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Examining Adoption of Mobile Internet in Saudi Arabia:
Extending TAM with Perceived Enjoyment,
| nnovativeness and Trust

Abstract

Mobile internet represents a breakthrough techngldwat has derived much attention from
mobile organizations and services providers in #iagdom of Saudi Arabia (KSA)
However, the level of acceptance of mobile inteinethe KSA is still below the level of
ambition. This is in addition to the fact that thes a considerable need to discover the main
factors shaping Saudi customers’ intention and @idopof such a mobile system. For this
reason, this study is conducted in the hope of idhog further understanding about the
adoption of mobile internet in the KSA. The extmsiersion of Technology Acceptance
Model TAM with perceived enjoyment was adopted as a thealefoundation of the
current study model. This was expanded by considerdwo additional factors:
innovativeness and trust. The main empirical daddlected through questionnaires was
analysed using structural equation modelling (SEMPerceived usefulness, perceived
enjoyment, trust, and innovativeness are statiyicaupported to have a significant impact
on the Saudi customer intention to adopt mobilerimgt. Further discussion regarding the
main contribution as well as research limitationsdafuture directions are presented at the
end of this paper.

Keywords: Mobile internet, TAM, KSA, adoption.

1. Introduction

Worldwide, the number of mobile users is increastrgmendously. For instance, and
according to Statista (2018c), the number of moplilene subscribers reached 4.6 billion in
2016 and this number is expected to reach 5.0ibmilhy 2019. Accordingly, mobile and

telecommunication organizations have been lookorgvérd to expand their products and
services provided by mobile phones (i.e. mobileerimet, mobile payment, mobile social
media, mobile government, mobile commerce, mobhepping, and mobile learning)

(Alalwan et al., 2016; Gerpott and Meinert, 201&ukkanen, 2016; Rana et al., 2016;
Shareef et al., 2018; Xu et al., 2017). The evotutin mobile technology also represents
more opportunities to be utilized by business andeghmental organizations to introduce
their products and services in a more effective efficient manner (Mascheroni and

Olafsson, 2016; Tran and Corner, 2016). It is irguar to mention that this interest in
accelerating mobile services has been with thenimmie of making people’s life easier and
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enhancing the quality of services provided to tHiemm both private and public organizations
(Shareef et al., 2016). Accordingly, mobile teclugyl applications have increasingly been
playing an integral part in customers’ daily liveapst people cannot leave their homes
without carrying their phones (Dwivedi et al., 20IBwivedi et al., 2017a; Gallup, 2012;

Shareef et al., 2012). One of these applicatiomsdbile internet (M-Internet), which could

be defined as the “access to the Internet with cdsvithat offer wireless connectivity”

(Fogelgren-Pedersen, 2005, p.2). Such novel teoggo{mobile internet) enjoys various

attractive characteristics (i.e. mobility, stalyilitubiquity, accessibility, and usefulness)
(Kapoor et al.,, 2015). Thus, such technology hdsaed considerable interest from
customers worldwide. For example, in 2017, the patien rate of mobile internet users

reached 58.9% worldwide and this percentage isa@&gdo rise to 63.4% by 2019 as stated
by Statista (2018a).

Saudi Arabia has seriously started thinking abdilizing mobile technology and Internet
applications to provide a wide range of serviceSaadi customers over a large geographical
area of 2,150,000 km2 (Ip$o£012). This comes especially in the light of Saym/ernment
interest in technology and innovation diffusion declared in both the Neom project to
establish a big smart city and Saudi Arabia’s \isi030 (vision2030, 2018). As an
important part of this vision, organizations woidkim the mobile and telecommunication
sector have been placing a considerable amoumtveiment and resources in improving all
the aspects related to mobile technologies sushddsle internet. For instance, about $2.14
billion have been invested in sectors like techggland innovation by the Saudi government
as reported by Export.gov (2017). This reflectstbe usage rate of telecommunication
services in the KSA. In that regard, in 2017, thesre about 4 million landline phones
working and users of mobile phone reached 52.7ianil{Export.gov, 2017). However,
regardless of the efforts and investment spent blile services providers in planning and
implementing mobile internet, the actual adoptiate thas not been as planned and expected.
A recent report from Statista (2018b) indicated 2285% of mobile phone users accessed
Internet services via their mobile phone, whichrespnts 44% of the total number of mobile
phone subscribers (52.7 million). In detail, ab8W#6 of Saudi mobile internet users did
shopping via their mobile phone. In 2012, 15% o@idBaArabian consumers were familiar
with mobile payments at the point of sale and 24étewvilling to try them (Statista, 2018d).
Likewise, about 15% of customers in the KSA havaraness and understanding of mobile
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payment and about 24% of Saudi customers have tantion to actually use it (Statista,
2018e). The usage rate of mobile internet in theAKs®ems to be low especially in
comparison with other developed countries likelinged States where there are about 237.2
actual mobile internet users with penetration @t89.3% from the total number of mobile
phone subscribersSfatista, 2018f) In spring 2017, the number of cell phone usershim
United States amounted to 237.72 million. Thisasia question as to which kind of efforts
should be made in order to increase the desiredl t#vadoption of these services (Afshan
and Sharif, 2016; Alalwan et al., 2016; Alalwanadt 2017; Dwivedi et al., 2016).Even
though the related issues of mobile internet represvorthy trends in the KSA to be
considered by researchers, there is a deartheadiitre which has focused on mobile internet
in the KSA (i.e. Abanumy and Mayhew, 2005; Alhussat al., 2010; Al-Khalifa, 2011,
Algahtani and Atkins, 2017; Almutairi, 2011; Alnahet al., 2017; Alsenaidy and Ahmad,
2012; Alwahaishi and Snasel, 2013a, b; Baabdu#lah8; Baabdullah et al., 2016; Badwelan
et al., 2016; Dwivedi et al., 2017a; Gerpott et 2017). This is in addition to the fact that it
is important that more quantitative data are ab&ldao figure out and test the main factors
predicting customer intention and adoption of m@iternet in the KSA.

