Perceived Usefulnessof | Perceived Ease of Use of
the Service (PU) - H6 the Service (PEOU)

..................................

Consumer-Service Factors

Figure 8.1 The research model

Table 8.1 The research hypotheses

Path Hypothesis

A consumer’s perception of the quality of the nelaship (PRQ) with
PRQ>ATT | Hla | a service provider influences that consumer’suatét(ATT) toward
the adoption of mobile services.

PRQ>INT A consumer’s perception of the quality of the rielaship (PRQ) with
H1b | a service provider influences that consumer’s imv@n(INT) to adopt
mobile services.

PVISATT A consumer’s perception of the value of the adapinzentive (PVI)
H2a | influences that consumer’s attitude (ATT) toward #uoption of
mobile services.

A consumer’s perception of the value of the adaptnzentive (PVI)
influences that consumer’s intention (INT) to adojtbile services.

PVI>INT H2b
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PRQ>PVI

H3

A consumer’s perception of the quality of the rielaship (PRQ) with
a service provider influences that consumer’s geice of the value
of the adoption incentive (PVI) offered by the seewprovider.

PU>ATT

H4a

A consumer’s perception of the usefulness (PUhefrhobile service
influences that consumer’s attitude (ATT) toward #uoption of
mobile services.

PU>INT

H4b

A consumer’s perception of the usefulness (PUhefrhobile service
influences that consumer’s intention (INT) to adoybile services.

PEQU>ATT

H5a

A consumer’s perception of the ease of use (PE®@theomobile
service influences that consumer’s attitude (AToWdrd the adoption
of mobile services.

PEOU>INT

H5b

A consumer’s perception of the ease of use (PE®@theomobile
service influences that consumer’s intention (INdpdopt mobile
services.

PEOU>PU

H6

A consumer’s perception of the ease of use (PE@tHeomobile
service influences that consumer’s perception efusefulness (PU)
of the mobile service.

SN>ATT

H7a

A consumer’s perception of the social influencéngbortant others
(SN) influences that consumer’s attitude (ATT) toavehe adoption of
mobile services.

SN>INT

H7b

A consumer’s perception of the social influencéngbortant others
(SN) influences that consumer’s intention (INTagiopt mobile
services.

ATT>INT

H8

A consumer’s attitude (ATT) toward the adoptiomudbile services
has a direct impact on that consumer’s intentidiT§Ito adopt mobile
services.

8.33. Distribution of Latent Constructs

This section describes the distribution of the sasi constructs in the research model. The
objective is to provide a general picture of thgpendent’s evaluation of each perception or

construct in the research model and therefore stalmt more about the characteristics of

the sample in this research. Table 8.2, next, #aisscal distribution (maximum,

minimum, mean and standard deviation) of the scofréise various constructs is presented.
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The maximum and minimum scores are based on arfi-piert scale from 1 (strongly
disagree) to 5 (strongly agree). The mean scomesent the average of the scores of the
whole sample (626 respondents) on every scaleamtiestionnaire including: Perceived
Relationship Quality (PRQ) measured by trust irviserprovider honesty, trust in service
provider benevolence, affective commitment towdha#sservice provider, satisfaction with
the service provider and affective conflict witle thervice provider), Perceived Value of the
Incentive (PVI) measured by functional value (pyickinctional value (quality), social
value, emotional value and epistemic value; PeeckiZase of Use (PEOU), Perceived
Usefulness (PU), Subjective Norm (SN), Attitude &o@v the mobile service (ATT) and

Intention to adopt the mobile service (INT).

Table 8.2 The un-standardised PLS scores of the all varia  bles in the research model
Std.
Variable N Minimum Maximum Mean Deviation
trust in SP honesty 626 1.00 5.00 3.21 0.85
trust in SP benevolence 626 1.00 5.00 2.75 0.91
affective commitment toward the
SP 626 1.00 5.00 251 1.00
satisfaction with the SP 626 1.00 5.00 2.96 0.87
affective conflict toward the SP 626 1.00 5.00 3.82 1.09
Perceived Relationship Quality (PRQ) 626 1.00 5.00 3.12 0.78
price value 626 1.00 5.00 2.94 1.04
quality value 626 1.00 5.00 3.22 0.90
social value 626 1.00 5.00 2.19 0.96
emotional value 626 1.00 5.00 2.55 1.00
epistemic value 626 1.00 5.00 3.02 0.83
Perceived Value of the Incentive (PVI) 626 1.00 5.00 2.82 0.77
Subjective Norm (SN) 626 1.00 5.00 2.63 0.89
Perceived Ease of Use (PEOU) 626 1.00 5.00 3.58 0.81
Perceived Usefulness (PU) 626 1.00 5.00 2.87 0.91
Attitude toward the mobile service
(ATT) 626 1.00 5.00 3.20 0.90
Intention to adopt the mobile service
(INT) 626 1.00 5.00 3.14 1.07

Note: Based on a Likert scale from 1 (strongly disa) to 5 (strongly agree).
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The mean score for each of the variables in theabable (the column labelled ‘Mean’) is

graphically presented in Figure 8.2, and a disomssf the results follow.
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Figure 8.2 Sample mean scores for each variable

Note: Based on a Likert scale from 1 (strongly gisa) to 5 (strongly agree). *[REV] indicates aamed
scale. ‘'SP’ stands for service provider.

Figure 8.2 shows that the mobile phone users gidhmple generally have above-average
relationship quality perceptions (PRQ) towards rthepbile service providers. This is
emphasised by the fact that the mean scores of elmerension of the PRQ variable are
above average. As explained in Chapter 4, the tafeeconflict scores were reversed in
order to calculate the total affective conflict atadal PRQ (both shown in the figure
above). Generally, there is a high level of trustmobile service providers’ honesty
combined with a low level of conflict. In additiomobile phone consumers are generally

committed toward and satisfied with their mobileveze providers.

For the Perceived Value of the Incentive (the Bumack), the respondents generally
evaluated the value of this incentive as highlyuable. They thought that this incentive
gives them high functional value (both price andalqy) and high epistemic (new
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experience) value. The incentive also gave theoredgnts high emotional value and a

moderate social value.

In addition, the respondents think that the mobéevice being studied is (or would be)
easy to use and quite useful. On the other harel,intiuence of important people on
respondents (subjective norm, SN) does not sedmave a great impact on them compared
to ease of use and usefulness. Finally, the regmsdseem to have a highly positive
attitude toward advanced mobile services (ATT) mmadc with high intention (INT) to

adopt such services.

8.34. Testing for Confounding Effects

Prior to testing the research model and confirnmatibhypotheses, it is important to ensure

that respondent characteristics do not have a oodfog effect on the results. Based on

this, | have tested if the sample characteristiesnographic and mobile phone usage) have
moderator effect on any of the paths in the re$earadel.

The tests showed that neither demographic charstadternor mobile usage characteristics
confound the result. It was observed that none hafs¢ characteristics present any
systematic bias in the data. Therefore, furthetyarsacan proceed with no issues of results
bias based on respondent characteristics. Thenolgpchapter examine the research model

and test the hypotheses.

8.35. Construct Specification

While scale development and testing techniques waka& considerable space in the field of
Information Systems, new issues and concerns a&yalraised to improve these practices.
One of the recent concerns is the issue of misBgatons of conceptual constructs. The
specification of constructs involves a careful eikation of the ‘conceptual’ relationships
between the main construct and its measuremerdatad{s). This is particularity important
when using Structural Equation Modelling (SEM) teicue because it allows the
simultaneous analysis of the data and the exaromati the structural and measurement

models.
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The main objective from the examination of condtienceptualisation is to determine if
the construct should be conceptualised and modeled formative construct or as a
reflective construct. When the measurement indi¢s)toare conceptually distinct and
independent components of a construct, the constrdicator relationship is
conceptualised and modelled as formative. In féirreaconstructs, when a measurement
indicator is excluded, part of the conceptual domar definition of the construct is
consequently omitted (MacCallum and Browne 1998gally, therefore, the selection of
constructs should be ontologically complete (agseali components of the construct). On
the other hand, when the measurement indicatorseffieets or manifestations of the
construct, the construct-indicators is conceptadliand modelled as reflective. In this case,
dropping one of the measures or indicators doesaltet the conceptual domain of the
construct because the indicators are just diffeveays to reflect the same underlying

meaning of the construct.

The correct specification of constructs is of giegtortance because both the analysis and
interpretation of results depend on the way thestant was specified. Typically,
researchers focus on the relationships betweertraots and often neglect examining the
relationships between constructs and their meas(iEstvards and Bagozzi 2000;
Mackenzie 2001). This construct misspecificatiooréases the chances for measurement
inaccuracy (Petter et al. 2007) which could leadenous effects on the structural model
(Jarvis et al. 2003; MacKenzie et al. 2005). Thasoading effect that put at risk both the
measurement and structural models, could lead tienpal errors in research findings and
conclusions by possibly affirming a path (hypotegsn the research model when it is in
fact insignificant (also known as a Type | error,) @ternatively, rejecting a path when it is
actually significant (also known as a Type Il eJr@rarvis et al. 2003; Mackenzie 2001;
MacKenzie et al. 2005). Ultimately, this seeminglyivial issue of construct
misspecification could ultimately lead to incorreesults and jeopardise meaningful theory
understanding and advancement (Edwards et al. 200® risks that the Information
Systems, or any research field for that matter|ccsuffer from the errors that result from

construct misspecification are best described lttePet al. (2007):

“The danger of Type | error is that we, as reseanssimay build new theories
and models based on prior research that finds stifipoa given relationship

that does not actually exist. This may affect tmplications of our research
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for both academia and practice. The danger of Typaror is that some
interesting, valuable research may not be publisifednany of the

relationships within the model are found to be mgmficant. Studies with

interesting insights may be published to a smadledience in second-tier
journals or not at all because one or more construere misspecified.”
(p.631)

Despite the significance of the issue on the thiemmleand practical implications of
empirical studies, the construct-indicator relasioips have rarely been examined even in
the top (A+) Information Systems journals. Motivétey such a critical concern, Petter et
al (2007) examined whether formative constructsehavfact, been mistaken for reflective
constructs by Information Systems researchers. Tdwnducted a review of complete
volumes of the two of the IS top journals, MIS Qedy and Information Systems
Research (ISR), over a three-year period (2003-D5¢y found a great deal of construct
misspecifications in the field. Many constructs éawistakenly been specified, modelled
and analysed and, therefore, the results of theares might have been wrongly
interpreted. The authors found a misspecificatewrel of a surprising 30 per cent in the
Information Systems top journals, compared to gp@@cent level in the marketing field
which was found by Jarvis et al. (2003). As a resadfore examining the measurement and
structural models in my research, | took the tinee ensure that | have correctly

conceptualised and modelled the various constimgtsy research model.

To help identify whether a construct should be d@etas reflective or formative, a set of
four decision rules or criteria were proposed hyideC. et al. (2003) and adopted by Petter
S. et al. (2007) and Mackenzie S. et al. (2005urhmarise these decision rules in the
Table 8.3, below. It is important, however, to ntitat these rules were developed to serve
as guidelines only. Therefore, the specification aofconstruct as being formative or
reflective is to a great extent subjective and ddpeon the view of the researcher and
available theoretical evidence because “many cocistrthat we use in IS are not purely
reflective and not purely formative and tend tonbedelled simply as reflective” (Petter et
al. 2007, p.632).
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Table 8.3 Decision rules to identify formative- vs. refle

ctive-indicator constructs

Decision Rule and questions to
ask

Formative Construct

Reflective Construct

1. Direction of causality from
construct to measure implied by
the conceptual definition

Q1: Are the indicators (items) (a
defining characteristics or (b)
manifestations of the construct?

Q2: Would changes in the
indicators/items cause changes
the construct or not?

Q3: Would changes in the
construct cause changes in the
indicators?

Direction of causality is from items
to Construct

Indicators are defining
characteristics of the construct

Changes in the indicators should
rcause changes in the construct

Changes in the construct do not
cause changes in the indicators

Direction of causality is from construct to
items

Indicators are manifestations of the
construct

Changes in the indicator should not caus
changes in the construct

Changes in the construct do cause chang
in the indicators

4]

jes

2. Interchangeability of the
indicators/items

Q1: Should the indicators have
the same or similar content? Do
the indicators share a common
theme?

Q2: Would dropping one of the
indicators alter the conceptual
domain of the construct?

Indicators need not be
interchangeable

Indicators need not have the same
similar content/indicators need not
share a common theme

Dropping an indicator may alter the
conceptual domain of the construc

Indicators should be interchangeable

dndicators should have the same or simild
content/indicators should share a commg
theme

» Dropping an indicator should not alter t
t conceptual domain of the construct

Ar

he

3. Co-variation among the
indicators

Q1: Should a change in one of t}
indicators be associated with
changes in the other indicators?

Not necessary for indicators to
covary with each other

1eNot necessarily

Indicators are expected to covary with ea|
other

Yes

4. Nomological net of the
construct indicators

Q1: Are the indicators/items
expected to have the same
antecedents and consequences

Nomological net for the indicators
may differ

Indicators are not required to have
the same antecedents and
?consequences

Nomological net for the indicators should
not differ

Indicators are required to have the same
antecedents and consequences
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To clarify and demonstrate how these decision rai@s be applied to indentify if a

construct should be specified as reflective or fative, Table 8.4 presents two examples of

previously specified constructs: “Life Stress ire tRast Year” which is specified as a

formative construct and “Timelessness” which iscdper as a reflective construct.

Table 8.4 General example for applying Jarvis et al. deci  sion rules
Construct Indicators Decision rules check Type of
construct
Life stress | 1-job change 1- It is counterintuitive that life stress genesatieath of a Formative
in the past loved one or birth of a child. The opposite is miorteitive.
year
2- Indicators are not interchangeable and do Imartesa
2-death of a loved common theme. Dropping one of the indicators wiket

one the coverage of the conceptual domain (life stresise
(Example past year).
adapted
from 2- Logically, the indicators are not expected torsgly
Netemeyer | 3-birth of a child correlate.
et al.
(2003)) 3-. Each indicator reflects a unique aspect ofstvéth its

own antecedent and consequences.
4-iliness

System 1-lt takes too long | 1- Indicators are manifestations or effects of timeds Reflective
Timeliness: for the system to

respond to my
“the degree requests.
to which the 2- Indicators share a common theme and interchangeable
system They all relate to the essence of the timelinessept.
offers
timely 2-The system

responses tdg
requests for
information
or action”
(Wixom and
Todd 2005)

provides
information in a
timely fashion.

3-The system returns

answers to my
requests quickly.

D

3- Indicators are expected to positively correlate

4- Indicators share the same/similar antecedents and
consequences

The correct specification of a construct as eitb#ective or formative does not only affect

its conceptual implications, as mentioned abové also determines the way the construct

and its indicators should be modelled (or drawn}hae structural model. In Structural

Equation Modelling (SEM), the direction of the am® between the construct and its
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measures depends on whether the construct is igokeei§ formative or reflective. The

direction of the arrows ultimately determines timelerlying equations and calculations that
the SEM program performs. Figure 8.3, next, shdwas in the case of a reflective construct
the arrows originate from the construct and poirtha indicators. The direction of arrows

is reversed (point towards the construct) wherctrestruct is specified as formative.

A reflective construct A formative construct
Construct Construct
/ A
\4
Measurement Measurement
indicators indicators

Figure 8.3 A simplified representation of how reflective a  nd formative constructs are
drawn in structural equation modelling

To specify the constructs in my research model thiedway | should draw them in the
structural model, | used the following logic. Fjrdtinvestigated and determined the
dimensionality of the construct (should | concepsegathe construct as uni-dimensional or
as multi-dimensional?); then, depending on the ttoasdimensionality, one or all of the
following conceptual relationships were examined apecified as either reflective or
formative: the construct-indicator relationshipbg tconstruct-dimensions relationships,
and/or the dimension-indicators relationships. Feg8.4, graphically represents this logic-
flow. Of course, this process was guided by thedgblkoretical foundations from existing
research as well as my own understanding of thueiggat this research examines.
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Decision Rule Case Tasks

— Uni-dimensional — Examine the construct-
indicators relationships:

Is the construct . .
reflective or formative?

Uni- or Multi- —
dimensional?

L Multi-dimensional , 1. Examine the construct-
dimensions relationships:
reflective or formative?

2. Examine the dimension-
indicators relationships:
reflective or formative?

Figure 8.4 Logic flow used to specify constructs in this r esearch

As the figure shows, the first decision in specifya construct is to determine if it is a uni-
dimensional, where the construct is assessed ljiresing a number of indicators, or a
multi-dimensional construct, where the construcemesented by a number of dimensions
or sub-constructs which are assessed by a numbendofators. A uni-dimensional
construct connects directly to its measurementcatdrs and the construct is therefore
called a first-order construct. On the other handyulti-dimensional construct connects to
its dimensions, which in turn connect to the measant indicators and the construct in

this case is called a second-order construct.

Essentially, the decision to model and analyse restcact as uni-dimensional or multi-
dimensional depends on the scope of the reseasctiezbretical interest as well as the
nature of the construct being studied (MacKenzial.€2005; Petter et al. 2007). Figure 8.5
shows a graphical representation of how uni-din@eradiand multi-dimensional constructs
are represented in a structural equation modekimplify, the constructs in this figure are

not specified as reflective or formative.
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A first-order (uni-dimensional) construct A second-order (multi-dimensional) construct

Measurement
indicators

Measurement
indicators

Figure 8.5 A simplified pictorial depiction of first-order and second-order constructs

Once the dimensionality of the construct is detagdj the next decision in specifying a
construct is to examine the conceptual relatiorssiftpe connecting lines in Figure 8.5
above) between the construct-indicators relatiggssiior one-dimensional constructs and
among construct-dimensions and dimension-indicataegionships for multi-dimensional

constructs. The Jarvis et al. (2003) decision rdisted in Table 8.3 above, are commonly
used to determine if each of these layers of miatips should be specified as formative or

reflective.

The research model (Figure 8.1 above) includesnseeaceptual constructs: Perceived
Relationship Quality (PRQ), Perceived Value of Adoption Incentive (PVI), Perceived
Ease of Use (PEOU), Perceived Usefulness (PU),eStilsg Norm (SN), Attitude (ATT)
and Intention (INT). The theoretical specificatioheach of these concepts was based on
well-known and well-established theoretical framekgoand models (as discussed in
Chapter 3). In terms of measurement, with the edmepmf PVI for which | developed a
new scale, | adapted the measurement specificgtiod indicators) from the existing
literature. Therefore, the existing research predidne with sufficient theoretical and
empirical evidence on the way | should specify aadceptualise each of these constructs.
As such, only the way | should model my PVI scaldhe structural model needed more
careful examination. In the following paragraphgrésent some of the available evidence
to justify the way | represented the various caredfy in my Structural Equation Modelling
(SEM) analysis.
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First, the PEOU, PU, SN, ATT and INT constructs eorfmom a well-established

technology and innovation adoption research tradlith which these variables have most

commonly been conceptualised and measured as merdional first-order reflective

constructs. Table 8.5 lists some exemplar refesenBg examining the indicators | am

using to measure these constructs and in lightefiay the constructs have been specified,

| also conceptualised and examined these constaaigi-dimensional first-order variables

with reflective indicators.

Table 8.5 Specification of PEOU, PU, SN, ATT and INT in t

his research

Construct

Indicators used in this research

Construct
specification

Studies with same
construct
specification

Perceived Ease
of Use (PEOU)

1.
2.1think that | can easily make the service ¢
3.

4,

.1 think it will be easy for me to become

| think that learning to use the service will
be easy to me.

what | want it to do.

| think that using the service will be clear
and understandable.

| think the service will be flexible to
interact with.

skilful in using the service.

Uni-dimensional
with reflective
6'neasures

(Bhattacherjee and
Premkumar 2004;
Brown and
Venkatesh 2005;
Davis 1989; Davis et

6. I think | will find the service easy to use. al. 1989: Gefen et al
1. I think that using the service will help me | Uni-dimensional iggf \I\;Igr?l;?e?t al.
accomplish tasks faster. with reflective Heijden 2004
2. | think that using the service will improve measures Venkatesh et al.
my performance in general. 2000a; Wixom et al.
3. I think that using the services will make 2005)
Usefulness (PU) me more productive.
4. | think that I will become more effective
by using the service.
5. I think that using the service will make it
easier to do things.
6. | think that using the service is useful to
me in general.
1. People important to me will support my | Uni-dimensional l(_lBooan:tt;Lzzggg;_
o use of this service. with reflective Pavl%u and Fygen’so
Subjective Norm 2. Itis expected that people like me use this measures 2006; Premkumar et
(SN) service. al. 2008; Venkatesh
3. People | respect expect me to use this et al. 2000b)
service.

=]
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(Ajzen et al. 1980;

1. Wise/foolish uni-dimensional | g nein ot al. 1975)
with reflective
. 2. Good/bad
Attitude (ATT) measures Most. if not all
3. Positive/negative i
o o empirical adoption
4. Beneficial/unbeneficial studies included the
same specification
1. I would use the service in the future. Uni-dimensional | o attitude and
' 2. If I buy a new mobile handset, | will pay Vﬁ‘?ég;ﬁ?gg“'e intentions
Intention (INT) attention to the service capability of the
handset.

3. If I change my current service provider, |
will ensure that they offer the service.

As for PRQ, the RELQUAL scale (Roberts et al. 200&)apted in this study builds on the
specification of relationship quality as a multirdinsional second-order construct with
reflective dimensions and reflective indicators mected to each dimension. In addition, a
large number of existing studies on relationshipligy also conceptualise the construct in
this way (e.g. Crosby et al. 1990; Dorsch et aB8&Dwyer et al. 1987; Gundlach et al.
1995; Hennig-Thurau 2000; Jap et al. 1999; Keatingl. 2003; Kumar et al. 1995; Smith
1998). Based on this, | also specify PRQ as a skootter construct with reflective

dimensions and reflective indicators connectedathaimension.

In this study, PVI is also conceptualised as a idinliensional construct based on the
Theory of Consumption Values (Sheth et al. 19943 discussed in Chapter 6 — which also
conceptualises this construct as formative. This Itidinensional formative
conceptualisation of the perceived value constisichlso supported by a considerable
number of previous studies (De Ruyter et al. 1998;Ruyter et al. 1997; Khalifa 2004,
Roig et al. 2006; Sanchez et al. 2006; Turel e2@0.7; Woodruff 1997). These studies also
specified the dimension-indicator relationships fbis construct as reflective. Since |
developed a new set of indicators to measure eackndion, | needed to carefully examine
and establish whether the relationship between eahotension and its indicators is
reflective or formative. As mentioned above, thetedimines the way | would model these
relationships in the SEM analysis. The result & #xamination, based on Jarvis C. et al.
(2003) criteria is presented in Table 8.6.
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Table 8.6 The PVI scale items specification

Construct

Dimension Construct Definition Indicators type Reasoning
The perceived utility acquired from an 1. The incentive saves me money. Indicators are manifestations of the
incentive’s capacity for functional, construct.
2. The incentive is worth the price | am

utilitarian, or physical performance. An
paying for. Indicators are interchangeable and

share a common theme. Each of

incentive acquires functional value through

. the possession of salient functional, . . .
Functional Value P 3. The incentive gives me value-for-

_ e . . . Reflective
(Price) utilitarian or physical attributes. Functional money.

them captures the essence of the

value is measured on a profile of choice overall domain of the construct.

attributes. .
Indicators are expected to covary.
Indicators share common
antecedents and consequences.
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Functional Value
(Quality)

The perceived utility acquired from an
incentive’s association with one or more
specific social groups. An incentive acquire
social value through association with
positively or negatively stereotyped
demographic, socioeconomic, and cultural-
ethnic groups. Social value is measured or
profile of choice imagery

. Accepting this incentive allows me t

use a service of high quality.

. Accepting this incentive allows me t

use a technically sound service.

. Accepting this incentive allows me t

use many good services.

Reflective

Indicators are manifestations of the
construct.

Indicators are interchangeable and
share a common theme. Each of
them captures the essence of the
overall domain of the construct.

Indicators are expected to covary.

Indicators share common
antecedents and consequences.
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Social Value

The perceived utility acquired from an
incentive’s capacity to arouse feelings or
affective states. An incentive acquires
emotional value when associated with
specific feelings or when precipitating or
perpetuating those feelings. Emotional valy
is measured on a profile of feelings
associated with the alternative.

€

. Accepting this incentive enhances

my social life.

. Accepting this incentive improves

the way | am perceived by others.

. Accepting this incentive makes me

more accepted by others.

. Accepting this incentive gives me

social approval.

. Accepting this incentive improves

my relationships with others.

. Accepting this incentive gives me a

good social image.

Reflective

Indicators are manifestations of the
construct.

Indicators are interchangeable and
share a common theme. Each of
them captures the essence of the
overall domain of the construct.

Indicators are expected to covary.

Indicators share common
antecedents and consequences.
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Emotional Value

“The perceived utility acquired from an
incentive’s capacity to arouse feelings or
affective states. An incentive acquires
emotional value when associated with
specific feelings or when precipitating or
perpetuating those feelings. Emotional valy
is measured on a profile of feelings
associated with the acquisition of the
incentive.”

3.

. Accepting this incentive makes me

feel satisfied.

. Accepting this incentive makes me

happy.

Accepting this incentive makes me
feel proud of myself.

. Accepting this incentive makes me

feel smart.

Reflective

Indicators are manifestations of the
construct.

Indicators are interchangeable and
share a common theme. Each of
them captures the essence of the
overall domain of the construct.

Indicators are expected to covary.

Indicators share common
antecedents and consequences.
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Epistemic Value

The perceived utility acquired from an
incentive’s capacity to arouse curiosity,
provide novelty, and/or satisfy a desire for

knowledge. An incentive acquires epistemi

value by questionnaire items referring to
curiosity, novelty, and knowledge

)

. This incentive allows me to try something

. The experience that this incentive brings

. This incentive is not like the types of

. This incentive fulfils my curiosity.

. Accepting this incentive answers many

. I learn many new things by accepting thi

new.

me is novel.

incentives | usually see.

guestions | have.

incentive.

1°2)

Reflective

Indicators are manifestations of the
construct.

Indicators are interchangeable and
share a common theme. Each of
them captures the essence of the
overall domain of the construct.

Indicators are expected to covary.

Indicators share common
antecedents and consequences.
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To summarise, the seven constructs in my reseaotielhare specified in Table 8.7.

Table 8.7 Structural model specification for all construc ts

Construct Specification
. . . Construct- | Construct- | Dimension-
Dimensionality | .~ . ; -
st d indicator dimension | indicator
(> or 2 order) . : . : : .
relationship | relationship | relationship
PRQ Second-order n/a Reflective Reflective
PVI Second-order n/a Formative Reflective
PU First-order Reflective n/a n/a
PEOU First-order Reflective n/a n/a
SN First-order Reflective n/a n/a
ATT First-order Reflective n/a n/a
INT First-order Reflective n/a n/a

Note: n/a = not applicable

As shown, almost all the measures used in thisareBeare reflective. The only formative

relationship in the structural model is the onevaen the PVI construct and its dimensions.

All other relationships are reflective.

The SEM analysis in this research was carried sutguthe Partial Least Squares (PLS)
technique (Wold 1975). PLS is a powerful technighat has been widely used in
Information Systems research. The software packegel to perform the analysis was
SmartPLS (Beta, Version 2.0) (Ringle et al. 200H)is variance-based or component-
based method was chosen over covariance-based deetiuich as LISERL and Amos,
because unlike the latter method which only sugpmetlective constructs, PLS supports
both formative and reflective variables (Chin 1998ihompson et al. 1995) and can

support both exploratory and confirmatory resed€éfen et al. 2000).
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8.36. Measurement model

Prior to any model examination or hypotheses tgstims important to ensure the validity

of the measurement model. This involves establgshihether the instrument measures that
are used to gather the data actually measure Wwhgtare intended to measure. One of the
important validities that need to be establishedmpirical studies, such as my research, is

construct validity.

From one side, construct validity is concerned wastablishing evidence of shared
understanding of meaning. For the PVI scale that evdirely developed in this study, this
aspect of construct validity was assured by a cehmgnsive process involving interviews
with target respondents and experts and card gogtercises, as discussed in Chapter 6.
For the rest of the scales that were adapted fn@viqus studies, an evidence of a shared
understanding of meaning (other than the fact thay have already been validated for
shared meaning by their developers) was establiimedigh an interactive pre-test and
pilot test processes involving potential responsl@md experts in the field, as mentioned in
Chapter 6.

Another aspect of construct validity that needsbéo established is the assessment of
whether the measured variables behave in a waydtwnsistent with the way they were
theoretically expected to behave. This aspect nstract validity is usually established by

testing for convergent and discriminant validities.

Convergent and discriminant validity are assesse@nsuring “that, once cross-loading
items are dropped, items load cleanly and excllysiee the constructs (factors) upon
which they are posited to load” (Straub et al. 2004893). In the following sections |
discuss and assess both convergent validity (Se@i8.1) and discriminant validity

(Section 8.3.2) for the research model in thistud

8.36.1. Convergent validity

Convergent validity is exhibited when all the measuwof a certain construct correlate and
‘stick’ together in terms of the concept they refléestablishing convergent validity assures
the researcher that all the measures of the camséme actually measuring the same

construct or concept and move in the same condegiteation.
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There are many ways to establishing convergentditsli In this research, | assess

convergent validity by examining:

1. The reliabilities of items in each scale
2. The Composite reliability of each construct
3. The Average Variance Extracted (AVE)

Each of these analyses is described in the follgwections.

Reliabilities of items in each scale

One way to demonstrate convergent validity in astrauet is by evaluating the reliability of
each measurement item in the scale that is usete&sure the construct. In this method,
satisfactory convergent validity is shown when e items of a scale highly and

significantly load on their respective construct.

For this study, Table 8.8 presents the loadingashemeasurement item on its respective
construct. As shown, all the items used in thislgthighly and significantly load on their
corresponding construct and they all exceed théd Og&commended thresholds for

exploratory research (Nunnally 1967).

Table 8.8 Outer model loadings

( *** significant at 0.001 level)
PRQ PVI

TRUSTH1 | 0.68*** VPRICE1 0.64***
TRUSTH2 | 0.71*** VPRICE2 0.67***
TRUSTH3 | 0.76*** VPRICES 0.68***
TRUSTB1 | 0.71*** VPERF1 0.66***
TRUSTB2 | 0.77*** VPERF2 0.65***
TRUSTB3 | 0.76*** VPERF3 0.65***
SAT1 0.77*** VEMO1 0.84***
SAT2 0.77*** VEMO2 0.84***
SAT3 0.81*** VEMO3 0.81***
SAT4 0.82%** VEMO4 0.80***
ACOMIT1 | 0.61*** | VSOCIAL1 | 0.74***
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ACOMIT2 | 0.76*** | VSOCIAL2 | 0.75***
ACOMIT3 | 0.79*** | VSOCIAL3 | 0.72***
ACONF1 | 0.63*** | VSOCIAL4 | 0.73***
ACONF2 | 0.64** | VSOCIALS | 0.73***
ACONF3 | 0.64*** | VSOCIALG | 0.74***
SN VEPIST4 0.68***
SNORM1 | 0.85*** VEPISTS 0.73***
SNORM2 | 0.87*** VEPIST6 0.68***
SNORM3 | 0.87*** PU
PEOU USEFUL1 0.90***
EASE1 0.85*** USEFUL2 0.92%**
EASE2 0.89*** USEFUL3 0.90***
EASES 0.92%** USEFUL4 | 0.92*%**
EASE4 0.82*** USEFULS 0.89***
EASES 0.87*** USEFULG6 0.82%**
EASEG 0.91%** ATT
INT ATTBENEF | 0.89***

INT1 0.91*** | ATTGOOD | 0.91***
INT2 0.79*** | ATTPOSTV | 0.91***

INT3 0.91*** ATTWISE | 0.90***

A note on abbreviations:

PRQ scaleTRUSTH = Trust in honesty, TRUSTB =
Trust in Benevolence, SAT = Satisfaction, ACOMIT =
Affective Commitment, ACONF = Affective Conflict.
PVI scale:VPRICE = Price Value, VPERF = Quality
Value, VEMO = Emotional Value, VSOCIAL = Social
Value, VEPIST = Epistemic Value.

Attitude scale ATTBENEF = Beneficial/Unbeneficial,
ATTGOOD = Good/Bad, ATTPOSTV =
Positive/Negative, ATTWISE = Wise/Foolish.

Composite reliability of constructs

Another measure to support the existence of coevengplidity is the composite reliability

of each construct in the research model. The cortgoagiability of each construct assesses
its internal consistency. This means that the coosts internally consistent due to the
consistency (the measuring of the same concepth@ri@ construct measures. Therefore,

compared to the individual item reliability scoréisat | reported above, composite

167



CHAPTER 8

reliability is a measure of the ‘overall’ relialtyliof the collection of all measures under a

certain construct.

As a rule of thumb, 0.70 is suggested as a minirbemchmark for acceptable construct
reliability (Hair et al. 1998; Segars 1997). As wsfoin Table 8.9, the composite reliability

of every construct in this study is well above saggested 0.70 threshold.

Table 8.9 Constructs composite reliabilities
Construct Composite Reliability

PRQ 0.95

PVI 0.95

PU 0.96

PEOU 0.95

SN 0.90

ATT 0.95

INT 0.90

Average variance extracted (AVE)

Average Variance Extracted (AVE) assesses the rmaimiof variance that a variable
captures from its indicators compared to the amah@at results from measurement error
(Chin 1998a). A high construct AVE indicates tha indicators (or measure) under it are
capturing the same underlying construct, which de&a the exhibition of convergent

validity of the construct.

In order to support a satisfactory convergent wgiidt is recommended that the AVE of
each construct in the model exceeds 0.50 (Forrg8R1Fornell and Larcker 1981). As
Table 8.10 shows, in this research all construat® lexceeded this threshold.

Table 8.10 Constructs average
variance extracted (AVE)

Construct AVE
PRQ 0.53
PVI 0.53
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PU 0.80
PEOU 0.77
SN 0.74
ATT 0.82
INT 0.76

From all the above, it is demonstrated that thesmeament model used in this study meets
and exceeds the requirements for establishing cgame validity. The following sections
assess discriminant validity, which is the seconigreon for establishing the adequacy of

measurement model in this study.

8.36.2. Discriminant Validity

Unlike convergent validity, which assures the umtyrelatedness of the measures of each
construct, discriminant validity is concerned withe discrimination or differentiation
among measures of different constructs. Discrintivafidity is therefore exhibited when
there is a low correlation between the measuresaoh construct in the research model.
This is very important to assess since the measefresach construct are supposed to

measure a different concept.

There are many ways to establishing discriminaridig In this research, | assess

discriminant validity by examining:

1. Item Cross-loadings on various constructs

2. Relationship between correlations among constrants the square root of the
Average Variance Extracted (AVE)

Each of these analyses is described in the follgwections.

Cross-loadings

To show satisfactory discriminant validity, the di@g of each measurement item on its
corresponding construct should be higher tharoaslihg on other constructs (Chin 1998a;
Gefen et al. 2000; Straub et al. 2004). This shibvasthe measurement items of a construct

are measuring their construct and their constralgt. o
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Table 8.11 demonstrates the satisfaction of thierwn because all of the measurement
items load highly on their own constructs but rohaghly on the other construct. Although
the loadings show that PU might not be completedyirett from PVI, PU indicators are
clearly much more associated with their own comsttban with the PVI construct. PU
indicators explain around 81% of variance in Pé.(@.96), but only 36% of the variance
in PVI (0.60). That is a considerable difference in the expianyapower which satisfies
the criterion of disciminant validity since the maement items (USEFUL 1-6) load
highly on their construct (PU) but not as highly tbe other construct (PVI) (Chin 1998a;
Gefen et al. 2000; Straub et al. 2004). The faat U and PVI seem to be related does not
invalidate this cross-loadings test for disciminaatidity because established guidelines
acknowledge the existence of a conceptual overapng theoretical constructs; hence the
use of the phrase “but not as highly on the otbestructs”.

Table 8.11 Loadings and cross-loadings of items on variou S constructs

PRQ PVI PU PEOU SN ATT INT

TRUSTH1 0.68 0.18 0.19 0.22 0.16 0.16 0.17
TRUSTH?2 0.71 0.17 0.19 0.23 0.16 0.20 0.14
TRUSTH3 0.76 0.18 0.20 0.26 0.16 0.22 0.14
TRUSTB1 0.71 0.28 0.19 0.15 0.21 0.16 0.13
TRUSTB2 0.77 0.28 0.23 0.23 0.17 0.19 0.20
TRUSTB3 0.76 0.32 0.26 0.24 0.24 0.21 0.18
SAT1 0.77 0.20 0.13 0.29 0.11 0.17 0.13
SAT2 0.77 0.23 0.17 0.21 0.18 0.15 0.09
SAT3 0.81 0.21 0.15 0.24 0.15 0.15 0.09
SAT4 0.82 0.22 0.17 0.29 0.17 0.18 0.15
ACOMIT1 0.61 0.25 0.17 0.08 0.19 0.15 0.10
ACOMIT2 0.76 0.26 0.17 0.15 0.21 0.12 0.12
ACOMIT3 0.79 0.29 0.21 0.17 0.21 0.17 0.16
ACONF1 0.63 0.11 0.08 0.23 0.06 0.19 0.10
ACONF2 0.64 0.09 0.06 0.20 0.06 0.14 0.08
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ACONF3

VPRICE1

VPRICE2

VPRICES

VPERF1

VPERF2

VPERF3

VEMO1

VEMO2

VEMO3

VEMO4

VSOCIAL1

VSOCIAL2

VSOCIAL3

VSOCIAL4

VSOCIALS

VSOCIAL6

VEPIST4

VEPISTS

VEPIST6

USEFUL1

USEFUL2

USEFUL3

USEFUL4

USEFULS5

USEFULG6

EASE1

0.64

0.14

0.22

0.21

0.29

0.29

0.26

0.27

0.29

0.27

0.27

0.23

0.20

0.17

0.19

0.19

0.17

0.21

0.21

0.21

0.22

0.22

0.19

0.23

0.23

0.22

0.19

0.11

0.64

0.67

0.68

0.66

0.65

0.65

0.84

0.84

0.81

0.80

0.74

0.75

0.72

0.73

0.73

0.74

0.68

0.73

0.68

0.61

0.63

0.61

0.63

0.60

0.63

0.16
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0.09

0.52

0.47

0.47

0.44

0.43

0.42

0.61

0.58

0.56

0.52

0.59

0.51

0.46

0.45

0.52

0.46

0.48

0.56

0.51

0.90

0.92

0.90

0.92

0.89

0.82

0.18

0.20

0.19

0.26

0.26

0.34

0.38

0.34

0.28

0.29

0.16

0.18

0.15

0.06

0.03

0.07

0.07

0.09

0.25

0.21

0.22

0.29

0.22

0.19

0.23

0.26

0.37

0.85

0.08

0.38

0.35

0.35

0.34

0.34

0.34

0.54

0.54

0.54

0.51

0.52

0.54

0.51

0.50

0.51

0.51

0.41

0.50

0.46

0.54

0.55

0.56

0.58

0.52

0.52

0.13

0.15

0.50

0.55

0.55

0.48

0.47

0.49

0.59

0.60

0.45

0.45

0.47

0.37

0.32

0.32

0.36

0.35

0.46

0.49

0.47

0.53

0.49

0.49

0.53

0.53

0.63

0.19

0.10

0.52

0.50

0.50

0.41

0.43

0.37

0.51

0.51

0.42

0.40

0.39

0.34

0.27

0.27

0.34

0.30

0.40

0.39

0.40

0.52

0.51

0.48

0.53

0.50

0.61

0.21
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EASE2 0.23 0.26 0.26 0.89 0.21 0.25 0.26
EASE3 0.25 0.27 0.26 0.92 0.18 0.27 0.28
EASE4 0.30 0.28 0.32 0.82 0.22 0.29 0.27
EASES 0.24 0.22 0.24 0.87 0.16 0.26 0.25
EASEG6 0.25 0.24 0.25 0.91 0.18 0.27 0.27
SNORM1 0.22 0.56 0.54 0.24 0.85 0.49 0.47
SNORM2 0.17 0.52 0.49 0.20 0.87 0.48 0.43
SNORM3 0.21 0.56 0.55 0.10 0.87 0.42 0.40
ATTBENEF 0.21 0.61 0.59 0.30 0.50 0.89 0.60
ATTGOOD 0.20 0.55 0.50 0.27 0.47 0.91 0.52
ATTPOSTV 0.24 0.57 0.52 0.28 0.48 0.91 0.51
ATTWISE 0.19 0.57 0.55 0.22 0.49 0.90 0.53
INT1 0.19 0.56 0.56 0.30 0.49 0.62 0.91
INT2 0.14 0.38 0.40 0.28 0.33 0.39 0.79
INT3 0.14 0.49 0.57 0.21 0.48 0.52 0.91
Relationship between correlations among constructs and the square root of
AVEsS

Another criterion for establishing discriminant iditly is when the square root of the
Average Variance Extracted (AVE) of each constigchigher than its correlation score
with all other constructs (Fornell et al. 1981)isTbomparison shows that more variance is

shared between a construct and its measures thlamther constructs.

As shown in Table 8.12, the square root of the AdfEeach (shown diagonally) is greater
than its correlation with other constructs (the-diigonal numbers), which satisfies this

test of discriminant validity.
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Table 8.12 Relationship between correlations among constr ucts and the square root of
AVEs
Construct AVE ATT INT PEOU PRQ PU PVI SN
0.82 0.91
ATT
INT 0.76 0.6 0.87
PEOU 0.77 0.3 0.3 0.88
PRQ 0.53 0.23 0.18 0.28 0.73
PU 0.80 0.60 0.59 0.29 0.25 0.89
PVI 0.53 0.64 0.56 0.28 0.31 0.7 0.73
SN 0.74 0.54 0.50 0.21 0.23 0.61 0.63 0.86

From all the above, it is demonstrated that thesmeament model used in this study meets
and exceeds the requirements for establishing cgame and discriminant validities. The

following section examines the structural model tesds the proposed hypothesis.

8.37. Structural model

Examining the structural model enables the assedsafiats explanatory power. In other
words, how much variance in the dependent varigple{ interest can the independent
variables explain or account for. In this reseammie of the goals of this analysis is to
examine the collective ability of the adoption fast(including PRQ, PVI, PU, PEOU and
SN) to explain the variances in consumer attitugheET) and intention (INT) toward
adopting mobile commerce services. In PLS, this bandone by examining the R2
(variance accounted for) scores of the dependemdblas of interest (ATT and INT), as
shown in Table 8.13.

Table 8.13 Variance accounted for (R2) for dependent vari  ables

Dependent Variable R
ATT 0.52
INT 0.49
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As shown, the proposed model explains 52 per cénhe total variance in consumer

attitudes towards the service (ATT) and 49 per adnthe total variance in consumer

intention to adopt the mobile service (INT). Thssto say that the three sets of consumer-
interaction factors (consumer-service providerraxtgon, consumer-service interaction and
consumer-social interaction) collectively account 62 per cent of the variance in

consumer attitude toward adopting, and that thbseetsets of interaction factors (plus

ATT) collectively account help explain 49 per cehthe variance in consumer intention to

adopt.

The examination of the structural model also alldiesinspection of various paths (arrows
moving from one construct to another) in the redeanodel. Each structural path in the
research model represents a proposed hypothesgs.aialysis of the structural model
results in the acceptance (confirmation) or regectidisconfirmation) of each hypothesis
and well as the comparisons of the impact of varimudependent constructs on the

dependent one(s).

This research aims to understand the impact tlwit efthe variables in the research model
has on consumer attitude and intention to accept ws® mobile commerce services.
Reaching this understanding involves not only meaguhe impact of each variable but
also comparing this impact with the influence olest variables in the research model.
Therefore, structural path analysis is performe e order to:

1- Confirm or disconfirm each of the previously propo$iypotheses (Section 8.4.1).

2- Compare the impact of the three sets of consunteraiction factors (Section
8.4.2): consumer-service provider factors (PRQ R¥8, consumer-service factors
(PU and PEOU) and consumer-social factors (SN).

3- Compare the unique contribution that each of theependent factors makes in

predicating the dependent variable (8.4.3).

Each of these analyses is described below.

8.37.1. Confirm or disconfirm proposed hypotheses

In PLS, the strength and the significance (or inigigance) of each structural path or
hypothesis can be examined. PLS calculates a matiicent or a beta value3) which
indicates the strength of path and signifies theuwen contribution that the independent
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variable makes in explaining the variance in theetelent variable. In addition, in PLS the

statistical significance (or insignificance) of balcypothesis or path can be examined by
applying a bootstrapping analysis (Chin 1998b)ufegd.6 presents the results of the PLS
path analysis.

Consumer-Service Provider Factors

i | Perceived Relationship W Perceived Value of !
| Quality (PRQ) 0.29 =+ | Adoption Incentive (PVI) |
H \ N ~ 1
_______________________ R G 0 S
\ ~
Hla Hib ~
0.01 0.04 ~
\
|
Attitude toward H8 Intention to use
MC Services 0237 | MCsenvices
(ATT), R2: 0.52 (INT), RZ 0.49

: H7a
Consumer-Social Factors /017**/'

Subjective Norm (SN) H7b
| 0.11 * H4a H4b H5a H5b

i Perceived Usefulness of Perceived Ease of Use of :
i the Service (PU) 0.30 *** the Service (PEOU) 1

Consumer-Service Factors

*Significant at the 0.05 level —  |ndicates significant path
**Significant at the 0.01 level
***Significant at the 0.001 level

== == =P |ndicates non-significant path

Figure 8.6 Results from PLS analysis

In the following, the PLS results for each of tlmee consumer-interaction factors are

discussed.

Consumer-Service Provider Factors

The PLS analysis results (Figure 8.6) demonstitds/potheses in the research model are
supported except the ones that relate PRQ direuitly consumer attitude (ATT) and

intention (INT) toward adopting the mobile serviBespite the insignificance of the PRQ-
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>ATT and PRQ->INT paths, PRQ showed a highly sigaiit correlation with both
attitude and intention (p<0.01 in both cases) hasve in Table 8.14.

Table 8.14 RRQ correlation with Attitude and Intention
PRQ ATT INT
PRQ Pearson o o
Correlation 1 232() A71(7)
.000 .000
Sig. (2-tailed)
626 626 626
N

** Correlation is significant at the 0.01 level {@ied)

This significant correlation between PRQ and boffiTAand INT means that there is a
(potential) effect among them. However, when mauigllall the variables (PRQ, PVI,
PEOU, PU, SN, ATT and IN) into one structural moishePLS, this effect does not show.
Upon close examination, it was observed that thecefof PRQ (primarily an affective
variable) on ATT and INT is ‘absorbed’ by the marglitarian, and more statistically
powerful, constructs such as PVI and PU. This mightue to the low correlation values
(PRQ>ATT=0.232, PRQ>INT=0.171 in Table 8.14), whidn justify why the effect of
PRQ on ATT and INT is absorbed by other constrirctee model. Removing PVI and PU
from the model results in PRQ having a significempact on ATT (H1lap = 0.083, p <
0.05). However, as mentioned earlier, this resoé#tsdnot appear when examining the whole

model in one go.

This observation shows that the potential impadPBQ needs to be closely investigated
further. In the current study, this will be accombpéd by collecting some qualitative data
to shed more light onto PRQ and its impact on ATid &NT (as discussed in Chapter 9).
For the purpose of the current quantitative ang)yisieport the results of the overall model
as shown in Figure 8.6, showing the insignificant®RQ>ATT and PRQ>INT based on

the available data set.
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The PLS results in Figure 8.6 also shows that swmer’'s positive perception of his/her
relationship quality with the service provider (PR&rongly and significantly influences
the consumer perception of the value of the ingen(PVI) offered by the service provider
(H3, p = 0.29, p < 0.001). This significant impact of PRQ PVI extends to all the
dimensions of PVI. Figure 8.7 presents the PLSIlt®$ar the research model, this time
showing the significant impact of PRQ on all thdiudual dimensions of PVI, including

price value, quality value, emotional value, sogalle and epistemic value.

Consumer-Service Provider Factors

i Perceived Relationship Quality (PRQ) Perceived Value of Incentive (PVI

*kk
Wy = Price Value

O

Kk

Trustin Benevolence Quality Value

0

] . (.28 ***
Affective Commitment) > emotional Value
. . *kk
Satisfaction = Social Value

Intention to use
MC Services

(INT), RZ 0.49

Attitude toward
MC Services
(ATT), R2: 0.52

*kk
Affective Conflict Epistemic Value

................................................................................

Consumer-Social Factors

Subjective Norm (SN)

______________________________________

Perceived Usefulnessof | ;¢ Perceived Ease of Use of
the Service (PU) "~ 0.30 ** the Service (PEOU)

................................

Consumer-Service Factors

Figure 8.7 PLS results showing PRQ impact on PVI dimension s

In addition, both Figures 8.6 and 8.7 show thaighdr perceived value of the incentive
leads to more positive attitude (HBasz 0.45, p < 0.001) and intention (H3b= 0.26, p <
0.001) toward adopting the service. Even though PBRSno direct impact on attitudes or
intentions, this factor has a very significant irpan PVI, which in turn is one of the best
predictors of attitude and intention. Thereforas ttesult shows that based on the current

data set, the impact of PRQ on attitude and irdens fully mediated by PVI.
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Consumer-Service Factors

In relation to consumer-service factors (PU and BEQtonsumer’s higher perceived
usefulness of the services leads to a positiveudé#i (H4a,§ = 0.17, p < 0.001) and
intention (H4b,p = 0.20, p < 0.001) toward adopting the servicecé&ieed ease of use
positively and significantly influences mobile comroe service usefulness (H6= 0.30, p
< 0.001), and also directly leads to positive ad# (H5a = 0.06, p < 0.05) and intention
to adopt the service (H5p,= 0.07, p < 0.01).

Consumer-Social Factors

On the other hand, in relation to consumer-socitdraction factors, a higher subjective
norm (SN) perception leads to a positive attitudéa, p = 0.17, p < 0.001) and intention

(H7b,p = 0.11, p < 0.01) toward adopting the serviceaddition, the path analysis results
support the argument that positive attitudes towaddpting the service leads to greater
intention to adopt (Hg} = 0.23, p < 0.001).

Thus, with the exception of the direct impact ofPRn ATT and INT, the proposed

research model and all hypotheses are empiricafiparted, as summarised in Table 8.15.

Table 8.15 Hypotheses confirmation results

Path Hypothesis Supported?

A consumer’s perception of the quality of the
relationship (PRQ) with a service provider influeac

PRQ>ATT Hla that consumer’s attitude (ATT) toward the adoptidén No
mobile services.
A consumer’s perception of the quality of the

PRO > INT H1b relationship (PRQ) with a service provider influesc NoO

that consumer’s intention (INT) to adopt mobile
services.

A consumer’s perception of the value of the adaptio
PVI>ATT H2a | incentive (PVI) influences that consumer’s attitude | Yes
(ATT) toward the adoption of mobile services.

A consumer’s perception of the value of the adaptio
PVI > INT H2b | incentive (PVI) influences that consumer’s intentio | Yes
(INT) to adopt mobile services.
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A consumer’s perception of the quality of the
relationship (PRQ) with a service provider influeac
PRQ > PVI H3 | that consumer’s perception of the value of the Yes
adoption incentive (PVI) offered by the service
provider.

—

A consumer’s perception of the usefulness (PUhef
PU>ATT H4a | mobile service influences that consumer’s attitude | Yes
(ATT) toward the adoption of mobile services.

—F

A consumer’s perception of the usefulness (PUhef
PU > INT H4b | mobile service influences that consumer’s intention Yes
(INT) to adopt mobile services.

A consumer’s perception of the ease of use (PE®U) o
PEOU > ATT H5a | the mobile service influences that consumer’suatét | Yes
(ATT) toward the adoption of mobile services.

A consumer’s perception of the ease of use (PE®U) o
PEOU > INT H5b | the mobile service influences that consumer’s Yes
intention (INT) to adopt mobile services.

A consumer’s perception of the ease of use (PEQU) o
the mobile service influences that consumer’s
PEOU>PU HE perception of the usefulness (PU) of the mobile ves

service.

A consumer’s perception of the social influence of
SN >ATT H7a | important others (SN) influences that consumer’'s | Yes
attitude (ATT) toward the adoption of mobile seesc

A consumer’s perception of the social influence of
SN > INT H7b | important others (SN) influences that consumer’'s | Yes
intention (INT) to adopt mobile services.

A consumer’s attitude (ATT) toward the adoption of
ATT > INT H8 | mobile services has a direct impact on that conssmeres
intention (INT) to adopt mobile services.

8.37.2. Comparing the impact of the three sets of c  onsumer-
interaction factors

This part of the analysis demonstrates the effé¢h® consumer-service provider factors

(PRQ and PVI) compared to the impact consumer-ser@nd consumer-social factors. To

examine this, | have created a number of PLS mdolelsetaining only one of the three

interaction-factor sets (consumer-service providensumer-social and consumer-service)

in each model and then comparing the sRores of attitude and intention. Table 8.16

summarises the results of this comparison.
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Table 8.16 A comparison of the impact of the three sets 0 f entity-interaction factors
on Attitude and Intention

Entity-Interaction factors included in the
tested model Paths Attitude R*> | Intention R®

All three sets All 0.52 0.49

PRQ>ATT
PRQ>INT
PRQ>PVI
PVI>ATT

Consumer-service provider factors only (PRQ PVI>INT
and PVI) ATT>INT 0.47 0.45

PEOU>PU
PEOU>ATT
PEOU>INT
PU>ATT
PU>INT
Consumer-service factors only (PU and PEOUATT>INT 0.38 0.45

SN>ATT
SN>INT

Consumer-social factors only (SN) ATT>INT 0.29 0.41

The above results show that consumer-service peovattors have the greatest impact on
attitude, explaining 47 per cent of the variancatiitude compared to consumer-service
and consumer-social interaction at 38 per cent 2fhger cent, respectively. This means
that consumer-service provider factors are moréuential in altering or influencing

consumers’ attitudes towards the offered mobilgiser

In regard to the impact of the three sets of factmm consumer intention to adopt the
service, they all (individually) account for a slam amount of variance in intentions.
Consumer-service provider and consumer-serviceifadioth have a prediction power of

45 per cent while consumer-social factors expldipdr cent of intentions.

8.37.3. Comparing the unique contribution of eacha  doption
factor

This test determines which single factor makesstinengest unique contribution toward
predicting or explaining the variance in attitud antention. To answer this question, we
need to re-examine the beta valugsaf path coefficient for each path in the modeivsh
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in Figure 8.6 (above). Table 8.17 lists the belaesafor each significant path and ranks the

predictors (independent variables) by their preaiicpower f).

Table 8.17 Ranking of factors as best predictors of thed  ependent
variables
Beta value
Independent variable dependent variable (B) rank order
PVI ATT 0.452 1
PU ATT 0.174 2
PEOU ATT 0.057 4
SN ATT 0.166 3
Beta value
Independent variable dependent variable (B) rank order
PVI INT 0.256 1
PU INT 0.203 3
PEOU INT 0.074 5
SN INT 0.106 4
ATT INT 0.229 2

As the table above shows, the Perceived Valueelirtbentive (PVI) is the best predictor
of Attitudes toward adopting m-commerce service$ A In other words, PVI makes the
greatest unique contribution in explaining the aace in attitude over and above the
impact of other factors in the model. Looking astirom the Beta-value statistics (Table
8.17) point of view, the prediction power that Phds on attitude is significantly higher
compared to the other factors in the model. The hest predictor of attitude is Perceived

Usefulness, followed by Subjective Norm and thastly, Perceived Ease of Use.

In terms of predicting intentions (INT), the resutince again confirm that high prediction
power that Perceived Value of the Incentive (P\d$ lon both attitude, as discussed above,
and intentions (INT). This confirms the importancke PVI as a newly added adoption
factor. In addition, it is not surprising to seattlattitude (ATT) is equally an important

predictor of intentions. This ATT -> INT path istaally one of the most basic arguments
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of the whole adoption research stream. Confirmimg importance of this path in the
present model shows that the model goes in linevandies the most basic underlying

assumption in all adoption research.

Apart from PVI and attitude as the main individyakdictors of intention, Perceived

Usefulness is the third unique contributor in exptay the variance in intentions.

8.38. Conclusion

This chapter presents the analysis of the datalthave collected during the quantitative
stage of this research. The chapter begin withsarg#ion of the statistical distribution of

the various latent constructs in the research moHeén, the result of examining the
research model and the various paths within thataidor any confounding effect

presented by the characteristics of the sampleesepted which confirmed that none of the
sample characteristics confound the result or ptesmey systematic bias in the data. After
that, | examine the measurement and structural epties of the research model and

confirm or disconfirm each hypothesis based oratralable data set.

In summary, the research model and the measurdsas®aluate each construct showed a
very good fit. All the hypotheses that were prombaee confirmed, with the exception of
the impact of PRQ on ATT and INT. Nonetheless, @nalysis showed that there is a
potential impact of relationship quality on attiesdand intentions, but this effect in not
visible when testing the whole model with all thenstructs modelled in. This is due to the
absorption of a large explanatory power of the P&@Qstruct by the other consumer-
service provider factor: PVI. On the other hand)] Bvdemonstrated as the best predictor
of both attitudes and intentions, even better gtedithan known variables such as
perceived usefulness and attitudes. Analysis okffext of moderators on various paths in
the research model was also examined. Neither dexpbig variables nor mobile usage

characteristics showed a clear moderating effe¢hervarious paths in the research model.

The next chapter (Chapter 9) analyses the dataatetl for the qualitative (interviews)
stage of the data collection in this research. aitnysis is performed in light of the impact
of the three consumer-interaction factors setslyding consumer-service provider,

consumer-service, and consumer-social factors)omsumer attitude (ATT) and intention
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(INT) towards adopting advanced mobile servicesldimg so, the next chapter refers back
to and builds on the results found from the analysi the online questionnaire in the
present chapter. In addition to the further conition of the hypotheses, the next chapter
also attempts to enrich the understanding of varigariables or constructs and their
relationships by discussing the qualitative datahow and when such relationships are

more or less influential.
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Chapter 9.

Interview Analysis and Results

9.39. Introduction

In this chapter, the analysis of the data colledtech the qualitative study (interviews) is
reported. The analysis is presented based on the #iets of consumer-interaction factors
(including consumer-service provider, consumerdiservand consumer-social factors) on
consumer attitude (ATT) and intention (INT) towam$opting advanced mobile services.
For each adoption factor, hypotheses are discusasztl on the interviews data and also by
referring to what was found in the quantitative gsfionnaire) analysis in Chapter 8. The
analysis of qualitative data reported here compigmthe quantitative analysis reported in

the previous chapter by:

1. Allowing the assessment of whether the mechanibatsare accessible from
the qualitative data are consistent with the meiinas described in the
theory; and

2. Enriching the understanding of relationships betwesiables with rich,
contextual descriptions of effects that are noaappt from the quantitative

data alone.

The next section (Section 9.2) provides a genarstiiption of the interviews. The results

are then reported in Section 9.3.

9.40. General description of study

This data collection stage involved conductingnviavs with mobile phone users in order
to triangulate results reported in the previousptdra and to gain richer insights into the

relationships between factors.
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9.40.1. Participants

A convenience sampling method was followed by in&wing a combination of six
undergraduate and postgraduate students. Tablené&xl, provides a brief profile of the
participants.