Furthermore, closer reviewing of the current litera of the mobile internet highlights the
need to explore the role of both intrinsic and iesic motivation on the customer’s intention
and adoption of mobile internet services. Accortlinthis study would like to discuss these
dimensions further by firstly reviewing the relevdierature to identify the main factors
covering intrinsic and extrinsic motivation in ord® present them in the current study
model. This is in addition to making clear the mairtecedences of customers’ intrinsic and
extrinsic motivation so as to provide an accuratgupe of the customer’s intention and

adoption of mobile internet in the KSA context.

This study hopefully will also satisfy the needfioins working in a Saudi ICTcontext to
have more understanding regarding the main fadtats shape Saudi customers’ intention
and behaviour toward such a novel system (mobikrnet). Accordingly, ICT firms will be
able to customize more applicable marketing strasethat would accelerate the adoption
rate of these services to the acceptable levelogthteractive, 2012). From a theoretical

perspective, such a study could add more knowléalgjge literature and for researchers who
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are interested in the related area, especiallyenlight of the fact that mobile technologies

are a new theme in the®l&rea requiring more investigation and analyses.

2. LiteratureReview

Mobile internet has been increasingly the focuatténtion of many researchers worldwide
(Callanan et al., 2016; Das, 2011; Dwivedi et 2017a and b; Gerpott and Meinert, 2016;
Hartfelder and Winkelman, 2016; Lu and Zhu, 2011 &t al., 2005; Mascheroni and
Olafsson, 2016; Mukherjee et al., 2017; Singh am@iS 2017; Taipale, 2016; Vanden
Abeele, 2016; Wang et al., 2018; Yang et al., 20Xiaet al., 2017). In fact, researchers
have examined the related issues of mobile inteinoen different perspectives (business
versus customers). The ability of organizationprimvide more value and benefits in mobile
internet services enhances the level of perceigefutness which, in turn, is reflected in the
customers’ loyalty toward the brand of such orgamans (see Cyr et al., 2006; Zhou and Lu,
2011). According to Zhou and Lu (2011), customeetisfaction about the performance of
mobile internet services will be directly reflected the customers’ loyalty toward the
organization that provides him or her with innovatservices. By the same token, Okazaki et
al. (2007) demonstrated that commercial activit@sducted via mobile internet largely help
to contribute to the level of economic benefitaiattd by both customers in having more

convenience and organizations in having betteopeidnce and efficiency.

As a new system, mobile internet characteristie® l@dso been confirmed to have an impact
on the customer’s decision on and perception ofilaafiternet services. For instance, and as
stated by Parveen and Sulaiman (2008) and Son @Cdl2), as long as customers perceive
mobile internet as not complex, they will find itore useful and much easier as well, and
accordingly be more motivated to adopt such teawol Another aspect of innovation,
relative advantage, was proved by Hsu et al. (26@predict the behavioural intention for
four groups of adopters: innovators, early adopteasly majority, and late majority. Other
factors (i.e. credibility, voluntariness, and @tibn) were also supported by Hsu et al. (2007)
to have a significant and positive impact on thst@oners’ attitudes toward the intention to

use mobile internet services.

Among the barriers that could hinder the successafile internet adoption, perceived risk

was reported by Yang et al. (2012b). In the same, Iperceived financial risk was another
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negative factor hindering the customers’ inclinatt® use mobile internet as reported by
Shin (2009). At this instance, people when they ldidilke to use mobile internet, they cope
with different kinds of risk (i.e. perceived riskight be a financial risk, product risk, time

risk, delivery risk, and social risk) as arguedBscher et al. (2011), Lu et al. (2005), Siau
and Shen (2003), and Tai and Ku (2013).

On the other hand, customer trust was highly supdaio have a critical role in hindering

fears related to using mobile internet servicewels as motivating customers to adopt such
systems (Hollingsworth and Dembla, 2013; Joubedt\#an Belle, 2009; Sadi and Noordin,

2011). Other studies (i.e. Aloudat et al., 2014p@hal., 2007; Hollingsworth and Dembla,

2013; Zarmpou et al., 2012; Zhang et al., 2010)evedso able to support the role of trust in
shaping a positive customer perception about theesaand benefits of using mobile internet.
The hedonic aspects that could result from usindil®anternet were addressed under
different names: enjoyment (i.e. Park et al., 201dn et al., 2013); fun (i.e. Bruner Il and

Kumar 2005); entertainment (i.e. Zhang and Mao,820@nd playfulness (i.e. Fang et al.,
2006).