Table 9.1 Profile of participants
Participant Age Gender Course Main mobile service{sused
Participant 1 21 Female Undergraduate  Basic seyvice
Participant 2 23 Female Postgraduate Mobile interne
Participant 3 25 Male Postgraduate Mobile internet
Participant 4 21 Female Undergraduate  Basic seyvice
Participant 5 28 Male Postgraduate Basic services
Participant 6 20 Male Undergraduaqe Mobile chat

Six interviews were judged sufficient for this raliof data collection because a conceptual
saturation point was reached when the same idehsmaights from different interviewees
started to reoccur and there seemed to be no nefeemation to acquire other than what
had been already reported by the interviewees.o@lih the interview participants only
represent one age group of the survey sample, likengations from the interview data
provide good explanation of the survey findings.eTyoung age group was selected
because Generation Y is often described as the osars of mobile phones and mobile
services Aoki and Downes (2003) . This small sanmtkided users of basic services such
as SMS and MMS and more advanced ones such aseMotglnet and Mobile chat, which
allowed the re-examination of the ideas proposediatonsumers’ progressive adoption of

advanced mobile services.

One of the purposes of conducting these interviews further confirm the validity and
applicability of the results that were obtainednfrdhe online survey. Therefore, the
interviews followed a semi-structured style. Thigles allows the interviewee to have
enough space and time to express his/her persaoeak\and ideas. It also allows the
researcher to control the flow of the interview amabe specific ideas or questions

whenever needed.
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Each interview began with a general descriptiothefstudy, its concepts, themes, aims and
objectives (Plain Language Statement in AppendixAier that, the interview progressed
by conversing about various aspects of the studg finiendly and relaxed discussion.
Throughout the interviews, | avoided making anyerehce to the specific results that were
obtained from the online questionnaire (Chapteon&nsure that | did not influence or bias
the interviewees’ flow of thoughts and opinions.p&pdix G presents a list questions that

were used as a general guideline during the irderyprocess.

9.40.2. Analysis Method

The objective of the data analysis in this studys wa further refine and develop the
theoretical constructs to uncover the underlyingma@isms that control or moderate the
impact of each adoption factor on consumer adopigneeptions. As a result, the data was
analysed by reading through the interviews trapse@nd highlighting relevant text to the
theoretical concepts of the research. Attention alas paid to any emerging themes that
suggested new constructs (none were found). Tlisegs was repeatedly carried out until

all themes and ideas were extracted.

With the conceptual constructs and hypotheses imdrdescriptive codes were developed
by following established guidelines for qualitatikesearch coding procedures (Auerbach
and Silverstein 2003; Neuman 2006). First, the data organised into categories on the
basis of the themes and concepts understudy. Toeles were assigned to respondents’
statements based on their relevance to specificegnal constructs in the research model
or hypotheses, as illustrated in the following egtdrom Participant 1 talking about the

impact of social influence (Subjective Norm) on h#itude and intention towards adopting

mobile services:

“My friend started telling me how good the offerasd how good the
internet usage is with [a service provider] «sociafluence», that |
finished my call and went to my flatmate and tadd «attitude» that we
are switching to this offer «intention» «Hypothesd3a, H7b»”
(Participant 1)
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9.41. The Results

This section analyses the qualitative study (inésvg) data based on the three sets of
consumer-interaction factors on consumer adoptengptions: consumer-service provider
factors (Section 9.3.1), consumer-service fact@scfion 9.3.2) and consumer-social
factors (Section 9.3.3). In doing so, it integratdsat has been found in the quantitative
study analysis (Chapter 8). For easier referenggedent the quantitative PLS results in
Figure 9.1.

Consumer-Service Provider Factors

Perceived Relationship HR o Perceived Value of

Quality (PRQ) 0.29=+* | Adoption Incentive (PVI)

Attitude toward H8 Intention to use
MC Services 0.23 > MC Services
(ATT), R2: 0.52 (INT), R2 0.49
. H7a

i Consumer-Social Factors ;/Ow/'

; Subjective Norm (SN) ; H7b

5 ' 0.11 * H4a H4b H5a H5b

0.17 *% 0.20%; 0.06* 0.07 **

Perceived Usefulness of Perceived Ease of Use of
the Service (PU) 0.30 = the Service (PEOU)

..................

Consumer-Service Factors

*Significant at the 0.05 level —) |ndicates significant path
**Significant at the 0.01 level
***Sjgnificant at the 0.001 level

= == =P |ndicates non-significant path

Figure 9.1 Results of PLS Analysis

9.41.1. Consumer-Service Provider Factors Impact on Consumer
Adoption Perceptions

In this section, | present the interviews analysisults that pertain to the two consumer-
service provider factors that are examined in tbgearch: Perceived Relationship Quality
(PRQ) and Perceived Value of the Adoption Incen{(i®&'l). The impact of these two
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factors on the consumer attitude (ATT) toward ashgpimobile services leading to an
impact on the consumer intention (INT) to adopt dhd impact of PRQ on PVI are
discussed in the following sections using the datkected from the interviews.

The impact of PRQ on Attitude and Intention

For the impact of PRQ on ATT and INT, the followihgpotheses are examined in this

research:

Table 9.2 Hypotheses for the impact of PRQ on adoption pe  rceptions

Hypothesis Path

A consumer’s perception of the quality of the
relationship (PRQ) with a service provider influeac
Hypothesis 1a | that consumer’s attitude (ATT) toward the adoptién
mobile services.

PRQ > ATT

A consumer’s perception of the quality of the
relationship (PRQ) with a service provider influeac
that consumer’s intention (INT) to adopt mobile
services.

PRQ > INT
Hypothesis 1b

Attitude is the consumer positive or negative fegdi about performing the target behaviour
(adopting the mobile service). Attitude is an eadilon stage that precedes the formation of
the intention to adopt leading to the action of @om or rejection. The quantitative data
analysis from Chapter 8 showed that when testiegotrerall model in PLS using the data
set collected from the online questionnaire, theQPRATT and PRQ->INT paths are
insignificant. Despite the insignificance of thgmsehs, the analysis showed that PRQ has a
highly significant correlation with both attitudedaintention (p<0.01 in both cases), which
indicates a potential impact of PRQ on both ATT &xd.

The interviews provided additional evidence of ilmpact of relationship quality with the
service provider on the consumer attitude and tideriowards accepting advanced mobile
services. All the interviewees stressed the impitaplication of their relationship quality

with their mobile service provider on their acceywi of advanced mobile services.
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When asked about the importance of ‘who the pravigleon their acceptance of advanced
services and if this plays any role in buildingitheerceptions toward accepting or rejecting
new mobile services, the interviewees emphasisediportance of the ‘provider’ on their
adoption perceptions, as follows:

“Of course [the provider is important]. If | havegood relation with the
company that provides the service | would consitlenore than the
company which | have a bad relationship witarticipant 3)

“It's extremely important. It's all about relatiomgp and how it goes
between the customers and the providers. If yoe \Wwappy ... you were
satisfied ... then the relationship is really goodso. the impression
about the company will affect the new off@articipant 4)

“If 'm going to use a service, it might be in th&ure that if | have any
complaint or any problems or | need to deal witlerth[the service
provider] and they don’t respond well to me. | thinhave to account
for these things before using their servig€articipant 5)

“Yes. The reputation of the provider matters beeaiidells you that if
you take that offer what comes next. You will heweleal with that
provider, so it's not just the offer itsel{Participant 4)

These examples demonstrate that the provider oféin@ce and the relationship quality
between them and consumers play a great role ipirgh@onsumers’ perceptions towards
adopting new mobile services. This impact is bettederstood by examining the
interviewees’ views on the hypotheses drawn betwRR@Q and both attitude (ATT) and
intention (INT). Table 9.3 shows evidence from thierviews regarding the PRQ>ATT
and PRQ>INT associations.

Table 9.3 Examples of support statements for the impacto  f PRQ on adoption
perceptions

Hypothesis Support statement examples

“If I have a good relationship with the companyl ifeard about new
PRQ influence on | services, | will be interested to know about thewi]l be interested to
attitudes (ATT) consider joining them. | would say that my firspression will be good”
and intention (Participant 1)

(INT)

“If you trust the company, if they are honest wjithu, and if you had a good
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experience with them when they provided other sesyidefinitely, you
build a positive attitude towards using the newess” (Participant 5)

“If I am really happy with the company I'm dealimgth and the offer is
good in away providing me what | needed, then,uld/definitely use it, |
would try it as | have a good opinion about thefRarticipant 4)

“If I'm not happy with them because | don't trubetn, then definitely |
wouldn’t want to go a further step for advancedvimes” (Participant 2)

“If I have a good relationship with the companyrtHewill have the
intention to use the service because | know alimicompany and | have a
good opinion about them. If my relationship is bidwn | have some bad
thoughts about the company, my intention to usestivice won'’t be that
strong” (Participant 6)

These examples show that PRQ has a strong impabeamobile consumer acceptance of
mobile services, especially advanced ones. The pbesnshow that in both directions PRQ
has an impact; if PRQ is positive, it will positiyenfluence attitude and intention; if PRQ

is negative it will result in negative attitude antention.

Investigating the impact of PRQ on consumer adopperceptions is one of the main
objectives of this research. Therefore, in addition confirming the PRQ>ATT and

PRQ>INT hypotheses, the interviews involved a disaan of how PRQ has a greater or
lesser influence on consumer attitude and/or idantFrom the discussions, two main
explanatory perspectives or models emerged: 1)PRE-Spectrum Model and 2) the
Usage-Maturity Model. Both of these models aimnaah our understanding of when and
how PRQ more strongly impacts consumer ATT and IBg discussed in the following

sections.

e Model 1: The PRQ-Spectrum Model

In this perspective, PRQ is viewed as a spectrustale of levels or values. The strength
of the consumer relationship quality impact onhes/attitude and intention is determined
by the position of the relationship quality on tepectrum. The spectrum values range from
extreme positive relationship quality to extremeatese with other levels or values spread

between the two ends. By viewing PRQ this way, éhmgain points emerge: extreme
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positive, neutral and extreme negative (Figure.9TRe PRQ-Spectrum Model identifies
the points where the impact of PRQ is strongestarsumer adoption perceptions. It also
identifies when the impact of PRQ is more influah@in attitude (then through to intention)
or, alternatively, when PRQ affects intention dilgavithout going through the attitude
building stage.

PRQ Impact on Adoption Perceptions

,v‘ Attitude towards the mobile service )—
Positive i ¢
—bl Intention to adopt the mobile service

Attitude towards the mobile service )—

Positive

|
—DI Intention to adopt the mobile service

7 Attitude towards the mobile service
Positive -~

—b' Intention to adopt the mobile service

—) Stronger impact

- — — — =+ Weakerimpact (if any)

Figure 9.2 The PRQ-Spectrum Model

PRQ has a clear impact on both attitude and irteribward accepting the mobile service.
However, as Figure 9.2 shows, this effect is natsiently equal on both attitude and
intentions in all situations, but varies dependamghow strongly positive or negative is the
level of relationship quality. As the PRQ-Spectritadel indicates:

1. When PRQ is extremely negative (very bad relatign)shhe impact of PRQ is direct
on intentions and might not go through the attitbdéding stage. Therefore, in this
situation, the consumer is most likely to go stnaitp form a negative intention to adopt
and does not take the time on the attitude buildtage (leading to the formation of an

intention). The following extracts are exampleshafse ideas:
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“If I heard something [bad] about the company fr@omeone else, |
wouldn’t take the risk and deal with them. So, thatld be immediately
NO. | won't risk it and | won’t waste my time eithgParticipant 4)

“If it's really a bad relationship, then | don’t tel to take it [the service]’
(Participant 6)

“If you have a bad attitude towards the company ouryintention [to take
the service] would 90 per cent or more negatiy@articipant 3)

These examples show that when the relationshiptguslon the extreme negative side,
consumers directly build negative intentions artteréfore, do not necessarily go
through the attitude building stage. In additidnyas also expressed in the interviews
that the negative extremism of PRQ downplays orinmses the positive impact of

other factors such as the usefulness of the service

. When PRQ is highly (extremely) positive (very gaethtionship), PRQ might directly
and more strongly impact intention than attitudar. fhis case, the highly positive PRQ
gives the consumer enough confidence about thevigeo of the service which is an
important factor in the acceptance of a mobile iservAs a result, other factors
(especially utilitarian ones such as ‘need fordbevice’) influence the formation of the
remaining part of the intention leading to a demisio adopt or reject the service, as

shown by the following statements:

“If you have a good attitude toward the companyt tvauld lead you to
good intention to think about it ... to do it or ngParticipant 3)

“Sometimes, if you trust that company so much, sams you don’'t need
to build your attitude towards using the servicedaf you need the
service you go directly for it(Participant 5)

In other words, the decision to accept or rejeatildide the result of a shared impact of
PRQ and other factors that the consumer considgpsriant. In this case, PRQ works
as a ‘confidence builder’ since it relates to tlaetythat provides the service. Building
such confidence reassures the consumer abouttilme fof the exchange or interaction
that he/she is about to get involved in. Once ldwuel of confidence is assured, at least

to some extent, by a positive perception of PR@, ¢bnsumer then proceeds to
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evaluate or consider other important factors. Hawewt is important to note, as
observed from the interviews, that these mechanisight not always work in such a

progressive or orderly manner and could vary frara consumer to the other.

3. When the level of PRQ is neutral between the twsitp@ and negative extremes, the
impact of PRQ could go either way (to attitude oectly to intention) depending on
other important factors. In other words, if PRQnisither extremely negative nor
extremely positive, PRQ is weighted along otherangnt factors during the attitude
building and intention formation stages leadingthie decision-making step. This is
expressed by the following interviewee who did exppress either extremely positive or

extremely negative attitude towards the serviceipey.

“I think it [PRQ)] is important, but maybe other fems will also affect my
intention, for example, my need for the servickeLi. | will be happy to
know about it, but the intention to do it and t&dahe service is not just
about my relationship with them. It's about ... doehlly need it?”
(Participant 1)

In this case, PRQ does not necessarily have highportance compared to other
factors (as in the case where it's extremely nggafor example); rather its importance

depends on the importance given to it by each coesu

To summarise, PRQ affects intentions directly, wehs emphasis on attitude-building,
when PRQ is either extremely positive or extremebgative. The consumer would

normally depend on previously established knowledgd experiences to reach one of
these two PRQ extremes. At the time of a new ma®lwice adoption-decision episode,
this established knowledge might work as a sulistitor the attitude (ATT) building stage.

Therefore, using what he/she already knows, thewoer might not need to go through
the attitude or evaluation stage but rather dependbe sufficiency of what he/she already
knows in order to make a decision whether to adopeject the new service offer. As a
result, as the PRQ-Spectrum model shows, the effe€iRQ in these extreme cases is
stronger (and straight to) intentions and the coresudoes not necessarily go through the

attitude-building stage.
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On the other hand, when PRQ level is neutral betvike two extreme ends, its impact
might go either way to attitude and/or to intenta@pending on other factors. In this case,
the impact of PRQ is not clear-cut and therefoeedbnsumer weighs its effect along other
factors that he/she perceives to be important.newgral state of PRQ might mean that the
consumer does not have enough previous knowledget aor experience with) the
provider to enable him/her to make an adopt/rejiecision based on relationship quality
factor only. Therefore, in this case the consumeuld normally go through the attitude-
building stage to build needed knowledge and theakeman educated decision.
Consequently, as the PRQ-Spectrum model showsithéte neutral relationship case, the
strength and direction of the impact of PRQ cowdstyonger on attitude (leading to impact
on intention) or straight on intention (with weakeffect on attitude) depending on the
specific consumer case and what he/she knows #t@gervice and its provider.

e Model 2: The Usage Maturity Model

In this perspective, the impact of PRQ grows ascthressumer usage complexity grows or
matures towards more advanced services. In othedsyaelationship quality plays a
greater role in influencing the consumer attitudd atention as he/she becomes a user of
more advanced services such as mobile banking, @@do basic ones such as voice and
short message services (SMS). This effect reseltause the consumer expectations from
the service provider grow as he/she becomes a mdvanced user. As a result, this
advancement in usage maturity towards more advsawaces requires a higher level of

relationship quality. These ideas are expresséuakeifiollowing:

“The more advanced services need more commitmemt tihe company to
be provided because those advanced services, bbdarbanking, are not
like the simple ones ... because they are advancgédh&y encounter so
many things. So, the company has to be committptbtade that service
and respond to feedback from customeRarticipant 5)

“If I have a good relationship with the companywbuld want to have

more services with them, and | trust them and giaimg their services.

Especially something to do with internet, | feaieeds security, and this is
one important thing, and | wouldn’t give awsgcurity with any company.
| need a strong company, a company that | tri{Bérticipant 2)
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“If 1 had a bad experience with them, | wouldn’amt to try anything else
from them” (Participant 4)

“If the company is not trustworthy in providing th¢current] services,
how would you trust them to provide the new se®i¢Participant 5)

Figure 9.3 graphically represents this notion afgescomplexity progression (or maturity)
which requires an equal maturity in the consumdéatimnship quality with the service

provider.

Banking, stock trading,
selling and buying services

Entertainment services, location
Based services, directory services

Required Relationship Quality Level

Short Message Services (SMS)
Multimedia Message Services (MMS)

Usage complexity (more advanced services)

Figure 9.3 The Usage Maturity Model

The usage maturity model makes two important pokitst, for the adoption of advanced
services to take place and continue, a certainl lelvenaturity in the consumer-service
provider relationship quality is needed. This regdilevel of PRQ grows as the consumer

moves up the ladder to more advanced services.

Second, PRQ plays a greater role in influencing dbesumer attitude and intention to
adopt mobile services as his/her usage maturesdewaore advanced services. In other
words, relationship quality has more impact on comsrs who are more advanced (e.g.
mobile selling and buying users) compared to itpaat on basic mobile consumers (e.g.
those who only use voice and SMS services).
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The impact of PVI on Attitude and Intention

For the impact of PVI on consumer attitude andntit& toward adopting mobile services,

the following hypotheses are examined in this nete@l able 9.4):

Table 9.4 Hypotheses for the impact of PVI on adoption pe  rceptions

Hypothesis Path

Hypothesis 2a

A consumer’s perception of the value of the adaptiq py| > ATT
incentive (PVI) influences that consumer’s attitude
(ATT) toward the adoption of mobile services.

A consumer’s perception of the value of the adaptic
Hypothesis 2b | incentive (PVI) influences that consumer’s intentio | PVI > INT
(INT) to adopt mobile services.

The quantitative analysis in Chapter 8 showed éhaigher PVI leads to more positive
attitude (H2ap = 0.45, p < 0.001) and intention (HZbF= 0.26, p < 0.001) toward adopting
the mobile service. This strong impact of PVI orthbattitudes and intention was also

supported by the interview data, as presented lmeT&5.

Table 9.5 Examples of support statements for the impacto  f PVI on adoption

perceptions

Hypothesis

Support statement examples

PVl influence on
attitudes (ATT) and
intention (INT)

“If you are satisfied with the incentive you woldild up a positive
attitude towards using that service. Sometimedifetthings but you
don’t go for them unless there is a trigger, ané ttigger here is the
incentive. It's just that one step you need toaydHat service”
(Participant 5)

“For example, one of the mobile chatting serviceisé is meg33 and
they have a good incentive ... if you invite a friemdse the service, you
get credit for that chat service, you get credit§ending SMS. This is

good because it gives you something. Another ikimgen you try to ge
your friends to use it, so when you want to chaemwyou want to talk tg

—

your friends, if your friends all accept your iratibn to use it, then
instead of calling them, you chat with them ... amahgaring this to
calling, your chatting cost is much differef{Participant 6)

196



CHAPTER 9

The statements in the above table provide moreseeilto support the influence of PVI on
both ATT and INT. However, whether PVI impacts aomer attitude leading to an impact
on his/her intention or impacts intention direattithout going through the attitude stage is
dependent on other factors. Many of these factogsrelated to the specific incentive
characteristics. For example, Perceived Value efltltentive might have a direct impact
on intention if a ‘limited offer’ factor is puttingressure on the consumer who already

perceives the incentive as high value, as showineriollowing:

“If you have an incentive for a limited time, yoyxlobably go for the
intention to use that service ... but if you havgilile time to think about
it ... or if it gives you time to build up the attii... | would think that it
would affect attitude rather than the intentiofParticipant 5)

In addition, the interviewees emphasised that meorfor the incentive to capture their
interest and lead to adoption, it is important i high perceived value of the incentive
matches an equivalently high perceived value ofdbevice itself in order to make the

impact of PVI higher and more effective, as expedda the following:

“If the incentive is really really good ... it's attcting me [high incentive
value], | think my attitude towards the servicelWw# more positive. It will
be even more positive if the service is good fomitieout considering the
incentive [high service value](Participant 6)

Also, the interviews showed that in order for anadlle incentive to be practically effective
and valuable, in addition to many other charadiessthe incentive has to be easy to

acquire, as expressed by the following consumer:

“My intention will be stronger if the incentive i®ally valuable ... it

doesn’t cost me a lot ... | get something | reallyniv get and it is

straightforward ... like sometimes to get the inaantiou have to do this
... you have to do that [referring to the complerityncentive acquisition
process]” (Participant 6)

The impact of PRQ on the PVI

For the impact of relationship quality on the cansu perception of the value of the
adoption incentive, the following hypothesis is maed in this research:
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Table 9.6 Hypotheses for the impact of PRQ on PVI

Hypothesis 3

adoption incentive (PVI) offered by the service
provider.

Hypothesis Path
A consumer’s perception of the quality of the
relationship (PRQ) with a service provider influeac
that consumer’s perception of the value of the PRQ > PVI

The quantitative analysis from Chapter 8 showet RiRQ has a very significant impact on
PVI, which in turn is one of the best predictorsatiitude and intention. This influential
impact of the consumer perception of his/her reteship quality with the service provider
on the consumer perception of the value of the tamlopncentive that is provided by that

service provider was also demonstrated during titerviews. Table 9.7 lists some

examples of interviewees’ statements supportingripact of PRQ on PVI.

Table 9.7 Examples of support statements for the impact o

f PRQ on PVI

Perceived Value o
the Adoption
Incentive (PVI).

Hypothesis Support statement examples
“Because | have a good relationship with them, Llggorobably see more
value in the offer [incentive] they are providinggm. | will consider this
Perceived offer and | will have a positive attitude toward®¥ecause of my
Relationship relationship with them'{Participant 1)
Quality (PRQ)
influence on “Like if you've been dealing with the company awod ware very satisfied

f with them and you feel that they are trustworthgl honest with you ... |
think that if you like the incentive you go strdigihtake the service. But if
you had a very bad experience with the company .eged though the
incentive is very good and other people think thsgood ... you would
not consider the incentive. So it directly affgaar attitude toward the
incentive” (Participant 3)

“If it [the incentive] came from a company you ttasmd you've been
dealing with for a long time ... it will increase ydtust in the incentive”
(Participant 3)

“If the service from the beginning was bad, wasmpooso whatever
they're providing [referring to the adoption incérg] would be the same’
(Participant 4)

D
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As these examples show, mobile consumers assdbmtealue of the incentive with the
provider of that incentive. They refer to theirat@nship quality with the service provider
in order to evaluate the adoption incentive anddigtewhat happens if they accept this
incentive with the service it brings.

9.41.2. Consumer-Service Factors Impact on Consumer  Adoption
Perceptions

In this section, | present the interviews analysisults that pertain to the two consumer-

service factors that are examined in this resedehceived Usefulness (PU) and Perceived

Ease of Use (PEOU). The impact of these two faaiarthe consumer attitude (ATT) and

intention (INT) towards the adoption of advancedbiie services is discussed in the

following two sections using the data collectedhirthe interviews.

Perceived Usefulness (PU) impact on Attitude (ATT)  and Intention (INT)

For the impact of perceived usefulness on consatténde and intention toward adoption

the mobile services, the following hypotheses asened in this research (Table 9.8):

Table 9.8 Hypotheses for the impact of PU on consumer ado  ption perceptions

Hypothesis Path

A consumer’s perception of the usefulness (PUhef t
Hypothesis 4a | mobile service influences that consumer’s attitude | PU > ATT
(ATT) toward the adoption of mobile services.

A consumer’s perception of the usefulness (PUhef t
Hypothesis 4b | mobile service influences that consumer’s intention PU > INT
(INT) to adopt mobile services.

The online survey results, presented in Chapteh8w that Perceived Usefulness (PU) of
the service has a significant impact on the consumitéude and intention to adopt the
service. This means that a higher perceived usedslrof the service leads to a more
positive attitude (H4g} = 0.17, p < 0.001) and intention (H4b= 0.20, p < 0.001) toward

adopting that service. The interviews provided Hartevidence for the influence of the

service usefulness on the consumer attitude amahtioh to adopt the service. Table 9.9

199



CHAPTER 9

lists some examples of interviewees’ perceptiormiathe usefulness of mobile services in

general and the impact this has on their attitudkiatention to adopt the services.

Table 9.9 Examples of support statements for the usefulne  ss of mobile services
and its impact adoption perceptions

Hypothesis Support statement examples
“If | can get the service from the phone with a dgwice ... of course | wil
Perceived go for it. If it helps you to accomplish tasks igucker time, 1 would go for
Usefulness (PU) | it” (Participant 3)
influence on
attitudes (ATT) “Before | use the service, | always ask myself, dtny need to use it? And,

and intention if I use it, what things will | get from using 8 if | think that it is really
(INT) useful for me, | go and use it. Sometimes | da@heconsider if it is really
expensive or | don't like the incentives connegtét it. For example the
mobile chatting | use ... | really find it useful foe. So | did not go and
ask about the prices. | didn’t think what othemtg they give with it. |
don't tend to care about these things. Becausaktit's useful to me, | jus

use it” (Participant 6)

—

The interviews, as shown above, provide supportther hypothesis that the consumer
perception about the usefulness of the servicespdagreat role in the formation of his/her
attitude (ATT) and intention (INT) to adopt the \gee.

As expressed in the above examples, mobile sendoegenerally perceived as useful.
However, such usefulness is dependent on the ape¢agk that the consumer needs to
accomplish. They see more usefulness in mobileic=for accomplishing immediate,
quick, simple tasks that can save them time anortefit seems from the interviews that
mobile consumers are able to identify the tasksitoiations where they can make the best
use of the advantages of mobile services over atitematives like the wired internet. The

following are some examples.

“Yeah, | think that they [mobile services] are aally very useful ... but it
depends on what [the task is]. For pictures | naduigger screen so they
are not really very useful. To look at picturestorlook at long emails or
long articles | wouldn’t do them on my mobile phoaléhough | can read
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them, but | wouldn't do it ... it's just not easyt somfortable. But for fast
things, for payments, for immediate things, they ary useful. They do
the job. If they are useful | would immediatelynthiof taking them”
(Participant 2)

“Now we are more concerned about time and timesieffit technology.

So, if you can use your mobile while you are, lstlg, on a tram ... that
saves you time from going to a computer, log othéoservice and log on
to the website and do the task. Yeah ... it provides with a readily

available service wherever you aréParticipant 5)

Perceived Ease of Use (PEOU) impact on Attitude (AT T) and Intention (INT)

For the impact of perceived ease of use on consattierde and intention toward adopting
the mobile services, the following hypotheses (€&blL0) are examined in this research:

Table 9.10 Hypotheses for the impact of PEOU on adoption perceptions

Hypothesis Path

A consumer’s perception of the ease of use (PEQU) o
Hypothesis 5a | the mobile service influences that consumer’suatét | PEOU > ATT
(ATT) toward the adoption of mobile services.

A consumer’s perception of the ease of use (PEQU) o
Hypothesis 5b | the mobile service influences that consumer’s PEOU > INT
intention (INT) to adopt mobile services.

The quantitative study (Chapter 8) confirmed thatcpived ease of use significantly
influences and leads to positive attitude (Hb&,0.06, p < 0.05) and intention to adopt the
service (H5bp = 0.07, p < 0.01). These results were also coefirmuring the interviews,

as shown by the example statements in Table 9ekt, n
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Table 9.11 Examples of support statements for impact of P EOU on consumer
adoption perceptions

Hypothesis Support statement examples

“It [ease of use] is important to continue usingetbervice, because if it's
Perceived Ease of not easy to use, | will not be happy to waste mg @nd use the service”

Use (PEOU) (Participant 1)
influence on
attitude (ATT) “I had a friend ... because she found it [the mob#evice] very difficult,

and intention very complicated, she did not even look at it beegust the idea of
(INT) advanced technology ... she found it difficult, t&tuale changed and she

couldn’t even think of taking it(Participant 2)

“If it is easy to use, very handy, very quick, tmeyintention will be very
positive and then | will go for it. But, if it's aaplex, | will have a bad
attitude ...my intention will be negative as well nd awill not go for it”
(Participant 6)

Overall, the interviewees emphasised the importapact that the ease of using the service
has on their adoption perceptions (attitude andnitmin). However, the interviews also
showed that consumer perception of the ease ofjmsabile services is dependent on other
factors such as personal characteristics like dmsumer’s innovativeness (willingness to
explore and use new technologies) and self-effiq@oypfidence in one’s ability to deal
with new technologies), and the capabilities ansigieof the mobile handset (screen size,

buttons size and layout, etc), as demonstratetidfollowing statements:

Consumer Innovativeness: | think they are complicated, but | haven't tried
them yet ... this affects attitude but curiosity
minimises the impact of complexity on attitude ...
curiosity comes to the point where you want to try
new things or new experiencéParticipant 5)

Self-efficacy: “| feel that they are so complicated ... it makes me
feel stupid ... it makes me not to go anywhere near
them!” (Participant 4)

“If the process of using the service is complicated
to use, as like it's not suitable to my experience
thinking, | will not go for it. But if it's easy ahnto a
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good [complexity] level for all people, | would go
for it” (Participant 3)

Mobile handset features: “For the service | use [mobile chat] I think theyea
easy to you ... it depends on your mobile [device]”
(Participant 6)

9.41.3. Consumer-Social Factors Impact on Consumer  Adoption
Perceptions

This section presents the interview results forithpact of Subjective Norm on consumer

adoption perceptions including his/her attitude {A&nd intention (INT) towards adopting

mobile services. For this aspect of the studyfollewing hypotheses are examined (Table

9.12):

Table 9.12 Hypotheses for the impact of Subjective Norm o  n adoptoin
perceptions

Hypothesis Path

A consumer’s perception of the social influence of
important others (SN) influences that consumer’'s | SN >ATT
attitude (ATT) toward the adoption of mobile seesc

Hypothesis 7a

A consumer’s perception of the social influence of
Hypothesis 7b | important others (SN) influences that consumer’s | SN > INT
intention (INT) to adopt mobile services.

The survey results in Chapter 8 showed that conssomal factors have a significant
impact on the consumer attitude and intention tapathe mobile service. It was found that
a highly positive Subjective Norm (SN) percepti@ads to a positive attitude (H7&=
0.17, p < 0.001) and intention (H7b= 0.11, p < 0.01) toward adopting the mobile sErvi
The qualitative data collected from the interviemlso confirmed these hypotheses, as
shown in Table 9.13.
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Table 9.13 Examples of support statements for impact of S ubjective Norm on

adoption perceptions

Hypothesis

Support statement examples

Subjective Norm
(SN) influence on
attitudes (ATT)
and intention
(INT)

“My friend started telling me how good the offelaisd how good the
internet usage is with [a service provider], thdtrished my call and went
to my flatmate and told her that we are switchiadthat service]”
(Participant 1)

“Your friends or family around you will affect yodecision to take the
service or not, because they have been using itl.trgst them because
they are not going to lie to me. Of course theytwam to get the benefit as
well, so they are going to affect my attitude todviire service'{Participant
3)

“Sometimes you are interested in something butfgeuthat you don’t
need it, it's complex or it's not efficient for ydBut when somebody come
to you and he tells you that this is a good serbigeause this and that, |
think you would go for it, at least you build thesgive attitude, and on the
other hand if somebody tells you that it's not adjone so it affects your
attitude” (Participant 5)

As these examples show, consumer-social factors ascSubjective Norm have a great

impact on shaping the consumer attitude (ATT) amdntion (INT) toward accepting and

using new mobile services. However, whether sulveatorm is more influential on the

consumer’s attitude or impacts consumer intentiogctly is variable and depends on many
factors such as the number of people who use tlvecsgor advise the consumer to use it)

and the consumer relationship with them (how cltdsey are), as explained by the

following participant:

“Definitely, they [important others] would have anfluence, but first it
depends on how many people around me actually hared encourage
me to take it, the number, and also who those pead. Like, if they are
people | consider very important and very smartlifa, | would get
affected immediately without even knowing whatséice is because |

think that ..

. well, those people know what theytalldng about and I'll

learn later on about the service. But | know soraepte they would just

204



CHAPTER 9

get it just to seem very professional. | wouldrét gffected by those
people at all”(Participant 2)

Generally speaking, the interviews revealed theiasanfluence might have more effect on
attitude leading to an impact on intention, rattiean influencing intention directly, as

expressed by the following:

“Let’s say | heard of the service and | liked ill kee more people ... if
they like it and encourage me, it wouldn’t changg imtention, but it

would make me feel better about my decision. Butdldn’'t go only for

people’s point of view to take it [the servicepvbuldn’t have an intention
to take it. It would just make me feel better aliband then other factors
are what will affect the intention(Participant 2)

“Sometimes somebody advises me to use somethingpuiohave to think
about it ... it's not you just go blindly and doAtgain ... it comes to the
necessity and the need to do it ... maybe your Enedes or your
requirements are different{Participant 5)

In addition, as the following mobile user indicatdte impact of the social system on the
consumer is not limited to pre-adoption perceptionl, but might also extend to affect
consumer perceptions at the post-adoption stage.

“If you have a friend for example and he is usihgp tservice, and he tells
you about all sorts of things ... sometimes youguositraightaway ... OK,
why don’t | use it? I'll use it ... he is using ifsigood ... he told me about
it. Then, when | use it | try to discover thingoabit from my usage, then
| go to talk to him about it ... while I'm using itgkt this thing or that
thing, do you get the same? And do you know howseo this thing
[function]? And what do you know about itfParticipant 6)

9.42. Conclusion

This chapter presents the analysis of the qualdadiata that was collected by conducting
interviews with mobile consumers. The analysisaigeted towards gaining better insights
into the impact of the three sets of consumer-aaigon factors (consumer-service provider,
consumer-service and consumer-social) on the comsamitude and intention towards

accepting and using advanced mobile services. Tdretethe influence of each of these
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three sets of factors is examined in light of thected qualitative data and its analysis

results from Chapter 8.

In summary, the interviews showed that each sdtabrs could influence consumers’
adoption perceptions. It was found that all thestautts that this research examines have
an important impact on the adoption of mobile sesi In addition, the discussion with the
mobile consumer during the interviews yielded scedéitional insights into ‘how’ and
‘when’ the impact of various factors is greatetawer. In the next chapter (Chapter 10) the
results from the interview research, as presemethis chapter, are integrated with the
findings from the survey research (Chapter 8) misgussion that aims to draw important

conclusions, lessons and recommendation for seprmaders.
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Chapter 10.

Integration of Results and Discussion

10.43. Introduction

In this chapter, | discuss the implications of thedings from the quantitative and
gualitative studies. To do this, | refer back te tBntities-Interaction Framework (EIF)
which is introduced and discussed in Chapter 2douds the implications of the three sets
of consumer-interaction factors: consumer-serviciger factors including PRQ and PVI,
consumer-service factors including PU and PEOU emmasumer-social factors that are
represented by SN. | begin the discussion of eathege three sets by integrating relevant
findings from the quantitative and qualitative as#&. | conclude this chapter by discussing

some higher level implications based on the ovéiradings.

10.44. The Impact of Consumer-Service Provider Fact ors
on Consumer Adoption

The consumer-service provider factors and its ihpaaconsumer adoption perceptions are
the main focus of this research. Two relevant factare examined in this research:
Perceived Relationship Quality (PRQ) and Perceivatle of the Adoption Incentive

(PVI). For these factors, three groups of effeais liypotheses) were proposed and

investigated:

1- The impact of PRQ on consumer attitude (ATT) antkntion (INT) towards
accepting and using mobile commerce services.

2- The impact of PRQ on PVI

3- The impact of PVI on consumer attitude (ATT) andention (INT) towards

accepting and using mobile commerce services.
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In the following, | discuss each of these effeggsiriiegrating relevant findings from the
guantitative and qualitative studies and discustiegimplications of these findings on the

mobile telecommunications industry in general, arabile service providers in particular.

10.44.1. The impact of PRQ on consumer attitude and  intention

The Partial Least Squares (PLS) analysis of thetoqpenaire data (Chapter 8) showed that
the impact of PRQ on consumer attitude and intartivards accepting MC services is not
significant when all the factors examined in tresagarch are modelled into one structural
path model. Nevertheless, the quantitative analyspported the existence of a potential
important impact based on the highly significantretation between PRQ and both ATT
and INT (p<0.01 in both cases). This potential affevas confirmed through further
analysis that showed that the PRQ>ATT and PRQ>IEihg are significant when other
(more dominant) factors such as PU and PVI are vechdrom the same structural path
model. This shows that while the impact of PRQnaniily an affective variable) exists, its
effect is absorbed by the more utilitarian facteugh as PU and PVI. Therefore, further
evidence was needed in order to confirm the existasf the PRQ effect on consumer

adoption perceptions.

Further investigation was sought through the qai@i interviews study. The qualitative
data strongly and clearly confirmed the impact &Qon both ATT and INT. In the

interviews, all participants stressed the importarftuence that the nature of their
relationship quality with the mobile service prosidhas on their attitude and intention
towards accepting and using mobile services. Tinydsfinds suggest that the ‘provider’ of

the services constitutes one of the most impoeapécts of mobile service adoption.

The interviewees were able to identify the rolet taamobile service provider play, or
should play, before and after the consumer hasptatdhe mobile service. To confirm
this, they were able to describe future scenarrositaations (such as times of conflict)
were the provider is the most critical factor facsessful adoption and continuous usage of
mobile services. Therefore, the findings of bothpeioal studies provide a strong support
for the impact of relationship quality on consunagloption perceptions. These findings
further emphasise the results of previous studies investigated the critical impact of

relationship quality, as perceived by consumersadirm’s success (Bove and Johnson
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2000; Claycomb et al. 2002; Dwyer et al. 1987; Hgsirhurau et al. 1997; Jap et al. 1999;
Liang and Wang 2006; Liljander et al. 2002; Wrawpletl994).

As mentioned in the introduction of Chapter 9, iddiion to re-examining PRQ

hypotheses, the interviews aimed at offering morelesstanding of the underlying

mechanisms that control the nature and directiothefimpact of relationship quality on
consumer perceptions. | accomplished this by priogoand discussing, in Chapter 9, two
general explanatory models that explain these nmsims: the PRQ-Spectrum Model and
the Usage-Maturity Model.

While each of these models presents its own impbitaplications they, in many ways,
complement each other. The PRQ-Spectrum model ggewaritical insights by examining
the impact of relationship quality within each seevprovision or adoption episode. On the
other hand, the Usage-Maturity model extends thisletstanding by depicting the
implications of PRQ within as well as between ss\provision or adoption episodes. This
combined short- and long-term examination of thedot of relationship quality enables
mobile stakeholders to make their mobile servicevigions a success now and in the

future.

In the following sections, | briefly present agdinese two models and discuss the
implications they present to the mobile commerceketain general and mobile service

providers specifically.

Model 1- The PRQ-Spectrum Model

This model attempts to explain the underlying medras that control (or decide) the
strength and direction of the impact of PRQ on Adrid INT as two related yet distinct
perceptions. In this model, the level of the consuservice provider relationship quality is
viewed as a spectrum of values which has three pwaiimts or levels: extremely positive,
neutral, and extremely negative relationship gualiigure 10.1 next, first presented in
Chapter 9).
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PRQ Impact on Adoption Perceptions

_ v| Attitude towards the mobile service
Positive -

‘;! Intention to adopt the mobile service

_ | Attitude towards the mobile service }—l

Positive

a;l Intention to adopt the mobile service

_ _ av| Attitude towards the mobile service }j
-

Positive z

—;} Intention to adopt the mobile service

—) Stronger impact

— — = = =+ Weaker impact (if any)

Figure 10.1 The PRQ-Spectrum Model

The PRQ-Spectrum Model represents the impact of RRQconsumer attitude and

intention based on the relationship quality strenigto three levels: extremely negative
(very bad relationship), extremely positive (vepod relationship) and neutral (indifferent,

neither negative nor positive). Basically, the mggestulates that when the relationship
quality is either extremely positive or extremelggative, PRQ has stronger influence on
consumer intention (which is closer to the decisiraction) than its influence on his/her
attitude. Whereas, when the relationship qualityneutral, the impact of PRQ could

stronger on attitude and/or intention, dependinghespecific consumer case.

The PRQ-Spectrum model has many implications. IfFjrhe most severe consequences
will be experienced by the service provider whea tblationship quality is extremely

negative. This is because, in this case, the coaswauld tend to make quick (negative)
decisions or reactions depending on how bad arhdnisexperiences with the service
provider. In addition, because of the negative &rpees or relationship, the consumer
tends to downplay the importance of other (possgagitive) factors such as the specific
features of the mobile service because he/she woaldrally attempt to avoid getting

involved in an exchange that he/she predicts tivdudblesome.
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Thus, when the relationship quality is negativétted efforts that are made by the service
provider to enhance the features of the servicesohmo use. Mobile service providers
invest great amounts of time and money in enhanitiegeatures and technical details of
the mobile services they offer. While this is caldo attract adopters, the findings of this
research reflect that it is critical for mobile\d@ee providers to take into consideration their
relationship with consumers before attempting tvle them with more mobile services.
Particularly, service providers should make eveargsible effort to minimise the impact of
negative relationships with consumers through cémeonitoring and examination of the
affected group of consumers. The importance of ti@somes even more evident if we
consider that 1) a negative relationship perceptiomwnplays or offsets the role that
potential positive aspects (e.g. service featuhes) on consumers, and 2) the cascading
effect that negative experiences has in sociahgstand how these perceptions affect other

consumers through social mechanisms suatoad-of-mouth

Secondly, it is observed in this study that a pasitelationship quality with the service
provider plays the role of a ‘confidence builddnat re-assures the consumer about the
success of the upcoming exchange. Once a persdouliba sufficient level of confidence
upfront, he/she would be ready to proceed to cemside details of the exchange or
interaction. This same perceptual flow appears veheansumer considers a mobile service
that is presented by a certain service providecaBse of such highly positive perception
about the provider of the service, the consumetdda have a starting positive perception
about what comes from that service provider. Ofrgeuthis starting positive perception
would not prevent the consumer from carefully esihg every aspect of the service. The
positive relationship rather works as a positivestf impression’ in the mind of the

consumer that makes him/her willing to further eéxplthe provided service.

Thus, a positive consumer relationship perceptmrsttutes a great asset and an important
competitive advantage for the mobile service prexids a result, service providers should
be able to further nurture and enhance positivaticglships and use them for their
advantage. This requires a clear vision of howustain these relationships and make the
best use of them. As an example of such vision, haodile (a mobile
telecommunications company that operates in TheaGate of Oman) has a group of
consumers that they keep close ties with and cbaswiarious stages of every new mobile

service provision process (Dr. Amer AlRawas, CEQnabMobile). This group of
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consumers is the first group that is allowed to mew mobile services for free. The
consumers benefit by making use of the advantafgéreenew mobile service for free, and
OmanMobile also benefits from the feedback theeikec and the VIP perception they
convey to these consumers; therefore creating amivirsituation for both parties. This is
just one way of how precise policies and strategresput in place to ensure that positive

relationships are improved, expanded and utilised.

Thirdly, a neutral relationship quality can be désed as an ‘indifferent’ relationship in
which the consumer is not holding any clearly pesior negative perception towards the
service provider. This level of relationship qualpguts forth important implications for
mobile service providers. In such cases, the corserceptions do not necessarily have a
specific direction and is therefore prone to th#8uence of other forces such as the
consumer social network and other service providetie market. Therefore, in a way a
neutral PRQ is an open field in which the servigavjaler is competing with other forces to

retain the consumer and attract him/her to adoperservices.

As a result, it is crucial that the mobile servm®viders have a clear image of how to
manage such neutral relationships and convert toetime advantage of the firm. It is also
important that the service provider is able to rntmmthe overall market and examine
potential forces that can affect consumer percaeptiowards accepting and using offered
mobile services. Possible strategies that serviogigeers can employ in order to convert
these neutral relationships into positive onesuitkeltargeted advertising and marketing by
clustering the markets into social groupings (estudents, teachers, managers, athletes,
etc) and utilising these social groupings to spraagbod impression about the company.
Another tactic is to target some efforts towardsednfluential “opinion leaders” in the
market such as celebrities, athletes and otherigfile customers who can influence the
opinions of other customers. Using such technigesgntually, the consumers with a
neutral relationship quality in the market can h&oed to hold a more positive impression

about the services provider.

Overall, the PRQ-Spectrum Model implies that thrergjth and direction of the impact of
PRQ on consumer ATT and INT is subject to the lefelhe consumer-service provider
relationship quality. Essentially, each level ofatenship quality (negative, neutral and

positive) has its own implications for the consujriee service provider, and the general
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mobile telecommunications industry. Mobile stakeleot must be able to recognise the
existence of these relationship quality levels anderstand the nature, requirements and
implications of each on their business. Based @ sunderstanding, they can successfully
put in place and implement appropriate policies anstomised strategies to suite each

group of their customers.

Model 2- The Usage Maturity Model

This model provides an understanding of the impzfctPRQ on consumer adoption

perceptions as the consumer usage of m-commergeeseprogresses from basic to more
advanced services. Therefore, the Usage MaturitydeMancorporates the effect of

relationship quality with the long-term implicat®rthat each mobile service provision or
adoption episode presents (as shown in Figure Whizh was first presented in Chapter
9).

Banking, stock trading,
selling and buying services

Entertainment services, location
Based services, directory services

Short Message Services (SMS)
Multimedia Message Services (MMS)

Required Relationship Quality Level

Usage complexity (more advanced services)

Figure 10.2 The Usage Maturity Model

In short, The Usage Maturity Model presents twommawints: First, for the adoption of
each level of mobile services to take place andimoa, a certain (minimal) level of
consumer-service provider relationship qualityaguired. This minimal required level of
PRQ grows as the consumer moves up towards morneed and complicated mobile

commerce services.
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Second, the implication and importance of the rblat PRQ plays in influencing the
consumer attitude and intention to adopt mobilevises grows as the consumer usage
matures towards more advanced services. In othedsyoelationship is more important
and its quality has more impact on the attitude iatehtion of consumers who are users of
more advanced services (e.g. mobile selling andniguysers) compared to users of basic

services (e.g. those who only use SMS servicesdiormunication purposes).

This model poses many important implications fortipa involved in the consumer

adoption of mobile commerce services. First, thedehdurther confirms that a positive

relationship quality is an important condition the formation of a positive attitude and a
positive intention towards accepting and using reffemobile services. For each level or
class of mobile services, there is a minimum popxa®te level of relationship quality

(including trust, satisfaction and commitment andftict) that corresponds with the nature
and complexity of the service and its implicatidios the consumer. For example, the
relationship requirement for adopting SMS and MM&vikes is much lower than the
relationship requirements for adopting mobile sglland buying services.

If this minimum level does not exist or exists inegative form, there is a great chance that
the consumer will not accept the offered servidas Tejection effect might also extend to
hinder the success of future adoption of more ack@rservices. Relevant to these effects,
service providers have a great challenge to 1) nstaled the level of relationship quality
that is required for every service level they afteto offer to consumers and 2) put in place
and implement strategies that can ensure the egistef the required PRQ level. Ensuring
this up front would result in improving the chandésit the offered service would be
accepted by consumers or, at least, would not bedféy rejection as a result of a low

(negative) level of PRQ.

Second, as depicted by the Usage Maturity Modebilma@ommerce includes a range of
mobile services ranging from basic ones such as 8MEMMS to more advanced ones
such as mobile selling and buying. This impliest tie tasks that can be accomplished
using different classes of mobile services can atswge from simple ones, such as
communication, to more sophisticated ones suchaasdctional and financial tasks. As the
consumer advances towards using more complicatettegs and tasks, his/her expectation

of more reliable, robust and consistent exchangeteraction naturally grows too. In other
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words, relationship is more important and its gyaias more impact on the attitude and
intention of consumers who are users of more addservices (e.g. mobile selling and
buying users) compared to users of basic serviegs (hose who only use SMS services
for communication purposes). If the progressionthe tasks is not matched with an
equivalent level of exchange quality, this will lkaserious implications on the current and
future mobile service adoption. Therefore, senpoaviders should be able to understand
this progressive maturity in the requirements ofheéevel of usage and accommodate
suitable strategies to make sure that the consuimere the confidence they need to

continue progressing towards more advanced services

Third, at every level of usage maturity, experieni®m the interaction with the service
provider accumulate which then affect the consumsationship expectations and
perceptions for the next (more mature) level oviser adoption. Therefore, relationship
quality does not only influence the consumer curparceptions in the short run but also
affects his/her longer-term perceptions. Consumgregence with the mobile service
adoption at one level will influence his/her atti&) intention and decision to adopt or reject
a subsequently higher level of m-commerce servidedile service providers must have a
clear understanding of this interactive effect lodrs- and long-term exchanges. This poses
critical implications for mobile service providergho make huge investments and aim at
making mobile commerce a long-term success raktaer short-term adventure.

10.44.2. The impact of PRQ on PVI

In addition to establishing the impact of consuiperceived relationship quality on his/her
attitude and intention towards adopting mobile caroe services, this study also
examined the influence that PRQ has on PVI. Thetigaéive study strongly supported the
significant impact that PRQ has on PVI (HB= 0.29, p < 0.001). These results were
further supported and confirmed by the qualitatetady. The interviews showed that
mobile consumers associate a big part of the vafuan adoption incentive with the

‘provider’ of that incentive. The participants egpsed that they refer to their relationship
guality with the incentive provider in order evakighe credibility of the offer and predict

what happens if they accept the incentive withsttivice being promoted.
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The questionnaire results also showed that the ampaPRQ on PVI extends to every

single perception of value in the adoption incestas shown in Figure 10.3.

Consumer-Service Provider Interaction

Perceived Relationship Quality Perceived Value of Incentive
0.20 ***

=) Price Value

0.30 ***

Trust in Benevolence Quiality Value

I

(.28 ***

Affective Commitment =» ( emotional Value

0.18 ***

Satisfaction =P-( Social Value

Affective Conflict

________________________________________________________________________________

Figure 10.3 PLS results for the impact of PRQ on PVI
dimensions

It is quite intriguing to find that relationship gjity, which is an affective variable, does not
only affect similarly affection-based values such enotional value, social value, and
epistemic value; but also extends its significampact on utility-based values such as price
value and quality value. This indicates that noterdtow good the incentive is in terms of
price and quality, the consumer perception of theviger of the incentive is one of the

most influential factors for consumers’ decisionking. These findings further stress the
important implication that relationship quality pemts on the consumer adoption of mobile

services.

For mobile services providers, offering a valuahkzentive is aimed at increasing the value
of the actual service and entice the consumer ¢eptatl However, as demonstrated in this
research, this aim cannot be achieved unlessateempanied by a quality relationship
between the giver (service provider) and the ree{eonsumer). This becomes evident
from the above results that showed that all kifdgatues, including utility-based ones that
a service provider intends to deliver to the consumlre affected by the nature of the
relationship between the two parties. In other wprthe difference in the nature and

216



CHAPTER 10

amount of intended value (by the service provideryl actual perceived value (by the

consumer) is largely controlled by the nature aligqy of the relationship between the two.

To demonstrate, one can imagine the way relatipnghiality moderates delivered vs.

perceived (or received) values as representedduwy&il0.4.

Price value Price value =
: Quality value . . = Quality value £
Service S Consumer-Service Provider Smotiznal et C
: ; : g = consumer
PI'OVIder Social value Relat|onsh|p Qua“ty = Social value *
Epistemic value Epistemic value +

Intended Value Perceived Value

Figure 10.4 Intended vs. perceived values and the Relation  ship Quality ‘tunnel’

In this illustration, the consumer-service providerepresented as a tunnel (or a channel)
through which all kinds of values communicated gastsveen the service provider at one
end and the consumer at the other end. Normallyjcgeproviders aim to deliver some
type(s) of value to the consumer in a specific shapform. As the results of this research
indicate, the consumer-service provide relationshimel works as a proxy that re-shapes
or re-forms these intended values (hence the * sigthe consumer side in the figure)
according to the relationship nature and qualityeréfore, while service providers ‘intend’
to deliver a certain type and level of value, thenf and level in which this value reaches to
the consumer is controlled, moderated or reformgdhle consumer perception of their

relationship.

As depicted in the figure, a certain delivered eatnight reach the consumer with less
value or more value (as indicated by the + sigthenfigure) depending on the nature of the
relationship tunnel. For example, a consumer waelgel higher value in an incentive when
it comes from a service provider that he genuinelgts, satisfied with, committed to, and
have no conflicts with. On the other hand, when riédationship quality is negative, the
‘intended’ high value would be much lower in theegyof the consumer. In a way, this
takes us back to the PRQ-Spectrum and Usage-Mataotlels in which | demonstrated
that a negative relationship downplays the impdabtber potentially positive factors or
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values. Similarly, a positive relationship enco@wsghe consumer to see more value in the

offer and to be more confident to explore it furthe

Overall, relationship quality has important imptioas on achieving successful outcomes
of the actions of service providers (e.g. providprgducts, offering incentives, delivering
value, etc). Therefore, it is not enough for sexvproviders to ‘deliver good value to
consumers, it is also important that the serviawiders are able to measure how much of
that value is actually ‘received’ by consumers.vider providers should be able to develop
work plans that suit the nature of their specifiarkets and customers. For example, it
might be worthwhile to compose value using a backvarategy; starting with what the
consumers see as valuable and then building orktioatledge to deliver values that would
have greater chances of successful reception bguooers. Regardless of what tactic is
followed, what is important is that strategies gtanned and executed under a clear
framework that takes the nature of the relationshifin each group of consumers into

consideration.

10.44.3. The impact of PVI on consumer attitude and  intention

The second consumer-service provider factor thatrégsearch examines is the consumer
perception of the value of adoption incentives thet offered to encourage consumer
adoption of the offered mobile services. This facsanvestigated in terms of its effect on
consumer attitude (ATT) and intention (INT) towar@scepting and using mobile

commerce services.

The impact of PVI on consumer adoption perceptioras strongly supported in the
guantitative studyf(= 0.45, p < 0.001 for the PVI>ATT path afAid= 0.26, p < 0.001 for
the PVI>INT path). In fact, it was found that P¢lthe best predictor of consumer adoption
intention among all other factors in the researabdeh including attitude (ATT). The
gualitative study provided additional support foede effects. These findings stress the
importance of consumer perception of ‘value’ fos/her willingness to accept the mobile

service offer.

It is logical to claim that unless a person cleg#rceives value in a decision or action,
he/she would not progress to undertake it. Theirfgel of this research confirmed that
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value is, and should always be, the essence dfuaihess strategies towards consumers.
Value perception is essentially what drives congsrt@consider and accept new ideas and
offers. Therefore, it is important that mobile seev providers first understand what
constitutes value in the eyes of their consumers then match these perceptions with

relevant values.

In addition to confirming the impact of perceivealve on consumer adoption perceptions,
this research also found that PVI is also influehbg many factors such as the incentive
characteristics and composition and its ease ofiisitigpn. Therefore, service providers
must carefully study these factors in the processlesigning and presenting adoption
incentives. Integrating this knowledge througho incentive creation and provision
process is decisive for the effectiveness of theentive in attracting consumers and

enticing them to consider and adopt the actual lacarvice.

It was also emphasised in the interviews that geofor the incentive to be perceived as
valuable and therefore capture consumer intetteistjmportant that a high PVI matches an
equivalently high perceived value of the actual iteogervice that the incentive is aimed to
promote. This finding presents a challenge for neolservice providers to be able to
enhance and balance offered value through the tineeand the service itself so that they

both complement each other value.

10.45. The Impact of Consumer-Service Factors on
Consumer Adoption

The present research investigated the impact ofcmmsumer-service factors on consumer
adoption of mobile commerce services, includingcBeed Usefulness (PU) and the
Perceived Ease of Use (PEOU) of the mobile commesseice. The study examined
impact that each of these two factors has on coesattitude (ATT) and intention (INT)

towards accepting and using mobile commerce serdibe research also examined the
impact that the ease of using the mobile service ¢tv consumer perception of the

usefulness of the service.

The investigation of these effects is inspired gy traditional adoption research (e.g. Davis
1989; Davis et al. 1989; Taylor et al. 1995b; Vdrkh et al. 2000a; Venkatesh et al. 2003)
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and the more recent mobile commerce adoption relsgar.g. Baron et al. 2006; Chen
2008; Hong et al. 2006a; Junglas 2007; Khalifal.e2@08; Koivumaki et al. 2006; Yan et
al. 2006) that examined PU and PEOU. Both the gasine and qualitative studies in this
research also strongly supported the above effants confirmed the importance of
consumer-service factors. In addition to establighthe impact of these factors, my
research used the confirmation of these well-eistadd factors as a benchmark for

examining the effect of the less established comstsarvice provider factors.

The interviews that | have conducted also showexd thobile services are generally
perceived as useful by mobile phone users, but kel of usefulness is dependent on the
specific task that the consumer intends to accamplt was expressed by the participants
that consumers see more usefulness in mobile ssrioc accomplishing immediate, quick
and simple tasks that can save time and efforth Sesults present the mobile commerce
stakeholders (including designers, marketers, serproviders, etc) with the challenge of
being able to identify these tasks that can explod bring out the full range of advantages
that mobile technology can offer. The findings ergpbe the need to integrate a deep
understanding of the consumer needs throughoutvkiode process from the design of the

service concept to the point where it is offerethim market.

The findings also showed that the consumer pemepif the ease of using the mobile
service is dependent on other factors such asehipirsonal characteristics including the
consumer innovativeness (willingness to explore asd new technologies) and self-
efficacy (confidence in one’s ability to deal witkw technologies or ideas). These findings
emphasise that service providers need to takeirtiee tbo understand the abilities of their
consumers to embrace each type of mobile servidesfindings also stress the importance
of educating the consumers about the capabiliieaabile services and how to make the
best use of them. The existence of a mismatch leetwlee two (understanding consumer
capacities and educating them) would highly impaet adoption of mobile services by

consumers.
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10.46. The Impact of Consumer-Social Factors on
Consumer Adoption

One of the most important features of mobile tetbgies is the ability to use them
anytime, anywhere in and around a social systeranjninteractive social network, people
affect each other’s perceptions, attitudes, deassimnd actions. This impact of this social
effect (Subjective Norm) is conceptualised in tl@search as a consumer-social factor that
has an important impact on consumer adoption pgorep In line with previous studies
that established the influence of social influenneadoption perceptions (e.g. Bouwman et
al. 2008; Kim et al. 2008; Lee et al. 2007; Muk 280 Yang et al. 2007), both the
guantitative and qualitative studies that | conddcstrongly supported this effect. In
addition to the importance of examining the soamlluence in this research, this well-
established factor was also used to measure tagveelmportance of the consumer-service
provider factors which are the main focus of thigjgct.

It was further found that the nature and strendtlthe Subjective Norm impact on the
consumer is variable and depends on many factafs @sl the number of people who use
the service (or advise the consumer to use it) taedconsumer relationship with these
people (how close they are). In addition, it wasndestrated in this research that the
impact of the social factor on the consumer islmoited to pre-adoption perceptions and
decisions only, but might also affect consumer @gtions at the post-adoption stage.

These findings imply that mobile service provisiand adoption mechanisms must be
viewed as social processes rather than individatibras. As a result, mobile services
stakeholders’ strategies should be formulated atdbe social nature of the use of mobile
commerce services. Carefully planning, developimg @anplementing ‘social drivers,’

depending on the nature of each mobile servicd, grdatly help mobile stakeholders to

boost the adoption of struggling mobile commerarises.

10.47. Overall Findings and Implications

Based on the collective evidence that was colletdtlis research, and within the project
theoretical and empirical boundaries, it can bdidently established that consumer-service
provider factors (represented by two factors irs ttesearch: PRQ and PVI) do have a
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significant impact on consumer adoption perceptimtduding their attitude (ATT) and
(INT) towards accepting and using mobile commemerises. This impact is established

through the combined evidence from the quantitadivé qualitative studies.

The magnitude and extent of the effect of the corsuservice provider factors was
measured by comparing the impact of these factorsoasumer adoption perceptions with
other well-established adoption factors from théstexg literature (including consumer-
service and consumer-social system factors). It feaad that the former set of factors
predicts and explains higher amounts of variandsoth consumer attitude (47 per cent) as
well as consumer intention (45 per cent) towardgpéidg m-commerce services, as shown

in Table 10.1 (which was previously presented ddera.15).

Table 10.1 A comparison of the impact of the three sets 0 f entity-interaction factors
on Attitude and Intention

Entity-Interaction factors included in the
tested model Paths Attitude R2| Intention R2

All three sets All 0.52 0.49

PRQ>ATT
PRQ>INT
PRQ>PVI
PVI>ATT

Consumer-service provider factors only (PRQ PVIZINT
and PVI) ATT>INT 0.47 0.45

PEOU>PU
PEOU>ATT
PEOU>INT
PUSATT
PU>INT
Consumer-service factors only (PU and PEOUATT>INT 0.38 0.45

SN>ATT
SN>INT
Consumer-social factors only (SN) ATT>INT 0.29 0.41

This result was further emphasised by comparingutiigue contribution of each adoption
factor in the research model. The findings showed PVI is the best predictor of both
consumer attitude (ATT) and consumer intention (INGwards adopting m-commerce
services, as shown in the following table (Table21@reviously presented as Table 8.16 in

Chapter 8), below.
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While the results in this table only show that Pather than both PVI and PRQ —as related
factors- is the best predictor of consumer adoperceptions, it was previously established
that PRQ has a significant and important impactamdy on the PVI as a whole construct
(H3,B =0.29, p < 0.001), but also on each single dinoensf PVI, including price value,
guality value, emotional value, social value angtemic value (please refer to Figure 10.3
previously presented in this chapter). These effaaft the consumer-service provider
factors, both individually and as a set, were fartbonfirmed in the qualitative interviews
as discussed in Chapter 9.

Table 10.2 Ranking of factors as best predictors of thed  ependent
variables
Beta value
Independent variable dependent variable ()] rank order
PVI ATT 0.452 1
PU ATT 0.174 2
PEOU ATT 0.057 4
SN ATT 0.166 3
Beta value
Independent variable dependent variable ()] rank order
PVI INT 0.256 1
PU INT 0.203 3
PEOU INT 0.074 5
SN INT 0.106 4
ATT INT 0.229 2

The qualitative study also provided interestingghts that explain the ‘how’ part of the
effect of the consumer-service provider factors comsumer adoption perceptions. The
discussions with mobile phone users resulted irers¢vconceptualisations that explain
some of the underlying mechanisms that control hbe these factors affect consumer
adoption perceptions (e.g. the PRQ-Spectrum Mdtel,Usage-Maturity Model, and the
Intended vs. Perceived Values and the Relationguality ‘tunnel’) as discussed

previously in this chapter (Section 10.2).

Based on all the above and the results and dismsss$iom the previous chapters in this
thesis, the impact of consumer-service provideitofgcon consumer adoption of m-

commerce services can be confidently establistmedddlition, this research offered a better
understanding of the underlying mechanisms thatrobthe strength and direction of these
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effects and their short- and long-term implicatiars the current and future adoption of
mobile commerce services by individuals. These meicms all point to the need for
mobile stakeholders, particularity mobile serviceviders, to deeply understand such
mechanisms and be able to design policies, tadciud, strategies that view each mobile

commerce provision and adoption episode in termgsgbresent and future implications.
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Chapter 11.

Conclusions

11.48. Research focus

This research has presented a new framework foergtaihding the factors that affect the
attitude and intention of consumers towards acog@nd using mobile commerce services.
It does this by focusing on the interaction betweensumers and other important entities at
the consumer adoption level. These entities incledgvice providers, mobile services
offered and the social system. In particular, shisly has highlighted the importance of two
relational factors: Perceived Relationship QualiBRQ) and Perceived Value of the
Adoption Incentive (PVI) stemming from the inteact between consumers and service

providers which have been overlooked by the exgditerature.

By investigating the impact of the relational exafpa or interaction between the consumer
and the mobile service provider on the adoptiomobile commerce services by existing
users of mobile technology, this study has accashpll two aims. First, it aids our
understanding of the importance of relational festm influencing an existing user of
mobile communication technology to adopt more adednm-commerce services. This
understanding helps service providers devise gliegao increase the adoption rate of these
services among the existing users of mobile phdBesond, it improves our understanding
of the adoption process and traditional technoladgption theories by investigating the
adoption processes for multi-purpose communicatemmnologies. The present research
does this by examining the impact of relationatdes on the progressive adoption of more
advanced m-commerce services by existing usersotiilentechnology. This study helps
address the more general Information Systems (i83tgpn:why would an existing user of

a technology adopt more advanced forms of thatn@lclyy? Addressing this topic in the
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context of mobile commerce services helps suggest directions to expand traditional

adoption theories beyond their original scope.

This study began by examining the existing litematon mobile commerce adoption which
resulted in the development of a new conceptualesgmtation: the Entities-Interactions
Framework (EIF). This framework posits that the relegeristics of four entities, the
consumer, the service provider, the mobile sentite,social system, and the interactions
between these entities, determine whether mobilanoerce services will be adopted.
Particular attention is paid to the role of thevemr provider because, when providing
mobile commerce services, the service providerpkay important long-term role in the
consumer’s decision to adopt. Positive relationsimust occur between service providers
and consumers in order for consumers to acceptcantdnue to use mobile commerce
services. The EIF was used to synthesise and a&ndhgs extent of the coverage in the
existing literature of factors related to each luése entities and the interactions among

them.

This review showed that the existing literaturenoobile commerce adoption by individuals
generally emphasises factors that relate to theswuoer, the mobile service and/or the
social systems, and the interactions between thleseents. The factors that relate to the
service provider as one of the main entities in rii@bile commerce value chain and its
interaction with the consumer have not been wetlressed. This study, therefore, has
aimed to address this gap by investigating the ahpd the interaction between the
consumer and the service provider on the consumeeptance and use of mobile

commerce services.

This study primarily focuses on understanding thedct of two relational key factors: 1)
PRQ, which examines how the consumer evaluatebehnisélationship with the mobile
service provider, and 2) PVI, which examines hoe tbhnsumer evaluates incentives that
are offered by the service provider to entice hen/tb adopt the mobile service. The
influence of these factors on attitudes and inte1stji as perceived by the consumer, was
investigated. By investigating the impact of thése relational factors, this research aims

to answer the following research questions:
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1. What is the importance of the interaction betweds® ¢consumer and the mobile
service provider in the adoption of advanced mobidemerce services where the
consumer is an existing user of mobile technology?

2. How do relational factors influence the decisionaof existing user of a mobile

communication technology to adopt advanced moloiteroerce services?

To answer these research questions, a researcH maslduilt that included three sets of
factors that relate to the interaction betweenciresumer and the mobile service provider
(PRQ and PVI), between the consumer and the meabiteice (Perceived Usefulness and
Perceived Ease of Use), and between the consurdehisier social network (Subjective
Norm). These three sets of factors were examineth®r impact on consumer attitude and
intention towards accepting and using mobile conomeservices. The relationships
between these factors in the research model atdigdstheoretically using well-known
theories such as the Social Exchange Theory (SHDm@ns 1958), the Technology
Acceptance Model (TAM) (Davis 1989; Davis et al.829 and the Theory of Reasoned
Action (TRA) (Ajzen et al. 1980; Fishbein et al.7B), as discussed in Chapter 3.

The research design to test the research modelieatlyi included two studies conducted
in Australia: a quantitative study using a largaleauestionnaire survey of mobile phone

users and a qualitative study involving face-toefaterviews with mobile phone users.

Conducting the quantitative study involved specaifymeasures to empirically assess each
of the conceptual variables in the research mdaekestablish the extent and importance of
these effects on consumer adoption perceptionsyag important that their effect be

compared with more established adoption factorsh sas perceived usefulness and

perceived ease-of-use. Examined were:

1. Factors relating to the interaction between thesuoorer and the mobile service
provider, including PRQ and PVI,

2. Factors relating to the interaction between thesoorer and the mobile service,
including Perceived Usefulness (PU) and PerceiaskBf Use (PEOU), and

3. Factors relating to the interaction between thesuorer and the social system,

including the Subjective Norm (SN).
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Previously designed, tested and validated scales w&ed to measure PRQ, PU, PEOU,
SN, ATT and INT, but a new scale was developed ¢asure the PVI construct. The scale
development process involved over 30 interviewshvpbtential survey respondents and
field experts. When all measurement scales had peetested, the actual data collection
started using an online questionnaire. A total28 Gseful responses were collected for data
analysis which was accomplished using a mixturestafistical techniques ranging from
simple descriptive statistics to more advanced rtegles such as Structural Equation
Modelling (SEM) using Partial Least Squares (PLS).

The second empirical study involved conducting fexcéace, semi-structured interviews
with mobile phone users. The objectives of carrymg this round of data collection

included:

1. To assess whether the qualitative data resultsiggosvidence that is consistent
with the conceptual linkages as described in tkeryy and
2. To enrich the understanding of the issue undersiiyation with rich, contextual

descriptions.

11.49. Findings in relation to the research questio ns

The findings of the quantitative study indicatetttiree PRQ and PVI are related constructs
that, together with other consumer-service (PeszkiUsefulness and Perceived Ease of
Use) and consumer-social (Subjective Norm) factexplain a significant proportion of
variance (close to 50 per cent) in both the atéitwhd intention of existing mobile
technology consumers towards adopting advanced nmeoce services. These results
were further confirmed through the qualitative miew study which also offered new
insights into the mechanisms that control the ¢ftédhese factors on consumer adoption

perceptions.

In addition, the effect of relational factors beemethe consumer and the service provider
(PRQ and PVI) was found to be more influential tr@her well-established and well-

investigated adoption factors including those ezlatio the service (Perceived Usefulness
and Perceived Ease of Use) and the social sefBinpjéctive Norm). PRQ and PVI together

predicted and explained more of the consumer adlopterceptions (attitude and intention)
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than the other factors. In addition, PVI was thergjest individual predictor of consumer
attitude and intention amongst all factors thatevexamined. This study also found that
PVI was influenced by the consumer perception efrtationship quality with their service

provider (PRQ). This answers the first researctstioe.

The qualitative study provided several insightship explain how relational factors

influence the adoption perceptions of existing sisd#r mobile technology. These insights
include the PRQ-Spectrum model which explains tleelmanisms that control the direction
and strength of the impact of PRQ on both attitaide intention, as two related but distinct
stages of the adoption process. The Usage-Mathrigel is another finding that aims to

further explain the effect of relational factors tme adoption of more advanced m-
commerce services by existing users of mobile phokerthermore, the PRQ ‘tunnel’

perspective is another model that aims to explagimnteraction effect between PRQ and
PVI.

11.50. Significant contributions

This research makes many contributions to bothrthaad practice which are discussed

below.

11.50.1. Contribution to theory

The study has examined many concepts and has @pgdieeral established theoretical
models and frameworks to investigate the consumh@ptéon of mobile commerce services.

Theoretical contributions include:

Contribution 1: Provides a new way to identify adop tion factors and to
synthesise the existing literature

The Entities-Interactions Framework (EIF) is a difrgml, but manageable, model of the
factors and forces that affect the adoption of reobommerce by individuals. This model
divides the conceptual space of adoption researtbrins of the entities that interact with
and affect each other. Therefore, this model offerevel lens through which researchers

can identify the various parties that are involvedhe adoption process (including the
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technology itself, its provider, its receiver, atite surrounding context), and thus to

recognise the existence of factors relating tgpdnties and interactions between them.

The main contribution of the EIF is that it allothe representation of factors that relate to
each entity as well as factors that relate to theraction amongst the entities in a single
model. This offers a convenient method of concdigatzon that helps researchers obtain a
broad picture of what forces are involved in the@thn process and thereby to specify
relevant factors to this process. Additionally, lswonceptualisation allows researchers to
focus on a specific set of factors while, at thensaime, recognise the existence and

possible implications of other factors or forces.

In addition, the EIF provides a new way to syntbeshe existing literature on technology
adoption by allowing the classification of factolmsed on their relevance to the
characteristics of an individual entity in the frawork or to the interaction among two or
more entities. Therefore, the EIF model helps taarthe review of literature more focused

by providing a general organising structure torth@ew process and reporting.

Contribution 2: Provides a new understanding of the influences on the
adoption of mobile commerce services by consumers

The research model in this study investigates the¢® of factors (including those that relate
to the interaction between the consumer and theceeprovider, between the consumer and
the mobile service, and between the consumer anddhbial system) and their impact on
the adoption of mobile commerce services by conssim&his model enriches our

understanding of consumer adoption of mobile coremeervices in three ways.

Firstly, the research model adds to our understanai theindividual impact of each set of
factors because it allows a flexible conceptual angpirical separation of each set. The
research model was built so that each set of factan easily be distinguished within the
overall conceptual domain of the research modeérdfore, examined individually, the
findings of this research contribute to a bettetarstanding of each set of adoption factors.

Secondly, the research model allows the easyparisorof the impact of each of the three
factors. This flexibility enhances the understagdnf each set of factors because it allows
us to measure its impact by contrasting it withithpact of the other sets. In other words,
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this allows each set of factors to work as a bermknon which the influence and

importance of the other factors can be measuredaetter understood.

Thirdly, the research model enriches our overatlarstanding of the consumer adoption of
mobile commerce services by allowing the examimatibthe combined impact of all three

sets of factors. The understanding gained from ¢tobitective examination adds to our

understanding of the mechanisms that control coesw@doption of m-commerce services
and how their adoption can be enhanced.

Contribution 3: Provides new insights into traditio nal and contemporary
adoption and diffusion research

This study combines theory from the Informationt8gss, psychology, social science, and
marketing domains to shed new light on the volyntatoption of multipurpose (e.g. work,

leisure, communication, etc) technologies by indlinals.

For example, some commonly used theories of tedgyohdoption, such as TAM (Davis

1989; Davis et al. 1989), were developed to expladoption mechanisms within

organisational settings. In such settings, thenteldgy is mainly used for work purposes to
enhance job performance and the technology adopkmision is usually forced by the

organisation. By contrast, mobile commerce servaaessupport a wide range of activities
and purposes such as work (such as checking wiatedeemail outside the office), social

(such as sending and receiving messages) and per&uth as personal banking and
accounts management, music, games and leisuregddition, the adoption of mobile

services by individuals is usually voluntary. THere, by examining traditional technology

adoption theories in the context of mobile servieg®ption by individuals, this study

contributes to an understanding of the extent tachvithese theories can or cannot be
directly applied to this new context.

Some studies had previously applied traditionalpida theories to the context of mobile
services (e.g., Hong et al. 2006a; Hung et al. 20D&is study has further enriched these by
examining known adoption factors such as usefulnease of use and subjective norm
alongside some newly introduced relational fac{®®Q and PVI) in a single collective
investigation. To the best of my knowledge, thithis first study to consider the progressive
adoption process of the consumer (from a basic okenobile phones towards adopting

231



CHAPTER 11

more advanced m-commerce services) as part ofualbinteractions among the various
entities in the value chain of mobile commerce ises: It offers new understanding of
technology adoption by examining established and factors in a single investigation
which allows comparison of their effects.

This study enriches traditional adoption and diffasresearch by examining, in the context
of mobile commerce services, the progressive adopif more advanced versions of the
technology byexisting users. It accomplishes this by investigating htw interaction
between the receivers and providers of the teclgyadietermines whether an existing user
will or will not progress to adopt more advancedlated yet distinct, versions of the
technology. This expands the traditional researbichvmainly focuses on understanding
the adoption process leading to initial use oftdadnology and/or the continued use of that

same technology.

Contribution 4: Provides new insights into the impo rtance of PRQ on mobile
commerce adoption

This study investigates the relationship qualitpeapt in the context of mobile commerce
services adoption by individuals. In the mobile coence context, there is a relational
element between the provider and the receiveretdébhnology which makes the adoption
process quite different from the adoption of tradial technologies such as personal
computers or TVs. Examining this relationship igportant theoretically because its impact
on the adoption process has not been adequatehessdd by prior adoption theories.
Understanding this relationship is also of greacpcal importance to service providers
who must maintain a good relationship with cust@mter stay in business. Obtaining a
better understanding of the factors that affectghality of a relationship with a customer
will allow a service provider to capitalise on tlaelvantages that positive customer
relationships can offer to the business, includgagning a competitive advantage over
competitors based on customer loyalty to the filRolerts et al. 2003), minimising

customer switching (Dwyer et al. 1987), and thelitgbito provide customers with

customised goods, enhanced value and better qfilieyet al. 1993; Liljander et al. 2002).

The findings of this study show that relationshipality is an important factor that
influences consumer willingness to accept and usigileixcommerce services. In the mobile

commerce context, there is an element of exchangetmne between the consumer and the
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service provider for the successful delivery of thebile service. The success of this
exchange, in both the short and long term, woutdelg depend on the level of mutual
trust, satisfaction with each other, and commitntemards the continuity of the exchange.
If these are positively established between theswoer and the service provider, the
quality of the relationship is improved, which makée consumer more willing to
strengthen the relationship through his/her williags to accept more ideas and offers from
the service provider, and consequently leads teibehances for a successful exchange. In
contrast, when the relationship between the tweegative, the continuity of the exchange
is affected in the long run because the consumdr bei less willing to advance the

relationship by adopting more ideas from the serpiovider.

The understanding of the impact of relationshipligguan technology adoption through this
study contributes to the literature because it furth a factor that is particularly important
when there is an element of exchange over timegiated in the adoption process.
Traditional adoption research has mostly dealt atttors that are specific to one-time
decisions (such as technology-specific factord)arathan factors that relate to adoption
processes with relational elements and implicatidks a result, this study expands the
existing adoption research through a better unaedstg of the role played by relational
factors in the adoption process. This is sometthagexisting theories did not explain well.

Contribution 5: Provides new ways to understand the impact of PRQ and the
mechanisms through which this impact occurs

This study also offers explanations through whiah underlying dynamics of the impact of
the relationship quality between the consumer dral dervice provider can be better
understood. These explanations were presentedgihrtie PRQ-Spectrum Model and the
Usage-Maturity Model (which were explained in detaiChapters 9 and 10). Together, the
two models contribute to a more insightful underdtag of the impact of relationship
guality on consumer adoption perceptions, whileheaffers its own implications and

contributions to understand the mechanisms thatalahe effect of PRQ.

The PRQ-Spectrum model focuses on the mechanisahsdhtrol the impact of PRQ in the
short term (i.e., within each mobile service admptiepisode) and the PRQ effect on
consumer attitude and/or intentions. On the otlardhthe Usage-Maturity model focuses

on how relationship quality requirements and impaies in the long term (i.e., among
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various mobile services adoption episodes) asdahswmer progresses from simple to more
complex mobile services. | highlight the contrilom$ of each of these two models in the

following sections.

e The PRQ-Spectrum Model

The traditionally established flow of the adoptimmocess determines that consurbeliefs
(such as PRQ) affect consunatitude towards the technology (evaluation stage) which
then impacts on the consunietentionto adopt, consequently influencing his/her actmn
adopt or reject. In addition, it has also beenhbdistaed in traditional technology adoption
research that the impact of some beliefs do noessily follow this causal process of
belief—attitude—intention, but instead might have a direct impattconsumer intention
over and above their impact on the attitude-bugdstage. Understanding whether an
adoption factor or a belief affects intentions dilg or follows the
belief—attitude—intention process essentially helps to determieenteans through which

such a belief can be controlled or manipulatedhttaece the adoption process.

The PRQ-Spectrum model was developed to explaidynamics that determine whether
the impact of this newly introduced belief or factdfects intentions directly or follows the
belief—attitude—intention process. The model was also designecetiebunderstand the
implications of each level of consumer relationstijality (PRQ) on the consumer attitude
and intention towards the adoption of mobile sewicThis understanding is obtained by
viewing the PRQ factor as a spectrum of values tithe main points or levels: extremely
positive (very good relationship), neutral, andrextely negative (very bad relationship).
Then relating to the beliefattitude-intention adoption process flow, each of theseethre
relationship levels is described in terms of whetliel) directly impacts consumer

intention, and/or 2) impacts attitude leading tae#fect on consumer intention.

It was found in this research that PRQ impactsnimes directly when the quality of the
relationship is on either of the two extreme endsry good relationship and very bad
relationship). When the quality of the relationslgpon the neutral (average) level, the
impact of PRQ would most probably follow the beliettitude-intention process flow.
This is an interesting finding, which tells us tbhate the service provider has examined and
understood the nature of its relationship with\tgious customers, it must design and

implement customised strategies to deal with eaeél lof relationship. Failing to customise
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strategies based on PRQ means that the firm accdatewone set of policies to deal with
all its customers despite their relational diffexesr This would consequently make such
policies unsuitable to some groups of customers mght lead to an impact on the

adoption of offered mobile services and a resulksg of business.

The explanations offered by the PRQ-Spectrum maaeiltribute to the literature by
emphasising the need to understand adoption faates continuum of values rather than
treating them as a collective factor as done byntlagority of previous adoption studies.
This method allows us to better comprehend the @inpban adoption factor and how each
measured level of it can have its own implicatioms the adoption process. This
understanding makes it possible to treat each erlust adopters according to their
perception level of a certain factor rather thaating them together based on a collective
(or averaged) measure. Following this perspectigaldveventually allow research to offer
better-tailored advice to deal with various typdsadopters and therefore make the

conclusions drawn from adoption research more joadbt viable.

e The Usage-Maturity model

It is in the interest of all mobile commerce staielers to make the adoption of each
mobile service an experience that leads to furddeption of other, more advanced mobile
services. The Usage-Maturity model offers new intsigon this progression of adoption
with a service provider considering that such pesgion is largely influenced by the
consumer relationship with the service providerisTiinodel first postulates that for each
level or class or mobile services (ranging from@anservices such as SMS and MMS to
more advanced ones such as mobile selling and duythere is a minimum level of

relationship quality required between the consumed the service provider for the

acceptance of these services by consumers. Seitgpastulates that the strength of the
impact of PRQ and the role this factor plays iduehcing consumer adoption perceptions
varies (increases) as the consumer progressesd®wanre advanced mobile services.

Therefore, the Usage-Maturity model provides a hqwerspective that has not been
previously proposed in the field of mobile commesegvices adoption. The contribution
that this model makes lies in its ability to linkal adoption episode with the next one and
to explain how the impact of an adoption factor migary from one class of mobile

services to another. This stands in clear contaghe existing studies on m-commerce
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adoption that generally examine each adoption faeithin a single adoption episode or
situation with less consideration of how the impaicthis factor might change when carried
over to the next adoption episode. Therefore, tBagd-Maturity model forms a sound
ground for further theoretical and empirical deyahent based on its ability to link current

adoption experiences with future ones under aasioghceptual framework.

Contribution 6: Provides new insights into the impo rtance of PVI

Mobile commerce service providers invest heavily promotions, special offers and

discounts in order to increase the chances thaimtbigile services they introduce to the
market are accepted and used by consumers orast; leot faced with rejection. The

objective of offering these incentives is to cremfavourable consumer attitude towards the
mobile service and to accelerate the adoption ggoddowever, achieving this objective is
subject to how much value consumers perceive isetliecentives. Despite the importance
of this factor in influencing consumer adoption gegations, PVI has not been examined

prior to this research.

This study, therefore, makes an important contigiutby investigating, based on
established theories, whether PVI has an impaatamsumer adoption perceptions, what
constitutes ‘value’ in the eyes of the consumensl, laow each type of value contributes to
the overall perceived value. This new understandingches the existing theories on
technology adoption in general, and m-commerce tamlopn particular by focusing on
factors that are more relevant to common practifeservice providers (such as offering

adoption incentives).

Contribution 7: Provides insights into the interact ion effects between PRQ
and PVI

In addition to introducing and measuring the impzfd?RQ and PVI on consumer adoption
attitude and intention, this study also contributestheory by examining the impact of
relationship quality on consumer perception of treue of adoption incentives. This
examination enriches our understanding of thesdynewroduced factors and how they
affect each other.
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Another theoretical contribution that this partloé project offers is the ‘tunnel’ concept (as
discussed in Section 10.2.2). This postulates tbl@tionship quality works as a proxy
between the intended value of incentives (by seryimviders) and perceived value (by
consumers) and how the nature of the relationshghtrcreate a discrepancy between
offered value via incentives and perceived value doyisumers. This improves our
understanding of the factors that relate to theradtion between the consumer and the

service provider and how they affect each other.

Contribution 8: Offers a validated scale for measur  ing PVI and validating
other existing measures

Developing the PVI scale contributes to the literat in three ways. Firstly, the
development of the PVI scale provides a better tgtdeding of this theoretical object
because it allows us to examine and empiricallyessshe validity of the theoretical
components or dimensions of this construct and tih@se components relate to each other
within the larger domain of the PVI object. Secondleveloping the scale operationalises
the theoretical construct and therefore allows wsassess its relationship with other
constructs in the research model, therefore emuchiie conceptual understanding of the

construct within a specific research context.

Thirdly, the operationalisation of the PVI constrpats forth to the research community a
measurement scale that is based on careful themrethd empirical validation process
using rigorous practices and guidelines. The P¥lescan be applied to examine value in
other contexts, and for other technologies andicesy Researchers who intend to develop
instruments can also learn from the intensive agraknt and validation processes that are
described in this thesis. The methods of data ciide (e.g., interviews and card-sorting
exercises), data analysis (e.g., spreadsheet ichrsttysis) and scale refining and validation
all provide insights on the validity and applicayilof each method in the context of

developing a measurement scale.

The re-examination and re-validation of existingles to measure perceived usefulness,
perceived ease of use, subjective norm, attitude iatention contribute to a better
understanding of the effectiveness of these measuggamining consumer perceptions in
contexts other than what they were initially depeld for (mostly work settings). This

practice helps to enhance our understanding oktleesstructs and their applicability in
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examining non-traditional technologies such as teobommerce. It also enhances our
understanding of the nomological network of thesmstructs by the linking of the
theoretical framework of each conceptual constmith the empirical framework of the
measurement items used to assess each construahderstand the linkages between the

two.

11.50.2. Contributions and implications to practice

The present study provides the mobile industryeanegal and mobile service providers in
particular with a better, business-oriented comgnelon of the factors that can affect the
acceptance of the mobile services they offer. bvigles service providers with an
explanation of the mechanisms by which a mobilgisemprovider can help the adoption of
its mobile services to flourish in the long run (imgorporating relational factors) rather

than focusing on short-term solutions only (e.gvise-specific concepts).

This understanding assists them to improve conssiradoption of the mobile services they
provide. It helps them review their current poliegesl strategies to make their current and
future mobile service provisions more successfhls iew understanding of the importance
of relational factors on the adoption of mobileves#s should encourage mobile service
providers to incorporate these relational aspdutsughout the mobile service provision
process, starting from the conceptualisation of gbevice to the actual provision of the
service to the market. This involves collecting aming feedback through continuous
monitoring of customers’ relationship quality pettens towards the firm in general and

towards previous mobile services provisions inipakdr.

Consumer perceptions of their experiences with ghevice provider during previous
exchanges should be carefully surveyed, analysedduaed as a base for newer mobile
services offers. Such strategies would allow theise provider to assess whether relational
factors hinder or drive the adoption of currentip\pded services and therefore understand
their potential impact in the future. The servicevpder's inability to fully understand the
implications of their relationship with their custers on the adoption of mobile services
might increase the risk of losing long-term revenudeom customers with negative

relational perceptions. It might also mean that sbevice provider would not be able to
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utilise the potential in customers with positivéatnal perceptions and therefore increase

the risk that such customers might be lured awathbeycompetition.

Assuring that relational factors work positivelyr fine service provider must involve the
monitoring and examination of customer relationsguality of both adopters and non-
adopters of currently provided mobile services. &dopters, this understanding helps the
service provider to put together tailored strategrough exclusive offers for current
adopters, for example) that can further enrichéhetationships and extend their potential
advantage to the adoption of future services. Boradopters, it helps service providers to
understand what makes their customers reject taeiuthe mobile service and also check
whether or not their relationship with the servip®viders has made any contribution
towards their rejection decision. These effortd wit only allow mobile service providers
to react quickly and make changes to their curoffiers based on rejection information but
also ensure that their relationship with the custi@will be a positive factor for future

adoption episodes.

This study provides practice with a novel comprel@m of how to view each mobile
service offer as a consequence of the previous affd a precedent of the next in order to
enhance consumer adoption of mobile services irstioet and long runs. This makes this
study the first to view consumer adoption of vasiguobile services as@ogressiveand
continuousprocess rather than as a chain of independentteV€his provides practical
conclusions that are more relevant to the way mobdmmerce markets evolve from

offering basic mobile services to providing moreautted services.

This project also provides useful insights to pcactbout how to enhance a consumer’s
perceptions of the value of adoption incentiveer&d by a mobile service provider. For
example, it is clear which aspects of the incentimetribute more to the consumer’s overall
value perception and how these can be improvedaddition, the integration of the
perceived value and relationship quality concepéfpsh mobile service providers to
formulate strategies in order to enhance incent{wdsch are usually short term) from a
longer-term perspective, through careful examimatibPRQ.

One example of how short-term incentives can bgnall with long-term strategies is to

‘stage’ incentives over time so that once the coreuhas acquired the first part of the
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incentive; there are always more rewarding incestier parts to look forward to. This
strategy can replace the traditional way of offgran one-time incentive, often upon the
initial acquisition of the service. Designing shtatm incentives with such a long-term
strategy will benefit the firm in at least threeywaFirst, it encourages adoption, therefore
meeting the objective of a normal short-term incentSecond, it helps to prevent or at
least minimise discontinued adoption behaviour otiere because there is always
something for the consumer to look forward to. @hiit helps retain the consumer for
longer periods of time, which gives the firm theacbe to work on maintaining and
enhancing the relationship with the consumer asd gknerate more revenues from each

consumer.

Another example of how short-term incentives caruged to support long-term relational

strategies is to align incentives based on custgeiationship quality clusters. Essentially,

this requires the classification of customers basedheir relationship with the service

provider. This classification of relationships che measured by how much revenue is
generated from each consumer group, the age ofefagonship between the consumer
group and the service provider, or any other daténat best serves the objectives of the
firm. Once this knowledge is established, the serprovider customises offered incentives
based on the established customer relationshiptgeaisters so that the incentive offered

to the ‘top’ customer group is distinguishable frtdre one offered to regular customers.

In such a strategy, customers are clustered baseitheir relationship with the service
provider and then customised variations of the sanoentive are offered to each
relationship cluster. Offeringustomisedrariations of the same incentive might work better
than offering a totally different incentive to eacluster because it might help resolve or
minimise any potential perceptions of neglect thettomers who receive the lowest level of
incentives might feel as a result of this strateflyis strategy serves the objective of a
normal short-term incentive to encourage adoptioa particular mobile service and, at the
same time, it is also a way to reward and distisiguioyal customers (a long-term

objective).

Aligning short-term incentives with long-term retatal objectives not only makes
incentives more effective by ensuring that the @althat are intended via these incentives

are in fact perceived by consumers as they wemnd®d, but also offers firms with
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competitive advantages in the long run by enhaneifigiency and effectiveness of their

offers and relationships with their customers.

11.51. Limitations

It is almost impossible for any single study to eoevery aspect within the research field of
interest. This study is no exception. For exampl®ong the large range of important
adoption factors, only five variables are includedthe research model of this study.
However, the specific choice of these five factaas not arbitrary but was based on a
systematic review of the existing literature based the justification of the Entities-

Interactions Framework (EIF).

In addition, while the comprehensive PVI scale dmwment is one of the main
contributions of this research, other measuresvilea¢ used to assess the rest of the factors
(PRQ, PU, PEOU, SN, ATT and INT) were drawn froneypous studies. While these
measures went through adequate pre-tests, piltst &®l validation processes to ensure
their suitability for the present research, it niiglave been a better solution if these
measures had undergone the same extensive empaladtion process like the PVI (e.g.
card sorting, interviews, experts review, etc). mpso might have yielded more insights
into ways to enhance these measures. However, ¢ngrthese measures have been used
and validated in many studies (and given the timd eost limitations of the current
project), it was sufficient for this study that seemeasures were linguistically modified,
pre-tested, and pilot tested to ensure their siitiabor use in this study. This judgement
was supported by the factor analysis results whidicated strong convergent and
discriminant validities and the Cronbach alpha ssawhich confirmed the reliability of

these scales.

Another limitation to this research is that the mfitative data was collected from a single
(cross-sectional) survey. Lagged effects are tbhezeimpossible to assess, and causality is
difficult to establish. However, a cross-sectiosalrvey was adequate for this project
because the main objective from this data collects@as to obtain a general picture of
whether or not the newly introduced factors (PR@ BWI) have an impact on consumer

adoption perceptions. Based on this study confionaif the impact of these factors, future
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studies can be directed to assess the laggedstitttese factors by collecting data at two

or more points in time.

Finally, another limitation to this project was tlsenall number of participants in the
gualitative study. It might have enhanced the gaisability of the results to a greater
extent if a larger number of mobile phone userddcbave been interviewed. However, the
main objective of the qualitative interviews wasdbtain insights that were unavailable
from the large amount of data collected from thamiative study. In other words, the
gualitative study was mainly conducted as a supelgary source of data to complement,

enrich and validate the results of the quantitastage.

11.52. Further Work

There are many further research avenues that caarsaed based on the present research.
First, conducting a study that considers the mosderice providers’ perceptions of the
various concepts (such as PRQ) examined in thidystand comparing and integrating

these with the consumer perceptions reported hengld be invaluable.

In addition, this study showed that for the longrtesuccess of m-commerce, there is a need
for both theory and practice to undertake more @r@essual view that considers each
episode of m-commerce provision or adoption in eeohhow previous episodes affect it
and how it is going to affect future episodes. Bxamination of these backward-forward

mechanisms would offer more theoretical and prattiaderstanding.

Future research can also involve further investigaand validation of the PRQ-Spectrum
model and the Usage-Maturity model to examine ttterg to which they can explain the
underlying mechanisms of the impact of the relaiop between the consumer and the
service provide on the consumer decisions to acoepéject mobile services. These two
models have great potential because they providenmgful insights into the dynamics of
consumer relationships and how these might affessamer acceptance and use of offered
mobile services. These insights help firms bettedeustand the implications of their
relationship with consumers and therefore help tf@amulate their marketing strategies in
a way that enhances the outcome of their consuateiianships in both the short and long

terms.
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Finally, it would be also beneficial to re-examiaed validate the PVI scale in a different
context other than the mobile commerce domain. Wilgpotentially determine the extent

to which this instrument can be utilised in theufet Also, re-examining the research model
and hypotheses in various business-to-consumer )(B®@ business-to-business (B2B)
contexts would help to assess the validity of thdihgs of this study and also provide new

insights to other research areas of interest itsigh

243



REFERENCES

References

ABS, "Household Income and Income Distribution, #aka, 2005-06," Canberra, 2007,
Australian Bureau of Statistics, The Australian éowment,
http:/www.abs.gov.au/AUSSTATS/abs@.nsf/Latestpotsl®523.0Main%20Features9200
5-06?opendocument&tabname=Summary&prodno=6523.0&=2005-
06&num=&view=, retreived 7 August, 2008.

ABS, "A Picture of the Nation - Education overviéwustralian Bureau of Statistics, The
Australian Government, 2006.

ABS, "Population clock,” 2009, Australian Bureau @&tatistics, The Australian
Government,
http://www.abs.gov.au/ausstats/abs%40.nsf/9471 3t 5ca25682000192af2/1647509
ef7e25faaca2568a900154b63?0penDocumeettreived 15th June, 20009.

ACMA, "Telecommunications Today: Consumers attigitle take-up and use," Australian
Communications and Media Authority, The Austral@overnment, 2007.

Agarwal, R. and Prasad, J. "Are individual diffezes germane to the acceptance of new
information technologies?Pecision sciencef0:2) 1999, pp 361-391.

Ainin, S., Noor Ismawati, J., and Mohezar, S. "Arexview of mobile banking adoption
among the urban communitylhternational Journal of Mobile Communications
(5:2) 2007, pp 157-168.

Ajzen, I. "The theory of planned behavioQtganizational behavior and human decision
processe$50:2) 1991, pp 179-211.

Ajzen, I. and Fishbein, MUnderstanding attitudes and predicting social bebay
Prentice-Hall, Englewood Cliffs, NJ, 1980.

Akinci, S., Aksoy, S., and Atilgan, E. "Adoption &iternet banking among sophisticated
consumer segments in an advanced developing cQuiitgrnational Journal of
Bank Marketing22:3) 2004, pp 212-232.

Amberg, M., Hirschmeier, M., and Wehrmann, J. "TQwnpass Acceptance Model for the
analysis and evaluation of mobile servicefternational Journal of Mobile
Communication$2:3) 2004, pp 1-1.

Anckar, B. and D'Incau, D. "Value creation in mebitommerce: Findings from a
consumer survey,"JITTA : Journal of Information Technology Theorydan
Application(4:1) 2002, p 43.

Anderson, E. and Weitz, B. "Determinants of Cornityhun Conventional Industrial
Channel Dyads,Marketing Sciencé3:4), Fall 1989 1989, p 310.

Anderson, E.W. and Mittal, V. "Strengthening theiSaction-Profit Chain,"Journal of
Service Researd3:2), Nov 2000 2000, pp 107-120.

Anderson, J.C. and Gerbing, D.W. "Structural equmathodeling in practice: A review and
recommended two-step approacRsychological Bulletin(103:3) 1988, pp 411-
423.

Anderson, J.C. and Narus, J.A. "A Model Of DisttdouFirm And Manufacturer Firm
Working P,"Journal of Marketingd54:1), Jan 1990 1990, p 42.

Anderson, P.F. "Marketing, strategic planning amel theory of the firm,The Journal of
Marketing 1982, pp 15-26.

Andreas, R., Anand, I., and Greg, C. "The ecologgnobile commerce: charting a course
for success using value chain analysis,"Ntobile commerce: technology, theory,
and applicationsB.E. Mennecke and T.J. Strader (eds.), IGI PuibigshHershey,
PA, USA, 2003, pp. 122-144.



REFERENCES

Ankeny, J., "The year ahead: Mobile content presist sure to go wrong,” 2008,
fiercemobilecontent, http://www.fiercemobilecontent.com/story/year-aheaabile-
content-predictions-sure-go-wrong/2008-12-2@treived 5th January, 2009.

Aoki, K. and Downes, E.J. "An analysis of young plets use of and attitudes toward cell
phones, Telematics and Informatiq20:4) 2003, pp 349-364.

Arksey, H. and Knight, Anterviewing for Social Scientists: An Introductd®gsource with
ExamplesSage, 1999.

Arndt, J. "Toward a concept of domesticated markdise Journal of Marketing43 (Fall):
1979, pp 69-75.

Auerbach, C.F. and Silverstein, L.Rualitative data: An introduction to coding and
analysis New York University Press, 2003.

Badri, M.A. and Davis, D. "A study of measuring ttwitical factors of quality
management,International Journal of Quality and Reliability Mlagemen{12:2)
1995, pp 36-53.

Bagozzi, R. and Fornell, C. "Theoretical conceptgasurement and meaning," IA:
Second Generation of Multivariate Analyss, Fornell (ed.), Praeger New york,
1982, pp. 5-23.

Bagozzi, R.P. "A field investigation of causal te@as among cognitions, affect, intentions,
and behavior,Journal of Marketing Researdi9: 1982, pp 562-583.

Banerjee, S.S. and Lennon, M.M. "India: The Awakgniof M-Commerce," in:M-
commerce: global experiences and perspectiesDholakia, M. Rask and R.R.
Dholakia (eds.), IGI Global, 2006, p. 133.

Barker, G., "Pre-paid mobiles foot the bill for majy,” 2007, Australian Business
Intelligence http://findarticles.com/p/articles/mi_hb4692/is_7Z08/ai_n19260006/
retreived 14th June, 20009.

Barnes, S.J. "The Wireless Application Protocolrategic Implications for Wireless
Internet Services " inMobile Commerce: Technology, Theory, and Applicetjo
B.E. Mennecke and T.J. Strader (eds.), Idea GroaglGl), Hershey, PA, 2003, p.
145.

Barnes, S.J. and Huff, S.L. "Rising sun: iMode &mel wireless InternetCommun. ACM
(46:11) 2003, pp 78-84.

Baron, S., Patterson, A., and Harris, K. "Beyonchi®logy acceptance: understanding
consumer practice,lnternational Journal of Service Industry Managemgti:2)
2006, pp 111 - 135.

Barutcu, S. "Attitudes towards mobile marketingl$o® study of Turkish consumers,”
Journal of Targeting, Measurement & Analysis forrkéging (16:1) 2007, pp 26-
38.

Bauer, H.H., Barnes, S.J., Reichardt, T., and Newwnav.M. "Driving Consumer
Acceptance of Mobile Marketing: A theoretical Framoek and Empirical Study,"”
Journal of Electronic Commerce Resea(6IB) 2005, pp 181 - 192.

Bauer, H.H., Reichardt, T., Exler, S., and Tranka,"Utility-based design of mobile
ticketing applications - a conjoint-analytical apach,” International Journal of
Mobile Communications:4) 2007, pp 457-473.

Bettencourt, L. and Gwinner, K. "Customization bé tservice experience: the role of the
front-line employee,'International Journal of Service Managemé€nt2) 1996, pp
3-20.

Bhattacherjee, A. and Premkumar, G. "Understandihgnges in Belief and Attitude
Toward Information Technology Usage: A Theoretidébdel and Longitudinal
Test,"MIS Quarterly(28:2) 2004, pp 229-254.

245



REFERENCES

Bigne, E., Ruiz, C., and Sanz, S. "The Impact dérimet User Shopping Patterns and
Demographics on Consumer Mobile Buying BehavioulQurnal of Electronic
Commerce Researgh:3) 2005, pp 193 - 209.

Bitner, M.J. "Relationship Marketing: It's All Abb&romises,'Journal of the Academy of
Marketing Scienc€23:4), Fall, 1995 1995, pp 246-251.

Blau, P.M.Exchange and Power in Social Liflohn Wiley & Sons Inc, New York, 1964.

Blechar, J., Constantiou, I.D., and Damsgaard,EXploring the influence of reference
situations and reference pricing on mobile serviser behaviour,"European
Journal of Information Systen($5:3) 2006, pp 285-291.

Bock, G.-W., Zmud, R.W., Young-Gul, K., and Jae-Nam "Behavioral Intention
Formation in Knowledge Sharing: Examining the RodésExtrinsic Motivators,
Social-Psychological Forces, and Organizationam@le,” MIS Quarterly (29:1)
2005, pp 87-111.

Bouwman, H., Carlsson, C., Molina-Castillo, F.hdaValden, P. "Barriers and drivers in
the adoption of current and future mobile servigesFinland," Telematics and
Informatics(24:2) 2007a, pp 145-160.

Bouwman, H., Carlsson, C., Walden, P., and Molirstllo, F.J. "Trends in mobile
services in Finland 2004-2006: from ringtones tditeointernet,"info (10:2) 2008,
pp 75 - 93.

Bouwman, H., Haaker, T., and de Vos, H. "Mobile v8&r Bundles: The Example of
Navigation Services Electronic Marketg17:1) 2007b, pp 20-28.

Bove, L.L. and Johnson, LW. "A customer-service rkeo relationship model,"
International Journal of Service Industry Managem@ri..5) 2000, p 491.

Bricknell, G. "Total quality revisited, Management Servic€40:1) 1996, pp 18-20.

Brown, S.A. and Venkatesh, V. "Model of Adoption ®échnology in Households: A
Baseline Model Test and Extension Incorporating s$ébwld Lifecycle,”MIS
Quarterly (29:3) 2005, pp 399-426.

Bruner, 1., Gordon C. and Kumar, A. "Explaining samer acceptance of handheld
Internet devices,Journal of Business Resear(@8:5) 2005, pp 553-558.

Bucklin, L.P. and Sengupta, S. "The co-diffusion obdmplementary innovations:
Supermarket scanners and UPC symbod\' INTERNATIONAL PUBLICATION
OF THE PRODUCT DEVELOPMENT & MANAGEMENT ASSOCIATIQ®t2)
1993, pp 148-160.

Buttle, F. (ed.)Relationship Marketing: Theory and Practideaul Chapman Publishing,
London, 1996.

Carlsson, C., Carlsson, J., Hyvonen, K., Puhakaidenand Walden, P. "Adoption of
Mobile Devices/Services — Searching for Answersite UTAUT," 39th Annual
Hawaii International Conference on System Scienidasyaii, 2006a, p. 132a.

Carlsson, C., Walden, P., and Bouwman, H. "Adoptidn3G+ services in Finland,"”
International Journal of Mobile Communicatio%4) 2006b, pp 369-385.

Carlsson, C., Walden, P., and Veijalainen, J. "Mollommerce: Decision Technologies
for Management Track,” The 35th Hawaii Internatio@@nference on Systems
Sciences (HICSS-35'02), IEEE Computer Society, Hia2@02.

Carroll, A., Barnes, S.J., Scornavacca, E., andclkée, K. "Consumer perceptions and
attitudes towards SMS advertising: recent eviderifoem New Zealand,"
International Journal of Advertisin(R6:1) 2007, pp 79-98.

Chae, M., Kim, J., Kim, H., and Ryu, H. "InformatiQuality for Mobile Internet Services:
A Theoretical Model with Empirical ValidationElectronic Markets(12:1) 2002,
pp 38-46.

246



REFERENCES

Chen, L.-d. "A model of consumer acceptance of thegbayment,"International Journal
of Mobile Communication&:1) 2008, pp 32-52.

Cheong, J.H. and Park, M.-C. "Mobile internet ataepe in Korea,'Internet Research
(15:2) 2005, pp 125 - 140.

Chiasson, M.W. and Lovato, C.Y. "Factors influemgcihe formation of a user's perceptions
and use of a DSS software innovatioACM SIGMIS Databasg2:3) 2001, pp 16-
35.

Chin, W.W. "Issues and Opinion on Structural EdquatiModeling,” Management
Information Systems Quarter{22:1) 1998a, pp 7-16.

Chin, W.W. "The partial least squares approach ttactiral equation modeling,” in:
Modern Methods for Business Researbigrcoulides (ed.), Lawrence Erlbaum
Associates, London, 1998b, pp. 295-336.

Chu, C.-H. and Lin, H.-H. "Factors influencing tadoption of wireless technologies on
campus,'International Journal of Mobile Communicatio(%3) 2006, pp 291-308.

Churchill, G.A. "A paradigm for developing bettereasures of marketing constructs,"
Journal of Marketing Researqti6:1) 1979, pp 64-73.

CIA "The World Factbook - Australia,” inThe World FactbogkCentral Intelligence
Agency, 2009a.

CIA, "The World Factbook: Australia,” 2009b, Cemtrdntelligence Agency,
https:/ivww.cia.gov/library/publications/the-world-factbdgleos/as.html  retreived 15
April, 2009.

Claycomb, C. and Martin, C.L. "Building customefat®nships: An inventory of service
providers' objectives and practice$ie Journal of Services Marketi(g6:7) 2002,

p 615.

Constantinou, |., Damsgaard, J., and Knutsen, Llhe"Tour incremental steps toward
advanced mobile service adoptio@8mmun. ACM50:6) 2007, pp 51-55.

Constantiou, 1.D., Damsgaard, J., and KnutsenEkploring perceptions and use of mobile
services: user differences in an advancing marketg'tnational Journal of Mobile
Communication$4:3) 2006, pp 231-247.

Constantiou, 1.D. and Polyzos, G.C. "The impactte¢hnology advances on strategy
formulation in mobile communications networks " imlobile commerce:
technology, theory, and applications book contelat&, Mennecke and T.J. Strader
(eds.), IGI Publishing Hershey, PA, USA, 2008, 99 - 121

Cooper, R.B. and Zmud, R.W. "Information technologgplementation research: a
technological diffusion approachylanagement Scien¢86:2) 1990, pp 123-139.

Crosby, L.A., Evans, K.R., and Cowles, D. "Relasioip Quality in Services Selling: An
Interpersonal Influence Perspectivdgurnal of Marketing54:3), Jul 1990 1990, p
68.

Cyr, D., Head, M., and Ivanov, A. "Design aestletieading to m-loyalty in mobile
commerce,'Information & Managemen#3:8) 2006, pp 950-963.

d'Astous, A. and Landreville, V. "An experimentalvestigation of factors affecting
consumers' perceptions of sales promotiorisffopean Journal of Marketing
(37:11/12), Dec 2003 2003, pp 1746 - 1761.

Danaher, P.J. and Haddrell, V. "A comparison ofstjoe scales used for measuring
customer satisfaction.,International Journal of Service Industry Managemen
(7:4), 1996/// 1996.

Danaher, P.J., Hardie, B.G.S., and Putsis Jr, WMarketing-mix variables and the
diffusion of successive generations of a techngklginnovation,” Journal of
Marketing Researc(B8:4) 2001, pp 501-514.

247



REFERENCES

Davis, F.D. "Perceived Usefulness, Perceived Eds&se, and User Acceptance of
Information Technology,MIS Quarterly(13:3) 1989, pp 319-340.

Davis, F.D. "User acceptance of information tecbggl system characteristics, user
perceptions and behavioral impactsternational journal of man-machine studies
(38:3) 1993, pp 475-487.

Davis, F.D., Bagozzi, R.P., and Warshaw, P.R. "Usgarceptance of Computer
Technology: A Comparison of Two Theoretical Modelsanagement Science
(35:8) 1989, pp 982-1003.

Day, G.SMarket driven strategyFree Press New York, 1990.

Day, G.S. and Wensley, R. "Assessing advantagenaeivork for diagnosing competitive
advantage,Journal of Marketing52:2) 1988, pp 1-20.

De Ruyter, K., Wetzels, M., and Bloemer, J. "Onrilationship between perceived service
quality, service loyalty and switching costdyiternational Journal of Service
Industry Managemer{®:5) 1998, pp 436-453.

De Ruyter, K., Wetzels, M., and Lemmink, J. "Thendwmics of the service delivery
process: a value-based approadhternational Journal of Research in Marketing
(14:3) 1997, pp 231-243.

De Vaus, D.AResearch Design in Social ResearShge Publications Inc, 2001.

Dewan, S.G. and Chen, L.-d. "Mobile Payment Adaptio the US: A Cross-industry,
Cross-platform Solution,Journal of Information Privacy & Securitfd:2) 2005, p
4,

Dholakia, N., Dholakia, R.R., and Lehrer, M. "Glblbéeterogeneity in the Emerging M-
Commerce Landscape,” iWireless Communications and Mobile Commeixe,
Shi (ed.), Idea Group Publishing, Hershey, Pa.4200

Dorsch, M.J., Swanson, S.R., and Kelley, S.W. "Tole of relationship quality in the
stratification of vendors as perceived by custoriescademy of Marketing
Science. Journg26:2) 1998, p 128.

Durlacher, "UMTS Report,” 2001, Durlacher Reseaidil, http://www.durlacher.com
retreived January 15, 2006.

Dwyer, R.F., Schurr, P.H., and Oh, S. "Developingy&-Seller Relationships,The
Journal of Marketing51:2) 1987, pp 11-27.

Edwards, J.R. and Bagozzi, R.P. "On the Nature@inection of Relationships Between
Constructs and Measure®8ychological Methodg:2) 2000, pp 155-174.

Fang, X., Chan, S., Brzezinski, J., and Xu, S. "Btating Effects of Task Type on
Wireless Technology Acceptance]durnal of Management Information Systems
(22:3) 2005, pp 123-157.

Federation, W., "ACCC approves Vodafone-3 mergeus(ralia),” 2009, Wireless
Federation, http://wirelessfederation.com/news/16268-accc-apgsesodafone-3-merger-
australia retreived 15th June, 2009.

Federation, W., "Australia’s Mobile Market Proflle,2008, Wireless Federation,
http://wirelessfederation.com/news/12057-austratiabile-market-profile/ retreived 9th
May, 2009.

File, K.M. and Prince, R.A. "Evaluating the effeeness of interactive marketingdurnal
of Services Marketin@7:3) 1993, pp 49-58.

Fishbein, M. and Ajzen, IBelief, attitude, intention, and behavior : an wduction to
theory and researchAddison-Wesley Pub. Co., Reading, Mass, 1975.

Fletcher, M. "The effects of internal communicatiteadership and team performance on
successful service quality implementatiom@am Performance Managemept5)
1999.

248



REFERENCES

Fornell, C.A Second Generation of Multivariate Analy$tsaeger, New york, 1982.

Fornell, C. and Larcker, D.F. "Evaluating Structugguation Models with Unobservable
Variables and Measurement Erradgurnal of Marketing Researdi8:1) 1981, pp
39-50.

Fornell, C. and Wernerfelt, B. "Defensive marketiagategy by customer complaint
management: a theoretical analysiurnal of Marketing Researqt24: 1987, pp
337-346.

Frost and Sullivan, "The Australian Consumer Mob@®ntent Market 2006-2010,"
eMarketer, 2006.

Gale, B.T.Managing customer value: Creating quality and segvihat customers can see
Free Press, New York, 1994.

Gefen, D., Karahanna, E., and Straub, D.W. "Trust &AM in Online Shopping: An
Integrated Model,MIS Quarterly(27:1), 03 2003, pp 51-90.

Gefen, D. and Keil, M. "The impact of developer pmssiveness on perceptions of
usefulness and ease of use: An extension of thendémgy of the technology
acceptance modelPatabase for Advances in Information Systgg82) 1998, p
35.

Gefen, D., Straub, D., and Boudreau, M. "Structitguiation Modeling and Regression:
Guidelines for Research PracticESmmunications of Al@:7) 2000, pp 1-78.
Gong, M. and Xu, Y. "The Gender’s Influence on Wé&ss Internet Access Technology

Acceptance,” Hong Kong Mobility Roundtable, Hongrigo 2005.

Gong, M. and Yan, X. "Applying technology accep&mneodel, theory of planned behavior
and social cognitive theory to mobile data commaitidns service acceptance,” 8th
Pacific Asia Conference on Information Systems (FRCShanghai, China., 2004.

Granovetter, M. "Economic action and social striestuhe problem of embeddedness,”
American journal of sociolog{91:3) 1985, p 481.

Grewal, R., Mehta, R., and Kardes, F.R. "The timofgrepeat purchases of consumer
durable goods: The role of functional bases of oores attitudes,"Journal of
Marketing Researcfd1:1) 2004, pp 101-115.

Gundlach, G.T. and Achrol, R.S. "The structure @hmitment in exchangeJournal of
marketing(59:1) 1995, p 78.

Haghirian, P. and Inoue, A. "An advanced model@fsumer attitudes toward advertising
on the mobile internet,International Journal of Mobile Communicatior{5:1)
2007, pp 48-67.

Hair, J.F., Anderson, R.E., Tatham, R.L., and BJabkC. Multivariate Data Analysis with
Readings(5th ed.), Prentice-Hall, Englewood Cliffs, N998.

Hall, H. "Borrowed theory Applying exchange thesri@ information science research,”
Library and Information Science Reseal@3:3) 2003, pp 287-306.

Han, S., "Individual Adoption of Information Systemn Organisations: A Literature
Review of Technology Acceptance Model,” Turku Cenfior Computer Science,
2003 Turku.

Haque, A. "Mobile Commerce: Customer Perception &fsd Prospect on Business
Operations in Malaysia,Journal of American Academy of Business, Cambridge
(4:1/2), March 2004 2004, p 257.

Harris, P., Rettie, R., and Kwan, C.C. "Adoptiordddsage of m-commerce: A cross-
cultural comparison of Hong Kong and the Unitedt&A Journal of Electronic
Commerce Resear¢h:3) 2005, p 210.

Heinonen, K. and Strandvik, T. "Consumer respom&gs to mobile marketing,"
International Journal of Mobile Communicatio(&6) 2007, pp 603-617.

249



REFERENCES

Hennig-Thurau, T. "Relationship Quality and Custonietention through Strategic
Communication of Customer SkillsJournal of Marketing Manageme(it:3) 2000,
pp 55-79.

Hennig-Thurau, T. and Klee, A. "The Impact of Cusér Satisfaction and Relationship
Quality on Customer Retention: A Critical Reassess#nand Model Development,”
Psychology & Marketing14:18), Dec 1997 1997, p 737.

Hinde, R.A.Towards understanding relationshjpscademic Press, London, 1979.

Homans, G.C. "Social Behavior as Exchangéhe American Journal of Sociolog§3:6)
1958, pp 597-606.

Hong, S.-J. and Tam, K.Y. "Understanding the Admptof Multipurpose Information
Appliances: The Case of Mobile Data Servicdsfbormation Systems Research
(17:2) 2006a, pp 162-179.

Hong, S.-J., Thong, J.Y.L.,, and Tam, K.Y. "Undemsliag continued information
technology usage behavior: A comparison of thredatsin the context of mobile
internet,"Decision Support Syster(¥2:3) 2006b, pp 1819-1834.

Hsu, C.M. and Su, C.T. "Quality management prastice Taiwan's telecommunication
industry,"Measuring Business Excellen@3) 2002, p 42.

Hu, P.J., Chau, P.Y.K., Sheng, O.R.L., and Tam, .K!Examining the technology
acceptance model using physician acceptance ohéeleine technology,Journal
of Management Information Syste(h§:2) 1999, pp 91-112.

Huber, F., Herrmann, A., and Morgan, R.E. "Gainicgmpetitive advantage through
customer value oriented managemergurnal of Consumer Marketing18:1)
2001, pp 41-53.

Huh, Y.E. and Kim, S.H. "Do early adopters upgraddy? Role of post-adoption behavior
in the purchase of next-generation producistrnal of Business Resear(il:1)
2008, pp 40-46.

Hulland, J. and Richard Ivey School of, B. "UsePaifrtial Least Squares (PLS) in Strategic
Management Research: A Review of Four Recent Stjidirategic Management
Journal (20:2) 1999, pp 195-204.

Hung, S.-Y. and Chang, C.-M. "User acceptance of PAgervices: test of competing
theories,"Computer Standards & Interfaces

Mobile Commerce: A new frontier in e-commerce aitélass communicatio(27:4) 2005,
pp 359-370.

Hung, S.-Y., Ku, C.-Y., and Chang, C.-M. "Critidalctors of WAP services adoption: an
empirical study,"Electronic Commerce Research and Applicati¢2d) 2003, pp
42-60.

Irani, Z., Dwivedi, Y.K., and Williams, M.D. "Undstanding consumer adoption of
broadband: an extension of the technology acceptanodel,” Journal of the
Operational Research Socie® October 2008, pp 1-13.

ITU, "The world ICT penetration rates per 100 initetits - by region,” 2007, International
Telecommunication Uniorhttp://www.itu.int/ITU-D/ict/statistics/ict/ retreived 28th

March, 2008.
ITU, "Worldwide mobile cellular subscribers to rbad billion mark late 2008," 2008,
International Telecommunication Union http://www.itu.int/ITU-

Dl/ict/newslog/Worldwide+Mobile+Cellular+Subscribei®+Reach+4+Billion+Mark+Lat
e+2008.aspx retreived 25th December, 2008.

Jackson, C.M., Chow, S., and Leitch, R.A. "Toward umderstanding of the behavioral
intention to use an information systerdgcision science@8:2) 1997, pp 357-389.

250



REFERENCES

Jap, S.D., Manolis, C., and Weitz, B.A. "Relatiapsuality and buyer-seller interactions
in channels of distribution Journal of Business Resear@6:3) 1999, pp 303-313.

Jarvenpaa, S.L., Lang, K.R., Takeda, Y., and Tuergi V.K. "Mobile Commerce at
Crossroads,Communications of the ACN003, pp 41-44.

Jarvis, C.B., Mackenzie, S.B., Podsakoff, P.M.,iMD.G., and Bearden, W.O. "A Critical
Review of Construct Indicators and Measurement NMaddéspecification in
Marketing and Consumer Researcligurnal of Consumer Resear¢B0:2) 2003,
pp 199-218.

Jillbert, J. and Ahmad, K. "Adoption, Diffusion, &snd Impact of M-Commerce Within
Campus Community: A Survey of International Studgnin: The 15th South
Pacific User Service Conference 2004 (SPUSC 2004#)versity of Newcastle,
Australia, 2004.

Johnson, B., "Australia’'s Mobile Phone Use to Edc#80% in 3 Years, Predicts IDC,"

2005, International Data Communication (IDC) Aultra
http://www.idc.com.au/press/release.asp?releas@6Rl= retreived 11lth Septermber
2006.

JPMorgan, "Australian Mobile market," Asia Paciiquity Research, 2007.

Junglas, I. "On the usefulness and ease of usecafibn-based services: insights into the
information system innovator's dilemmal/hternational Journal of Mobile
Communication$5:4) 2007, pp 389-408.

Kalakota, RM-business : the race to mobilitylcGraw-Hill, New York, 2001.

Kankanhalli, A., Tan, B.C.Y., and Wei, K.K. "Corlititing Knowledge to Electronic
Knowledge Repositories: An Empirical InvestigatioMIS Quarterly(29:1) 2005,
pp 113-143.

Kauffman, R.J. and Techatassanasoontorn, A.A. riatenal Diffusion of Digital Mobile
Technology: A Coupled-Hazard State-Based Approabifdrmation Technology
and Managemer(6:2) 2005, pp 253-292.

Keating, B., Rugimbana, R., and Quazi, A. "Diffdrating between service quality and
relationship quality in cyberspacéflanaging Service Qualitf13:3) 2003, p 217.

Kehr, T. and Luhrig, T. "Germany: From Chart-TogpiRingtones to 3G M-Commerce,"
in: M-commerce: global experiences and perspectidesDholakia, M. Rask and
R.R. Dholakia (eds.), IGI Global, 2006, p. 112.

Keiningham, T.L., Perkins-Munn, T., and Evans, HAhé impact of customer satisfaction
on share-of-wallet in a business-to-business enmient,” Journal of Service
Research : JSK6:1), Aug 2003 2003, p 37.

Keng, S., Hong, S., Fiona, N., and Davis, S. "Alitat@ve investigation on consumer trust
in mobile commerce,International Journal of Electronic Busine$2:3) 2004, pp
1-1.

Kern, T. and Willcocks, L. "Exploring informatiore¢hnology outsourcing relationships:
theory and practice Journal of Strategic Information Systel{®4) 2000, pp 321-
350.

Khalifa, A.S. "Customer Value: a review of recenterature and an integrative
configuration,"Management Decisiof#2:5) 2004, pp 645-666.

Khalifa, M. and Shen, K.N. "Explaining the adoptiai transactional B2C mobile
commerce,"Journal of Enterprise Information Manageméd@gi.:2) 2008, pp 110 -
124.

Kharif, O., "TV Phones Prep for Prime Time,” 2004Business Week,
http://www.businessweek.com/technology/content/66d2c2004121_1328_tc119.htm
retreived April 6th, 2007.

251



REFERENCES

Kim, H.-W., Chan, H.C., and Gupta, S. "Value-bagetbption of Mobile Internet: An
empirical investigation,Decision Support Syster(¥3:1) 2007, pp 111-126.

Kim, H., Lee, I, and Kim, J. "Maintaining contimgevs. converting discontinuers: relative
importance of post-adoption factors for mobile dsgevices,'International Journal
of Mobile Communication&:1) 2008, pp 108-132.

Kim, N., Srivastava, R.K., and Han, J.K. "Consunugcision-making in a multi-
generational choice set contexidurnal of Business Resear(8:3) 2001, pp 123-
136.

Kim, S.H. and Srinivasan, V. "A Conjoint-Hazard Mgbdof the Timing of Buyers'
Upgrading to Improved Versions of High-TechnologyodRicts,” Journal of
Product Innovation Manageme(6:3) 2009, pp 278-290.

Kleijnen, M., de Ruyter, K., and Wetzels, M.G.M.atfors influencing the adoption of
mobile gaming services," in:Mobile commerce: technology, theory, and
applications table of content8.E. Mennecke and T.J. Strader (eds.), Idea Group
Inc (IGI), Hershey, PA, 2003, pp. 202-217.

Koivumaki, T. "Consumer Attitudes and Mobile Trawrtal,"Electronic Marketg12:1)
2002, pp 47-57.

Koivumaki, T., Ristola, A., and Kesti, M. "Prediaj consumer acceptance in mobile
services: empirical evidence from an experimentatl euser environment,"
International Journal of Mobile Communicatio(®%4) 2006, pp 418-435.

Kotler, P.Marketing management : analysis, planning, impletagon, and contrgl (8th
ed. ed.), Prentice Hall,, Englewood Cliffs, N.294.

Kumar, N., Scheer, L.K., and Steenkamp, J.-B.E.Whe' effects of supplier fairness on
vulnerable resellers,Journal of Marketing Researdq32:1) 1995, p 54.

Kuo, Y.F. and Yu, C.W. "3G telecommunication operat challenges and roles: A
perspective of mobile commerce value chairethnovatior(26:12) 2006, pp 1347-
1356.

Laforet, S. and Li, X. "Consumers' attitudes tovgaotiline and mobile banking in China,”
The International Journal of Bank Marketii(@3:4/5) 2005, p 362.

Lages, C., Lages, C.R., and Lages, L.F. "The RELQW#gale: a measure of relationship
quality in export market ventures]ournal of Business Resear($8:8), Aug 2005
2005, p 1040.

Lapierre, J. "Customer-perceived value in induktdantexts,” Journal of Business &
Industrial Marketing(15:2/3) 2000, pp 122 - 145.

Laukkanen, T. "Internet vs mobile banking: comparicustomer value perceptions,"”
Business Process Management Joukadt6) 2007, pp 788 - 797.

Laukkanen, T. and Lauronen, J. "Consumer valuetiorean mobile banking services,"
International Journal of Mobile Communicatio(&4) 2005, pp 325-338.

Lee, C. "Modifying an American Consumer Behaviorddbfor Consumers in Confucian
Culture: The Case ofthe Fishbein Behavioral IntentiModel,” Journal of
International Consumer Marketin@:1) 1990, pp 27-50.

Lee, C.C., Cheng, H.K., and Cheng, H.H. "An emapiristudy of mobile commerce in
insurance industry: Task—technology fit and indiat differences,"Decision
Support Systen(@3:1) 2007a, pp 95-110.

Lee, 1., Choi, B., Kim, J., and Hong, S.J. "Cultdrechnology Fit: Effects of Cultural
Characteristics on the Post-Adoption Beliefs of NwbInternet Users,"
International Journal of Electronic Commer€El:4) 2007, pp 11-51.

252



REFERENCES

Lee, J.N. and Kim, Y.G. "Effect of partnership dtyalon IS outsourcing success:
conceptual framework and empirical validationJournal of Management
Information Systemd5:4) 1999, pp 29-61.

Lee, M.S.Y., McGoldrick, P.J., Keeling, K.A., andbBerty, J. "Using ZMET to explore
barriers to the adoption of 3G mobile banking s=sj"International Journal of
Retail & Distribution Managemer{81:6) 2003a, pp 340 - 348.

Lee, T. "The Impact of Perceptions of Interactivig Customer Trust and Transaction
Intentions in Mobile Commerce,Journal of Electronic Commerce Reseafé3)
2005, pp 165 - 180.

Lee, T. and Jun, J. "Contextual perceived valua®edtigating the role of contextual
marketing for customer relationship management madbile commerce context,”
Business Process Management Joukadt6) 2007, pp 798 - 814.

Lee, T. and Jun, J. "The role of contextual markgtoffer in Mobile Commerce
acceptance: comparison between Mobile Commerce suserd nonusers,”
International Journal of Mobile Communicatio(&3) 2007, pp 339-356.

Lee, W.J. and Kim, T.U. "User Acceptance of the Nobnternet,” First International
Conference on Mobile Business, Athens, Greece,.2002

Lee, Y., Kozar, K.A., and Larsen, K.R.T. "The teclogy acceptance model: Past, present,
and future,"Communications of the Association for Informatioyst&ms(12:50)
2003b, pp 752-780.

Legris, P., Ingham, J., and Collerette, P. "Whypaople use information technology? A
critical review of the technology acceptance mddiiformation & Management
(40:3) 2003, pp 191-204.

Lennstrand, B. "Diffusion of information and comnmation technology to households:
How come it goes so slowly when it goes so fasihig Twelfth Biennial ITS
Conference Stockholm, 1998.

Leppaniemi, M. and Karjaluoto, H. "Factors influerg consumers' willingness to accept
mobile advertising: a conceptual modellhternational Journal of Mobile
Communication$3:3) 2005, pp 1-1.

Leung, L. "Unwillingness-to-communicate and colleggadents’ motives in SMS mobile
messaging, Telematics and Informatiq24:2) 2007, pp 115-129.

Lewis, B.R., Templeton, G.F., and Byrd, T.A. "A 1netiology for construct development
in MIS research.,'European Journal of Information SysteKig:4) 2005, pp 388-
400.

Lewis, W., Agarwal, R., and Sambamurthy, V. "Sosrc# influence on beliefs about
information technology use: an empirical study ofowledge workers,"MIS
Quarterly (27:4) 2003, pp 657-678.

Liang, C.-J. and Wang, W.-H. "The behavioural segeeof the financial services industry
in Taiwan: Service quality, relationship quality datehavioural loyalty,"The
Service Industries Journ&26:2), Mar 2006 2006, p 119.

Lilander, V. and Roos, [|. "Customer-relationshipvéls - from spurious to true
relationships, The Journal of Services Marketi(b6:7) 2002, pp 593-614.

Lin, H.-H. and Wang, Y.-S. "Predicting Consumerelntion to Use Mobile Commerce in
Taiwan," Proceedings of the Fourth Internationahfécence on Mobile Business,
IEEE Computer Society, Sydney, Australia, 2005,48/6-412.

Lin, Y.-M. and Shih, D.-H. "Deconstructing mobil®ramerce service with continuance
intention,"International Journal of Mobile Communicatio(&1) 2008, pp 67-87.

253



REFERENCES

Lu, J., Yao, J.E., and Yu, C.-S. "Personal innameatess, social influences and adoption of
wireless Internet services via mobile technologyle Journal of Strategic
Information System@d4:3) 2005a, pp 245-268.

Lu, J., Yu, C.-S., and Liu, C. "Facilitating Condits, Wireless Trust and Adoption
Intention,"Journal of Computer Information Syste($:1) 2005b, pp 17-24.

Lu, J., Yu, C.-S,, Liu, C., and Wang, K. "Determitgof Accepting Wireless Mobile Data
Services in China," Hong Kong Mobility Roundtaldtgng Kong, 2005c.

Lu, J., Yu, C-S., Liu, C. and Yao, J.E. "Technologgceptance model for wireless
internet,"Internet Research: Electronic Networking Applicascand Policy(13:3)
2003, pp 206-222.

Luarn, P. and Lin, H.-H. "Toward an understandirigttee behavioral intention to use
mobile banking,'Computers in Human Behavi{21:6) 2005, pp 873-891.

MacCallum, R.C. and Browne, M.W. "The Use of Causalicators in Covariance
Structure Models: Some Practical Issud3sychological Bulletif114:3) 1993, pp
533-541.

Mackenzie, S.B. "Opportunities for Improving ConsirResearch through Latent Variable
Structural Equation Modeling.Journal of Consumer Resear(28:1) 2001, p 159.

MacKenzie, S.B., Podsakoff, P.M., and Jarvis, Clhe Problem of Measurement Model
Misspecification in Behavioral and OrganizationalesRarch and Some
Recommended SolutionsJburnal of Applied Psycholod$0:4) 2005, pp 710-730.

Malhotra, A. and Segars, A.H. "Investigating WisdéVeb Adoption Patterns in the U.S.,"
Communications of the ACM8:10) 2005, pp 105-110.

Mallat, N. "Exploring consumer adoption of mobilayments - A qualitative studyThe
Journal of Strategic Information Syste(i$:4) 2007, pp 413-432.

Maneesoonthorn, C. and Fortin, D. "M-Commerce Beytre Basics, Adopting Added-
Value Services,” in:M-commerce: global experiences and perspectivds,
Dholakia, M. Rask and R.R. Dholakia (eds.), IGl izl 2006, p. 177.

Massoud, S. and Gupta, O.K. "Consumer perceptiod attitude toward mobile
communication,"International Journal of Mobile Communicatioii$:4) 2003, pp
390-408.

Mathieson, K. "Predicting user intentions: comparihe technology acceptance model
with the theory of planned behavioitiformation Systems Resear¢h3) 1991, pp
173-191.

Mathwick, C., Malhotra, N., and Rigdon, E. "Expetial value: conceptualization,
measurement and application in the catalog andneteshopping environment,”
Journal of Retailing77:1) 2001, pp 39-56.

Matthew, J., Sarker, S., and Varshney, U. "M-ConumeServices: Promises and
Challenges,Communications of AIR004:14), 09 2004, pp 1-11.

McColl-Kennedy, J.R. and Anderson, R.D. "Impactleddership style and emotions on
subordinate performancelhe Leadership Quarterl{d3:5) 2002, pp 545-559.

McManus, P. and Standing, C. "The value of lifedrgs in researching the adoption and
use of m-services,"” 12th European Conference oarrrdtion Systems, Turku,
Finland, 2004.

Moore, G.C. and Benbasat, I. "Development of atrdmsent to Measure the Perceptions of
Adopting an Information Technology Innovationlyiformation Systems Research
(2:3), 1991/09// 1991, pp 192-222.

Morgan, R.M. and Hunt, S.D. "The commitment-trustdry of relationship marketing,"
Journal of Marketing58:3), Jul 1994 1994, p 20.

254



REFERENCES

Muk, A. "Consumers' intentions to opt in to SMS adising,"” International Journal of
Advertising(26:2) 2007a, pp 177-198.

Muk, A. "Cultural influences on adoption of SMS adusing: A study of American and
Taiwanese consumersJournal of Targeting, Measurement & Analysis for
Marketing(16:1) 2007b, pp 39-47.

Munnukka, J. "Characteristics of early adoptersmobile communications markets,"
Marketing Intelligence & Planning25:7) 2007, pp 719 - 731.

Munro, M.C., Huff, S.L., Marcolin, B.L., and CompeaD.R. "Understanding and
measuring user competenckformation & Managemen(33:1) 1997, pp 45-57.

Muthaiyah, S. "Key Sucess Factors of 3rd Generalimbile Network Services for M-
Commerce in MalaysiaAmerican Journal of Applied Sciendds4) 2004, pp 261-
265.

Mylonopoulos, N.A. and Sideris, I.A. "Growth of W& Added Mobile Services Under
Different Scenarios of Industry EvolutiorElectronic Marketg16:1) 2006, p 28.

Netemeyer, R.G., Bearden, W.O., and Sharma,S&ling Procedures: Issues and
Applications Sage, 2003.

Neuman, W.L.Social research methods : qualitative and quantitatapproaches(6th
ed.), Pearson/Allyn and Bacon, Boston, 2006.

Newsted, P., Huff, S., and Munro, M. "Survey Instents in Information Systems,"
Management Information Systems Quart¢?l®:1) 1998, p 21.

Nunnally, J.CPsychometric theorlcGraw-Hill, New York, 1967.

Nunnally, J.C.Psychometric theory / Jum C. Nunnalli2d ed. ed.), McGraw-Hill,, New
York :, c1978.

Nysveen, H., Pedersen, P.E., and Thorbjgrnser:xplaining intention to use mobile chat
services: moderating effects of gendefhe Journal of Consumer Marketing
(22:4/5) 2005a, p 247.

Nysveen, H., Pedersen, P.E., and Thorbjgrnsen,ritentions to Use Mobile Services:
Antecedents and Cross-Service Comparisodssademy of Marketing Science
Journal (33:3) 2005b, p 330.

OECD, "Education at a Glance 2008: OECD Indicatd&808, Organisation For Economic
Co-operation and Developmentyww.oecd.org/edu/eag2008 retreived 15 April,
2009.

Oh, S., Yang, S., Kurnia, S., Lee, H., Mackay, &g O'Doherty, K. "The characteristics
of mobile data service users in Australidfiternational Journal of Mobile
Communication$6:2) 2008, pp 217-230.

Okazaki, S. "New Perspectives on M-Commerce ReBgardournal of Electronic
Commerce Resear¢h:3) 2005, pp 160-164.

Okazaki, S. "What do we know about mobile Interaebpters? A cluster analysis,"
Information & Managemen®3:2) 2006, pp 127-141.

Ong, B.S. "Determinants of purchase intentions stodk-piling tendency of bonus packs,"
American Business Revid€d7:1), Jan 1999 1999, p 57.

Pagani, M. "Determinants of adoption of third gexien mobile multimedia services,"
Journal of Interactive Marketin@l8:3) 2004, p 46.

Palmer, A. "Measuring and managing buyer-selleati@hship life cycles,'Management
Research Newd 8:12) 1995, p 25.

Park, C. "Hedonic and utilitarian values of mobiiternet in Korea,International Journal
of Mobile Communicationg:5) 2006, pp 497-508.

255



REFERENCES

Pavlou, P.A. and Fygenson, M. "Understanding anedieting Electronic Commerce
Adoption: An Extension of the Theory of Planned Babr,"” MIS Quarterly,(30:1)
2006, pp 115-143.

Pedersen, P.E. "Adoption of Mobile Internet Sersic&n Exploratory Study of Mobile
Commerce Early AdoptersJournal of Organizational Computing and Electronic
Commercg15:2) 2005, pp 203-222.

Pelkonen, T. "Finland: Internationalization as kieg to growth and m-commerce success,"
in: M-commerce: global experiences and perspectidedDholakia, M. Rask and
R.R. Dholakia (eds.), IGI Global, 2006, p. 72.

Petrick, J.F. "Development of a multi-dimensionedle for measuring the perceived value
of a service,'Journal of Leisure Resear¢B4:2), 03/22/ 2002, p 119(116).

Petter, S., Straub, D., and Rai, A. "Specifyingrirative Constructs in Information Systems
Research,MIS Quarterly(31:4) 2007, pp 623-656.

Porter, M.E.Competitive advantagé&ree Press, New York, 1985.

Porter, M.E.Competitive strategyFree Press, New York, NY, 1980.

Premkumar, G., Ramamurthy, K., and Liu, H.-N. "tnf messaging: An examination of
the impact of attitudinal, normative, and contr@lieéf systems,"Information &
Managemen(45:7) 2008, pp 451-457.

Pura, M. "Linking perceived value and loyalty inc&ion-based mobile services,"
Managing Service Qualit{15:6) 2005, pp 509 - 538.

Ranganathan, C., Seo, D., and Babad, Y. "Switcbelgavior of mobile users: do users'
relational investments and demographics matt&@dpean Journal of Information
System¢15:3) 2006, pp 269-276.

Rao, B. and Minakakis, L. "Evolution of Mobile Ldamn-based Services,"
Communications of the ACM6:12) 2003, pp 61-65.

Reichheld, F.F. and Sasser Jr, W.E. "Zero defestiqnality comes to servicedilarvard
business revie68:5) 1990, pp 105-111.

Reynoso, J. and Moores, B. "Towards the measurermaennternal service quality,”
International Journal of Service Industry Managem@n3) 1995, pp 64-83.

Ringle, C.M., Wende, S., and Will, A. "SmartPLS Zlfeta),” http://www.smartpls.de
Hamburg, Germany, 2005.

Roberts, K., Varki, S., and Brodie, R. "Measurihg guality of relationships in consumer
services: An empirical studyEuropean Journal of Marketingg7:1/2) 2003, p 169.

Robey, D. "User attitudes and management informatsystem use,"Academy of
Management JourngR2: 1979, pp 527-538.

Rogers, E.MDiffusion of Innovation(4th ed.), The Free Press, New York, 1995.

Roig, J.C.F., Garcia, J.S., Tena, M.A.M., and MangpJ.L. "Customer perceived value in
banking services.,International Journal of Bank Marketin(R4:5) 2006, pp 266-
283.

Samuelsson, M., Dholakia, N., and Sardana, S. 8dritates of America: Renewed Race
for Mobile Services," in:M-commerce: global experiences and perspecties,
Dholakia, M. Rask and R.R. Dholakia (eds.), IGl &zl 2006, p. 240.

Sanchez, J., Callarisa, L.J., Rodriguez, R.M., Kiadiner, M.A. "Perceived value of the
purchase of a tourism product,burism Managemer{27:4) 2006.

Sarker, S. and Wells, J.D. "Understanding Mobilendheeld Device Use and Adoption,”
Communications of the ACM6:12) 2003, p 35.

Scharl, A., Dickinger, A., and Murphy, J. "Diffusioand success factors of mobile
marketing,"Electronic Commerce Research and Applicati¢h®) 2005, pp 159-
173.

256



REFERENCES

Schoeffler, S., Buzzell, R.D., and Heany, D.F. "&opof strategic planning on profit
performance,Strategic Planning: Models and Analytical Technigue90, p 93.

Schwarz, A., Junglas2, I.A., Krotov2, V., and ChM/.W. "Exploring the role of
experience and compatibility in using mobile tedbgas " Journal Information
Systems and E-Business Manager(zd) 2004, pp 337-356

Scornavacca, E., Barnes, S.J., and Huff, S.L. "MoBiusiness Research Published in
2000-2004: Emergence, Current Status, and Futuppi@mities,"Commun. ACM
(17: 2006, pp 635-646.

Segars, A.H. "Assessing the unidimensionality ohsugement: a paradigm and illustration
within the context of information systems resedrémega(25:1) 1997, pp 107-
121.

Serenko, A., Turel, O., and Yol, S. "Moderating &olof User Demographics in the
American Customer Satisfaction Model Within the €om of Mobile Services,"
Journal of Information Technology Managemgéxvli:4) 2006, pp 20 - 32.

Sharma, C., "Global Wireless Data Market Update620@Q007, Technology & Strategy
Consulting,
http:/www.chetansharma.com/Global%20Wireless%2Meidh202006%20Update%20Ap
ri1%202007%20-%20Chetan%20Sharma%?20Consulting.pdfetreived 16th January,
2008.

Shaw, R. "Creating a Ring of Commitment to Cust@yiclournal of Marketing Practice:
Applied Marketing Scieng@:3) 1996, pp 71-92.

Sheth, J.N., Newman, B.l., and Gross, B.L. "Why gy what we buy: A theory of
consumption values,Journal of Business Resear¢®2:2), 1991/3 1991, pp 159-
170.

Smith, B. "Buyer-Seller Relationships: Bonds, Relathip Management, and Sex-Type,"
Canadian Journal of Admministrative Scien¢gs:1) 1998, pp 76-92.

Smith, S.P. "Online vicarious-experience: Usinghtedogy to help consumers evaluate
physical products over the Internet.,” Department of Information Systeni&he
University of Melbourne, Melbourne, 2006.

Son, J.-Y., Narasimhan, S., and Riggins, F.J. 'tfef Relational Factors and Channel
Climate on EDI Usage in the Customer-Supplier Ratghip,” Journal of
Management Information Syste(22:1) 2005, p 321.

Sonal, K. and Preeta, V. "Practices, PerceptionksArenues of Net-Based Promotions,"
Electronic Commerce Resear($3-4), Oct 2005 2005, p 401.

Spekman, R.E., Strauss, D., and Belk Smith, R.tééedents of collaborative relations
between buyers and sellers: An exploratory invastgfrom the buyer's
perspective,” mimeo, University of Maryland, 1985.

Storbacka, K., Strandvik, T., and Gronroos, C. "Biging customer relationships for profit:
The dynamics of,"International Journal of Service Industry Managemé¢b5)
1994, p 21.

Storey, V.C., Straub, D.W., Stewart, k.A., and WelR.J. "A Conceptual Investigation of
the E-commerce Industry.,"” i@ommunications of the AGMO000, p. 117.

Straub, D., Boudreau, M.-C., and Gefen, D. "ValwatGuidelines for IS Positivist
Research,Communications of AI&004:13) 2004, pp 380-427.

Su, Q. and Adams, C. "Differences in mobile adaptaad use between China and the West
(UK): Implications for future M-commerce developmé&n8th Pacific Asia
Conference on Information Systems (ACIS), Shandblaina., 2004.

Sugai, P. "Exploring the impact of handset upgramemobile content and service usage,”
International Journal of Mobile Communicatio(&3) 2007, pp 281-299.

257



REFERENCES

Suisse, C., "Australian Telecommunications," Eqisearch, Credit Suisse First Boston,
2005, p. 38.

Sulaiman, A., Jaafar, N.l., and Mohezar, S. "Anroiav of mobile banking adoption
among the urban communitylhternational Journal of Mobile Communications
(5:2) 2007, pp 157-168.

Sweeney, J.C. and Soutar, G.N. "Consumer perceaie@: The development of a multiple
item scale.,'Journal of Retailing77:2), Summer 2001, p 203.

Tam, T., Forrest, E., and Pope, N.K.L. "Survey Rede on The World Wide Web,"
Australia and New Zealand Marketing Educators' @mrice, Monash University,
Melbourne, Australia, 1997, p. 600.

Tat, P., Cunningham lll, W.A., and Babakus, E. "Samer Perception of Rebates,"
Journal of Advertising Resear¢h8:4), 1988/08//Aug/Sep88 1988, pp 45-50.

Taylor, S. and Todd, P. "Assessing IT Usage: Thde Rd Prior Experience.,'MIS
Quarterly (19:4) 1995a, pp 561-570.

Taylor, S. and Todd, P.A. "Understanding Informatibechnology Usage: A Test of
Competing Models.,Information Systems Resear@&?2) 1995b, pp 144-176.
Telstra, "Telstra Country Wide $250 million packagecustomers,” 2003, Telstra Media

Release 4th of June, retreived 2nd October 2007.

Teo, T.S.H. and Pok, S.H. "Adoption of WAP-enabladbile phones among Internet
users,"Omega(31:6) 2003, pp 483-498.

Thiagarajan, T. and Zairi, M. "A review of total @ity management in practice:
understanding the fundamentals through examplégstf practice applications—part
1," The TQM Magazin€9:4) 1997, pp 270-286.

Thompson, R., Barclay, D.W., and Higgins, C.A. "TPartial Least Squares Approach to
Causal Modeling: Personal Computer Adoption and W@se an lllustration,”
Technology Studies: Special Issue on Research Metibgy (2:2), Fall 1995, pp
284-324.

TOTEL, "Australia Telecommunications Market ResearB8ustralia Telecoms Company
Profiles & Australia Industry Overviews," 2008,http://www.totel.com.au/asian-
telecommunications-research.asp?toc=14@#reived 2nd June, 2009.

Tsang, M.M., Shu-Chun, H., and Ting-Peng, L. "Coneu Attitudes Toward Mobile
Advertising: An Empirical Study,International Journal of Electronic Commerce
(8:3) 2004, pp 65-78.

Turel, O., Serenko, A., and Bontis, N. "User acaepé of wireless short messaging
services: Deconstructing perceived valuafvrmation & Managemeni4:1) 2007,
pp 63-73.

Urbaczewski, A., Valacich, J.S., and Jessup, L.Mollile Commerce: Opportunities and
Challenges,Communications of the AC6:12) 2003, pp 30-32.

Van der Heijden, H. "User acceptance of hedoniormftion systems,MIS Quarterly
(28:4) 2004, pp 695-704.

Vavra, T.G. Aftermarketing: How to keep customers for life tigh relationship
marketing Business One Irwin, Hollywood, IL, 1992.

Venkatesh, V. "Creation of favorable user perceystioexploring the role of intrinsic
motivation,"MIS Quarterly(23:2) 1999, pp 239-260.

Venkatesh, V. "Determinants of perceived ease a: ustegrating control, intrinsic
motivation, and emotion into the technology accepta model,” Information
Systems Resear¢hl:4) 2000, pp 342-365.

Venkatesh, V. and Davis, F.D. "A Model of the Argdents of Perceived Ease of Use:
Development and TestDJecision science@®7:3) 1996, pp 451-481.

258



REFERENCES

Venkatesh, V. and Davis, F.D. "A theoretical extensof the technology acceptance
model: Four longitudinal field studiesylanagement Scien¢d6:2) 2000a, p 186.

Venkatesh, V. and Morris, M.G. "Why Dont Men Evéofsto Ask for Directions? Gender,
Social Influence, and their Role in Techology Adegge and Usage Behavior,"
MIS Quarterly(24:1) 2000b, pp 115-139.

Venkatesh, V., Morris, M.G., Davis, G.B., and DaW®. "User acceptance of information
technology: Toward a unified viewMIS Quarterly(27:3) 2003, pp 425-478.

Vialle, P. and Epinette, O. "France: Mobile Comnuations and Emerging M-Commerce,"
in: M-commerce: global experiences and perspectidesDholakia, M. Rask and
R.R. Dholakia (eds.), IGI Global, 2006, p. 90.

Wakefield, R.L. and Whitten, D. "Mobile computing:user study on hedonic/utilitarian
mobile device usageEuropean Journal of Information Systefi$:3) 2006, pp
292-300.

Wang, Y.-S., Lin, H.-H., and Luarn, P. "Predictiegnsumer intention to use mobile
service,"Information Systems Journgl6:2) 2006, p 157.

Wang, Y. and Lo, H.-P. "Service quality, customatissaction and behavior intentions:
Evidence from China’s telecommunication industrgfo (4:6) 2002, pp 50 - 60.

Wikstrom, S. and Normann, RKnowledge and value: a new perspective on corporate
transformation Routledge, 1994.

Wilson, D.T. "An Integrated Model of Buyer-SelleeRtionships,Journal of the Academy
of Marketing Scienc3:4), Fall, 1995 1995, pp 335-345.

Wixom, B.H. and Todd, P.A. "A Theoretical Integmti of User Satisfaction and
Technology Acceptancelfiformation Systems Reseand®:1) 2005, p 85.

Wold, H. "Path Models with Latent Variables: ThePRALS approach.,” inQuantitative
Sociology: International Perspectives on Mathmdtiead Statistical Modeling,
H.M. Blalock, A. Aganbegian, F.M. Borodkin, R. Baud and V. Capecchi (eds.),
Academic, New York, 1975, pp. 307-357.

Wolfe, S. and Genin, D. "Alcatel's Solution for M@merce,” in: Alcatel
Telecommunications Revieidcatel 2004.

Woodall, T. "Conceptualising 'Value for the Custom@n Attributional, Structural and
Dispositional Analysis,Academy of Marketing Science Rev{@®: 2003.

Woodruff, R.B. "Customer value: the next sourceahpetitive advangateJournal of the
Academy of Marketing Scien(25:2) 1997, pp 139-153.

Woodruff, R.B. and Gardial, Xnow your customer: new approaches to understanding
customer value and satisfactidBlackwell Publishing, Oxford, 1996.

Wray, B., Palmer, A., and Bejou, D. "Using neuratwork analysis to evaluate buyer-
seller relat,'European Journal of Marketin@®8:10) 1994, p 32.

Wu, J.-H. and Wang, S.-C. "What drives mobile comoe®: An empirical evaluation of
the revised technology acceptance modafgrmation & Managemeni@2:5) 2005,
pp 719-729.

Yan, X., Gong, M., and Thong, J.Y.L. "Two talesarfe service: user acceptance of short
message service (SMS) in Hong Kong and Chimdg'(8:1) 2006, pp 16 - 28.

Yang, J., He, X., and Lee, H. "Social referenceugranfluence on mobile phone
purchasing behaviour: a cross-nation comparativdyst International Journal of
Mobile Communications:3) 2007, pp 319-338.

Yang, K.C.C. "Exploring factors affecting the adoptof mobile commerce in Singapore,"
Telematics and Informatid22:3) 2005, pp 257-277.

Zeithaml, V.A. "Consumer Perceptions of Price, @Quabnd Value: A Means-End Model
and Synthesis of Evidencelburnal of Marketing52 (July):3) 1988, pp 2-22.

259
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Appendix A: Plain Language Statement
— Questionnaire

Dear Participant,

Thank for your willingness to participate in thisobile commerce adoption survey. No

prior knowledge on the topic being studied is reepli

By fully and thoughtfully completing this survey, you automatically enter a draw to
WIN an astonishing 8GB Apple iPodTouch music and deo player worth $299!(Visit

http://store.apple.com for product information). Please note that respondents with

unreasonable responses to the survey will not bseidered in the draw.

This survey is the main research activity in my RieBearch project at the Department of
Information Systems, the University of MelbournéeTaim of this survey is to understand
the influence of your interaction (as a customerhwour service provider on your

attitudes and intentions to accept advanced mabiteces. All you have to do is to report
your own views about various aspects of the stuslyndicated in each section of the

guestionnaire. This survey consists of four mattisas as follows:

Section A:In this section you evaluate your relationshipghwiour service provider
across several aspects such as Trust, Commitrmaigfegtion and Conflict.

Section B:Consider an example of an incentive provided bpiteservice providers

to encourage customers acceptance of new mobitesgyyou are asked to evaluate or
assess the value of this incentive across sevgpakts such as Price, Performance,
Social value, Emotional value, and new experieepestemic) value.

Section C:lIn this section you are asked to state what ymkthbout howeasy-to-use
and howusefulyou expect the usage of the service to be to you. Will also express
what important people to you will think.

Section D:In this section you express your attitudes tow#ndsservice and intentions

to accept/reject the service.
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Finally, you are asked to provide some information aboutsalf and mobile phone

usage.

It has been estimated that the survey will take@pmately 10-15 minutes of your time to
complete. At any stage of the survey you can pansecome back later to complete it by
clicking on the PAUSE button then following the mlesyed instructions on how to get back
to finish the questionnaire.

Data collected from this survey will remain confitial. No personal identification
information is required (only your email to reachuyif you the lucky winner!). The
demographic information that you are required tvjte is only used for analysis purposes
and will not be released to any other party. If ywave any questions regarding this

guestionnaire, please contact me at:

Department of Information Systems, the Universitivielbourne
Level 4, 111 Barry Street, Carlton, Victoria 3010
Telephone: (03) 8344 1500
Facsimile: (03) 9349 4596
Email: yalhinai@pgrad.unimelb.edu.au

This research project is under the supervisionrofSberah Kurnia and Associate Professor
Dr. Robert Johnston. The research has receivedadlea from the Human Research Ethics
Committee (HREC). Should you have any concerns falio&i manner in which this

research is conducted, please do not hesitate mtactothe Human Research Ethics

Committee (HREC) at the following address:

Executive Officer
Human Research Ethics
The University of Melbourne

HREC application number: 0714693.1
Ph: 8344 2073; fax 9347 6739
Thank you for your valuable contribution to thisgontant research effort. | look forward to

receiving your completed questionnaire.

Yousuf S. AlHinai
PhD Candidate

Information Systems Department, the University albburne
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Appendix B: Questionnaire Instrument

Section A: Customer-Service Provider Relationshi

In this section we are interested in the way peopleteract with their mobile service

providers and how they evaluate and think about thee relationship with the service

providers. Throughout this study, if you are a custmer of more than one mobile
service provider, think of the ONE that you interad with or use most . Also, consider
that the main Company and all its dealers and shopare regarded as one entity
referred to as "service provider".

On a scale from 1 to 5 where 1 is STRONGLY DISAGREE STRONGLY AGREE and
3 is NEUTRAL, how would you describe your level afreement with each of the
following statements:

Your trust in your mobile service provider honesty

1 2 3 4 5
(StronglyDisagree (Neutral) (StronglyAgree)
My service provider is honest about
their problems © © © © ©
My service provider has high
integrity © © © © °
My service provider is trustworthy o) o o o) o

Your trust in your service provider benevolence (godwill and kindness towards

customers)
1 2 3 4 5
(StronglyDisagree (Neutral) (StronglyAgree)
My service provider is concerned o o o o o

about my welfare (well-being)

When | discuss my problems with
my service provider, | know they w o o) o) o )
respond with understanding

| can count on my service provider
consider how their decisions and e e} e} O O
actions affect me

My service provider uses
opportunities that arise to profit on o o) o) o o)
my expense
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Your commitment towards your service provider

1 2 3 4 5
(StronglyDisagree (Neutral) (StronglyAgree)
| feel emotionally attached to my o o o o o

service provider

| continue to deal with my service
provider because | like being o} o o o o
associated with them

| continue to deal with my service
provider because | genuinely enjoy o) o o o) o)
my relationship with them

Your satisfaction with your service provider

1 2 3 4 S

(StronglyDisagreé (Neutral) (StronglyAgree)
providers performance. ° ° e ° °
mg r?i%%it%rc;)vmer is always bettt o o o o o
|p ?(;Ui(\j/g?/ satisfied with my service o o o o o
provider t people | Know ° ° % ° °

1 2 3 4 5
(StronglyDisagred (Neutral) (StronglyAgree)
| am angry with my service provider o} o o o o
| am frustrated with my service
provider © © © © ©
| am annoyed with my service
provider © © © © ©
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Section B: Customer's Perceived Value of the Incene

In this section, we will consider the Bumper Pack &vice (originally offered by the
THREE mobile service provider www.three.com.au) asan example of an advanced
mobile service. Even if you are not a customer of HREE, please assume that your
own service provider also provides the Bumper PaclService the same way THREE
does

Subscribing to the Bumper Pack Service will allow gu UNLIMITED ACCESS to:

- Sports (news and the action on Cricket, AFL, Rugby, NRd ao much more),

- Information (get breaking news stories, follow the stock marlateck the
weather around the world or check the lottery itssahd much more), and

- Entertainment (search for movie session times at your local cimefmd out
what is on TV tonight, find a restaurant or bart gdaugh at Comedy or check
your stars).

To encourage customers to subscribe to Bumper Padervice, your service provider
offers an INCENTIVE: YOU GET UNLIMITED ACCESS TO AL L THE ABOVE
SERVICES FOR $5 A MONTH ONLY!

In the next section, you are asked to assess thdueof this INCENTIVE (that is, how
valuable you think is "paying ONLY $5 a month to gé¢ the Bumper Pack Service"?)
based on how much price value, performance/qualityalue, social value, emotional
value and epistemic (new experience) value you ttkraccepting the INCENTIVE will
give you.

On a scale from 1 to 5 where 1 is STRONGLY DISAGREE STRONGLY AGREE and
3 is NEUTRAL, how would you describe your level afreement with each of the
following statements:

Functional Value (price or value-for-money) gainedy accepting the incentive

1 2 3 4 5
(StronglyDisagreé (Neutral) (StronglyAgree)
The incentive saves me money o o) o) o o)
The incentive is worth the price | a
paying for © © © © ©
The incentive gives me value-for- o o o o o
money

1 2 3 4 5
(StronglyDisagreg (Neutral) (StronglyAgree)
Accepting this incentive allows
me to use a service of high o) o o) o o)
quality.
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Accepting this incentive allows
me to use a technically sound o) o o) o o)
service.

Accepting this incentive allows
me to use many good services.

Social value gained by accepting the incentive ‘

@) @) @) @) @)

1 2 3 4 5
(StronglyDisagreé (Neutral) (StronglyAgree)

gc;c:ggir;?”tgé incentive enhances o o o o o
LTSS @ @ © o o
jongE eSS 6 o o o o
?ggizpl)gr;% rt(l;]\l/sé_ I|.ncent|ve gives me & . . & .
oGS 6 o o o o
ggggpstgncgi atll’lilsl ;r;c;etntlve gives me i & . . & .

Emotional value gained by accepting the incentive ‘

1 2 3 4 5
(StronglyDisagred (Neutral) (StronglyAgree)

Accepting this incentive makes me
feel satisfied. © °© ©° © ©
ﬁ;;gstmg this incentive makes me o o o o o
Accepting this incentive makes me
feel proud of myself. © © © © ©
Accepting this incentive makes me
feel smart. © © © © ©

Epistemic (new experience) value gained by accepgirthe incentive

1 2 3 4 5

(StronglyDisagree (Neutral) (StronglyAgree)
l-grlﬁ ;?t?iﬁgur\g Vallows me to try o o o o o
g’rr;ﬁgesxrp:](-::;nﬁgvtehﬁt this incentive . o o . 5
e neniepeie el 5 6 o0 o o
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This incentive fulfils my curiosity. o) o) o) o) o)
Accepting this incentive answers

many questions | have. © © © © ©
I learn many new things by accept o o o o o

this incentive.

In this section, you are asked to evaluate two aspts of the Bumper Pack Service:
'how easy to use' and 'how useful' you expect thservice to be. Then, you will evaluate
what important people to you (family, friends, coleagues, etc) will think about you if
you accept the Bumper Pack Service from your servecprovider.

On a scale from 1 to 5 where 1 is STRONGLY DISAGREE STRONGLY AGREE and
3 is NEUTRAL, how would you describe your level afreement with each of the
following statements:

How easy-to-use do you expect the Bumper Pack Seareito be

1 2 3 4 5
(StronglyDisagree (Neutral) (StronglyAgree)
| think that learning to use the service
will be easy to me. © © © © ©
| think that | can easily make the
service do what | want it to do. © © © © ©
| think that using the service will be
clear and understandable. © © © © ©
| think the service will be flexible to
interact with. © © © © ©
I think it will be easy for me to become
skilful in using the service. © ° ©° © ©
Ltsrgnk I will find the service easy to - - - - -
How useful the Bumper Pack is to you
1 2 3 4 5
(StronglyDisagree (Neutral) (StronglyAgree)

| think that using the service will he
me accomplish tasks faster. © © © © ©
| think that using the service will
improve my performance in gener: © © © © ©
| think that using the services will
make me more productive. © © © © ©
| think that | will become more o o) o) o o)
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effective by using the service.

| think that using the service will
make it easier to do things.

| think that using the service is use
to me in general.

Opinion of people important to you ‘

O @) @) O @)

@) @) @) @) @)

1 2 3 4 5

(StronglyDisagree (Neutral) (StronglyAgree)
e TS IS o o o o o
lth :: :;(Rﬁg(t:d that people like me t o o o o o
S:r?,?cli .I respect expect me to use o o o o o

Section D: Attitudes and Intention towards adoptingthe service

In this section you, first, evaluate what you thinkabout accepting and using the
Bumper Pack Service, and then, express the exterd which you intend to accept and
use this mobile service.

| think that accepting and using the Bumper Pack Seice would be:

O 1 Wise o2 o3 o 4 O 5Foolish

O 1 Good o2 o3 04 O 5Bad

O 1Positive o2 o3 04 O 5Negative

O 1 Beneficial o2 o3 04 O 5 Unbeneficial

1 2 3 4 5

(StronglyDisagree (Neutral) (StronglyAgree)

| would use the service in the future. o o) o) o o)

If I buy a new mobile handset, | will

pay attention to the service capabili o o) o) o o)

of the handset.

If I change my current service
provider, | will ensure that they offer o o) o) o o)
the service.
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Section E: Information on Mobile Phone Usage and Dwographics

In this section, you provide some general informatin on your mobile phone usage and
some demographics information. This information wil only be used for analysis
purposes and will be kept confidential at all stageof this research.

Mobile Phone Usage Characteristics:

Who is your service provider?(If you are a customer of more than one service pxader,

please consider the one that you interact or dealith most. In other words, the one that yot
considered when answering previous questions in thisurvey)

O THREE O Vodafone
O Telstra O Other, please specify ... [ ]
O Optus

Are you a:

O Contract or account customer (paying

O Prepaid customer bills)

Who pays your mobile usage expenses?

O | pay by myself from my own money O My employer or boss pays for me

O My Parents or partner or someone | kn

pays for me el Other, please specify ... [ ]

How long have you been a customer of your serviceqvider (the service provider you selecte

in Q1 above?

O Less than 3 months O 1to2years O More than 5 years
O 3to 6 months O 2to 3 years
O 6 months to 1 year O 3to5years

Are you currently (or have you ever been) a user of the seices included in the
Bumper Pack Service?

O No, but I am/have been a user of a similar serfglease specify the name of the mobile
service and the company that provide$ it) ]

268



APPENDIX B: QUESTIONNAIRE INSTRUMENT

Demographic Information:

What is your age?

O Less than 15 years O 35-44 years

O 15-19 years O 45-54 years

O 20-24 years O 55-64 years

O 25-34 years O 65 years and over
What is your gender?

O Male O Female

What is the highest level of education you have aved so far?

O Pre-primary O Bachelor Degree

O Primary O Graduate Diploma and/or graduate certificate leyel
O Secondary School O Postgraduate Degree Level

O Certificate Level O Other, please specify ... [ ]

O Advanced Diploma

What is your annual income?

O Under $24,000 O $101,000 to $149,000
O $25,000 to $50,000 O $150,000 or higher
O $51,000 to $100,000

Please enter your email address to qualify for a é@w to win an 8GB Apple iPodTouch
worth $299.* email address must be correct as winners wiltbatacted by email.

| am happy to receive invitations to participatefurther research related to this study (in
case any needed). If | am under the age of 15dénstand that consent from my parents
will be required.

O Yes
O No
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Appendix C: Date Analysis Codebook
for Questionnaire

SPSS variable
name

Full variable/scale name

Coding procedure

Perceived Relationship Quality Scale:

Trust in SP honesty ¥28§¥E% © 1=strongly disagree, 5=strongly agree
Trust in SP benevolence 128§¥gi © 1=strongly disagree, 5=strongly agree
Affective commitment ﬁggmgé 0 1=strongly disagree, 5=strongly agree
Satisfaction SAT1 to SAT4 1=strongly disagree, Eerggly agree

Affective conflict ﬁggﬁ% o 1=strongly disagree, 5=strongly agree

Perceived Incentive Value Scale:

Functional value (Price) xgs:ggé 0 1=strongly disagree, 5=strongly agree
Functional value (Quality) xgEFRQE% 0 1=strongly disagree, 5=strongly agree
Social value xggg:ﬁté to 1=strongly disagree, 5=strongly agree
Emotional value xEmgi to 1=strongly disagree, 5=strongly agree
Epistemic value xgg:glé o 1=strongly disagree, 5=strongly agree
Ease of Use EASE1 to EASE6 1=strongly disagree, 5=strongly agre
Usefulness Hggigté 0 1=strongly disagree, 5=strongly agree
Subjective norm gsgsm% o 1=strongly disagree, 5=strongly agree
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Attitude towards the service
Wise/Foolish?

Good/Bad?
Positive/Negative?

Beneficial/lUnbeneficial?

ATTWISE
ATTGOOD
ATTPOSTV

ATTBENEF

1= foolish, 5= wise
1= bad, 5= good
1= negative, 5= positive

1= unbeneficial, 5= beneficial

Intention to adopt and use the

Al'S

service scale: INT1 to INT3 1=strongly disagree, 5=strongly agree

Usage Information:
1=THREE, 2=Telstra, 3=Optus, 4=Vodafone,

Who is vour service provider?  SP 5=Virgin, 6=other (AAET, Telecom, BOOST,

y b ' Southern Cross Telco, Dodo, Soul, TadAust, M8

Telecom, SIMPIlus, voicetalk, iiNet

Are you a prepaid or contract ACCT_TYPE 1=prepaid, 2=contract

customer?

Who pays your mobile usage WHO_PAYS 1=self, 2=someone | know, 3=employer, 4&xst

expenses?
1=less than 3 months, 2=3 to 6 months, 3=6 mont

Relationship age REL_AGE to 1 year, 4=1to 2 years, 5=2 to 3 years, 6=3t0 5
years, 7=more than 5 years

Do you currently use (or have _ I : .

ever used) the service/similar USER_NOT 1=yes/yes of similar moblle.servm(_e (Optus 3G,

. Telstra Next G, Vodafone Live), 2=no

service?

Demographic Information:
1=15-19 years, 2=20-24 years, 3=25-34 years, 4=

Age AGE 44 years, 5=45-54 years, 6=55-64 years, 7=65 yed
and over, 8=no answer

Gender GENDER 1=male, 2=female
1=pre-primary, 2=primary, 3=secondary school,

Highest level of education EDU 4:cert|f|ca_te level, S:deanced diploma, 6=bachel
degree, 7=graduate diploma and/or graduate
certificate level, 8=postgraduate degree level
1=Under $24,000, 2=$25,000 to $50,000, 3=$51,0

Annual income INCOME to $100,000, 4=$101,000 to $149,000, 5=$150,00(

higher

00
D or
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Appendix D:Total Scores Document for

Questionnaire

Full variable name

SPSS variable name

Coding procedure

Total Trust in SP Honesty Honesty Add all scores TRUSTH1 to TRUSTH3
Total range: 3 to 15

Total Trust in SP 5 Reverse item TRUSTB4

Benevolence enev Add all scores TRUSTB1 to TRUSTB4
Total range: 4 to 20

Total Affective AffectCommit Add all scores ACOMIT1 to ACOMIT3

Commitment
Total range: 3 to 15

Total Satisfaction Satisfaction Add all scores SAT1 to SAT4

Total range: 4 to 20

Total Affective Conflict

AffectConflict

Reverse items ACONF1 to ACONF3
Add all scores ACONF1 to ACONF3
Total range: 3 to 15

Total Perceived
Relationship Quality*

PRQ

Add all scores of all 17 items in the Relationship
Quality scale

Total Functional value
(price)

FunctionalValuePrice

Add all scores VPRICEL to VPRICE3
Total range: 3 to 15

Total Functional value

(quality) FunctionalValueQual | Add all scores VPERF1 to VPERF3
a Y Total range: 3 to 15
Social value scale SocialValue Add all scores VSOCIALL1 to VSOCIAL6

Total range: 6 to 30

Total Emotional value scalg

EmotionalValue

Add all scores VEMO1 to VEMO4
Total range: 4 to 20

Total Epistemic value scale

EpistemicValue

Add all scores VEPIST1 to VEPIST6
Total range: 6 to 30

Total Perceived Incentive

Value* PVI Add all scores of all items in the Perceived
alue Incentive Value scale
I;):;il Perceived Ease of PEOU Add all scores EASE1 to EASEG6
Total range: 6 to 30
Total Usefulness* PU Add all scores USEFUL1 to USEFUL6
Total range: 6 to 30
Total Subjective norm* SN Add all scores SNORM1 to SNORM3

Total range: 3 to 15
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Total Attitude toward ATT Add all scores ATTWISE, ATTGOOD,
service* ATTPOSTV and ATTBENEF
Total range: 4 to 20
Total Intention to adopt | Add all scores INTZ to INT3
and use the service* )
Total range: 3 to 15

*these items represent constructs in the reseaodeinOther items (not in bold) represent dimensioh
these items.
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Appendix E: Plain Language Statement -
Interviews

Dear Participant,

Thank for your willingness to participate in thisohile commerce adoption survey. No

prior knowledge on the topic being studied is reepli

This interview is part of my PhD research projetttlee Department of Information

Systems, the University of Melbourne. The aim af 8urvey is to understand the influence
of your interaction (as a customer) with your melsiervice provider on your attitudes and
intentions to accept advanced mobile services.ydill have to do is to report your own
views about various aspects of the study. Thigviges consists of four main objectives as

follows:

1. To evaluate your relationship with your serviceyider across several aspects
such as Trust, Commitment, Satisfaction and Cdnflic

2. To consider an example of an incentive providednioypile service providers to
encourage customers’ acceptance of new mobilecgs\wou are asked to
evaluate or assess the value of this incentivesageveral aspects such as Price,
Performance, Social value, Emotional value, and eeperience (epistemic)
value.

3. To learn from what you think about haasy-to-usand howusefulyou expect
the usage of the service to be to you. You wilbagpress what important people
to you will think.

4. To learn from your attitudes towards the servicg iatentions to accept/reject the

service.

The interview will take approximately one and af edurs of your time. At any stage of
the interview you can stop and ask or clarify anggiions or doubts you might have. The
information collected will be treated as confidahtand used for research purposes

connected with this research project only. Accegfi¢ information will be restricted to the
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principal investigators only. As required by the ingmsity, data will be held in locked
cabinets in the Department of Information Systeamsi destroyed using confidential waste
disposal techniques after five years. Subject @litlmitations of the law, no information
that could lead to the identification of any indiual will be disclosed in reports on the

project, or to any other party.

This research project is under the supervisionf3derah Kurnia and Dr. Stephen Smith.
The research has received clearance from the Higeaaarch Ethics Committee (HREC).
If you have any concerns about the conduct of tbésearch project you can contact the
Executive Officer, Human Research Ethics, The Umsityg of Melbourne, on ph: (03)
9344-7507, or fax: (03) 9347-6739REC application number: 0714693.2

Thank you for your valuable contribution to thispantant research effort.

Yousuf S. AlHinai
PhD Candidate

Information Systems Department, the University albburne.
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Appendix F: Consent Form - Interviews

PROJECT TITLE: The Impact of Consumer-Service Provider Interaction
the Adoption of Mobile Commerce Services by
Individuals

INVESTIGATORS: Mr. Yousuf Salim AlHinali

Dr. Kurnia, Sherah
Dr. Stephen Smith

PARTICIPANT NAME:

| agree to take part in the above research projebtave had the project explained to me,
and | have read the Plain Language Statement, whethin for my records.

| understand that any information | provide is c¢deftial, and that, subject to the
limitations of the law, no information that couleald to the identification of any individual
will be disclosed in reports on the project, oatty other party.

| agree to this interview being audio-taped foetfaanalysis. To preserve anonymity, |
understand that all written work will use pseudosyanless written permission is later
obtained.

| also understand that my participation is voluptéinat | can choose not to participate, and
that | can withdraw my participation and any ungssed data previously supplied at any
stage of the project.

Signature:

(Participant)

Date:
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Appendix G: Interview Questions

(Guideline)

Introduction:

¢ Introduce myself, the research idea, objectived,tha research model
e Stress confidentiality policy and ask for permissio record the interview and take

notes.

Participant Profile:

e Demographics:

= Gender: Male / Female, Age:

¢ Mobile Usage Characteristics:

=  Mobile Service Provider: ,

» Relationship Age: ,

» Account Type: Prepaid / Contract
» Prior Experience with MC: Yes / No

e General Question: Mobile services content are hsymabvided by third parties
through the mobile service providers such as Threéstra, Optus or Vodafone. If
you come across a new advanced mobile service, offey do you consider as the
provider of this service to you: the content pr@vidr the mobile service provider?
Why? Any example? (For this question, | can useesprnnted examples of service

offers ads, if needed)

Perceived Relationshi

e General Questions:
» What are the sources of the information that help gvaluate your
relationship quality with your owservice provider?
* How do you form a perception (expectation) of howury

relationship with a certain mobile service providesuld be_before

you join then?
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Trust in service provider honesty:
* Do you trust your mobile service provider? (e.g.the company
honest?)
= Can you give an example of why you do/don’t trustiryservice
provider?
» How does this affect the long-term relationshiphwytour service

provider?

Trust in Benevolence: goodwill and kindness towanaistomers
» Do you think your service provider is concernedubgur welfare
as a customer?
» How does this affect the long-term relationshiphwytour service

provider?

Commitment
» Have you considered switching to another serviaviger? Why /
why not?
* Do you like being associated with them? Why?
*» How does your commitment relate/add to your ovegraliception of
the relationship?
Satisfaction
» Are you satisfied with your service provider? (ewould you
recommend them to others, are you happy with fmeiformance, do
they usually live up or exceed your expectations?)
» How does this affect the long-term relationshiphwytour mobile
service provider?
Conflict
» Have you ever felt angry, frustrated, and or andoyath your
service provider?

» How does this affect your long term relationship?
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Effect of PRQ on ATT and INT (I define ATT and INT to the

ATT:

PRQ>ATT:

INT:

PRQ>INT:

Do you currently use any advanced (other than yo®MS and
MMS) mobile services?

Generally, what is your attitude towards advancexbita services?
Why?

Do you think it is (wise, good, positive, benefitimea to use such
services? Why / why not? Can you illustrate?

How do you from your attitude (what information soes do u

usually depend on)?

When you from your attitude towards a new servilieyou consider
the provider of the service? How does this affectiryattitude?
Please give examples

If your mobile service provider offers a new seeyibow does your
relationship quality with your mobile service prder affect your
Attitude towards this new service? How and why?aBde give

examples.

If you are currently a user of mobile services,| wbu use these
services in future?

If you are not a current use of mobile servicesydo intend to use
advanced mobile services in the future? Why / wii? n

How do you from your Intention (what informationusoes do u

usually depend on)?

When you from your Intention towards using a newise, do you
consider the provider of the service? How does #ifect your

attitude? Please give examples
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If your MSP offers a new service, how does youatiehship quality
with your MSP affect your Intention to accept anse uhis new

service? Please give examples.

Perceived Value of the Incentive (I define PVI andhe four types of values to the

participant, and use the Bumper Pack Service as aaxample

e General Questions:

What are the sources of the information (for exampledia) that

help you evaluate a certain adoption incentive?

e Functional value (price)

How would accepting such an incentive give you ecoic value?
Give examples?
How does (how important is) price value (relatejadyour overall

value perception of the incentive?

e Functional value (quality)

e Social value

How would accepting such an incentive give you iyl Give

examples?
How does (how important is) quality of the incestifrelate/add) to

your overall value perception of the incentive?

What social benefits might you get from signing tapa service
provider or a new mobile service? For example, u yhink
accepting such an incentive can enhance your ddeighow you are
perceived by others, or your social image?

How does (how important is) social value (relat@)ybur overall

value perception of the incentive?

e Emotional value

Is there any emotional benefit to signing up toeavrservice (e.qg.
feel satisfied or proud)?
How does (how important is) emotional value (rélabeyour overall

value perception of the incentive?
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e Epistemic value

Would signing up to a new service allow you to something new,
or provide a novel experience?
How does (how important is) epistemic value (rglabeyour overall

value perception of the incentive?

Effect of PVI on ATT and INT and effect of PRQ on F/I:

e PVI>ATT:
e PVI>INT:
e PRQ-PVI:

Do you think that your evaluation of the incentivan affect your

attitude toward the service? How? Give examples

Do you think that your evaluation of the incentivan affect your
Intention to adopt the service? How? Give examples

If your MSP offers an incentive to encourage yolwatcept a new
service, how does your relationship quality withuydSP affect
your value perception of the incentive? Please gkamples.

How does your relationship quality with the servmevider affect
your evaluation of each aspect of the incentivei@dprice, quality,

emotional, social, and epistemic)? Give examples.

Effects of Perceived Usefulness (PU) and Perceivedse of Use (PEOU):

e PEOU and PU > ATT and INT:

If there are new mobile services offered, how doessfulness and
ease of use affect your attitudes towards the s&Pvisive Example?
If there are new mobile services offered, how dessfulness and

ease of use affect your intention towards the se®/iGive Example?
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Effect of Subjective Norm (SN

e General questions:
» |f people you respect expect you to use mc serwidkyou use it?
*» |f you see that people like you (same age, saméeagesame job
etc), use a certain service, how is that goingftecayour attitude

and intention to use the services?

e SN>ATT
» How does the opinion of important people to youn(fg, friends,
colleagues etc) affect you attitude towards new ilmobervices?

Give example?

e SN>INT
= How does the opinion of important people to youn(ifg, friends,
colleagues etc) affect you Intention to accept meabile services?

Give example?
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