Customers’ personality characteristics attractadesattention from mobile internet studies
as well. For example, innovativeness was provethaasng a positive significant role in
enhancing the level of perceived usefulness and efsse (i.e. Lee et al., 2002; Lu et al.,
2005; Parveen and Sulaiman, 2008) as well as hingldve level of perceived risk associated
with mobile internet usage (i.e. Cheng and Hua0d 32 Self-efficacy as personal treat was
mentioned by a number of studies as a key prediotathe customer’s perception and
intention toward different kinds of mobile techngjo(Lee et al., 2002; Lin and Wang, 2005;
Mishra, 2011; Rana et al., 2017; Sadi and Noor2li1l). Customer awareness was another
factor playing an important role in shaping customéention and behaviour toward mobile
technologies as reported by Alsheikh and Bojei £@hd Safeena et al. (2011).

Noticeably the TAM has been adopted and expandeddhyding many factors in the area of
mobile internet or similar mobile systems (i.e. m®ltommerce, mobile payment, mobile
shopping). For example, in their conference pagéen and Mei (2017) adopted TAM to
test customers’ inclination to accept mobile ingtrads. According to data collected from
sample of students, Chen and Mei (2017) empiricallpported the role of intrinsic

motivation (entertainment) and social influence, ygefulness did not predict any significant
impact on the students’ intention to use mobilenm¢t ads. Likewise, in order to validate the

customers’ adoption of mobile internet commerc&amgladesh, Mizanur and Sloan (2017)



expanded TAM with other external factors: perceivesk, perceived cost, and personal
awareness. Their statistical results largely apgdawe role of both perceived usefulness and

ease of use in predicting customers’ intentiondopd mobile internet commerce.

Another study conducted by Tsai et al. (2017) adopted TAM to test the customers’
intention toward location-based mobile commercethie internet of things. In detall,
convenience incentive, promotion incentive, infotima incentive, entertainment, and
interactive incentive are all proposed by Tsai let(2017) as key determinants of both
perceived usefulness and ease of use which in puedict the behavioural intention.
Perceived usefulness was noticed by Tsai et all7R@ be predicted by convenience
incentive, information incentive, entertainment,damnteractive incentive. A strong
relationship was observed between perceived usfsiliand behavioural intention as well
(Tsai et al., 2017). However, perceived ease ofdidenot have any significant impact on

behavioural intention as stated by Tsai et al. 201

An extended model based on TAM along with socifilance, variety of services, perceived
cost, and trust was proposed by Yadav et al. (2@l&st the customers’ adoption of mobile
internet commerce. Their findings confirmed thendgigant influence of all factors proposed
excluding perceived ease of use. Deng (2017) ceresidChinese mobile internet users in his
study to see how factors like perceived ease of peseeeived usefulness, and interactivity
could shape those users’ intention to continue aspers in the community of mobile
internet. Deng (2017) statistically validated theler of perceived ease of use on the
customers’ perception toward usefulness and inigiy¢ which in turn reflects on
customers’ satisfaction related to online brand momity. Users’ continuance intention
toward mobile internet community was also noticgddgng (2017) to be largely predicted
by satisfaction.

In the area of online mobile shopping, Sohn (20dal)jdated the impact of mobile online
store quality as antecedences of the user's peadaigefulness of mobile online stores for
information search and online purchasing. Sohn {20uccessfully provided statistical
evidences confirming the impact of security qualityormation quality, and aesthetic quality
on the perceived usefulness toward both mobilenenstore for information search and
purchasing. Perceived risk and perceived trust waeetified by Hampshire (2017) as key
predictors of perceived usefulness toward mobilaEnt systems. Based on data collected
from UK customers, Hampshire (2017) was able touarghat while trust positively



correlated with usefulness, perceived risk hindeeslevel of usefulness perceived in using

mobile payment.

Even though mobile technology applications havenbeegely examined worldwide, few
studies address such issues in the context of Paatia (i.e. Alwahaishi and Snasel, 2013a,
b). In their first study, Alwahaishi and SnasSel X38) provided statistical evidence
supporting the role of performance expectancylifating conditions, social influences, and
perceived playfulness on the Saudi customers’ fiderio adopt mobile internet services.
The second study by Alwahaishi and SnaSel (2018b)egl that Saudi customers’ intention
was mostly predicted by the role of performance eeigncy followed by perceived
playfulness while facilitating conditions did ncave any impact on the actual use behaviour
with regard to mobile internet in the KSA. In spitethe fact that Alwahaishi and Snésel’s
(2013a, b) studies do contribute to the currenteustdnding of mobile internet adoption,
there is still a need to conduct more studies teecamportant aspects related to customers’
trust and awareness and to see how these dimer@altsshape Saudi customers’ intention
and adoption of mobile internet. This is in additio the importance of clarifying the role of
intrinsic and extrinsic motivation. Therefore, ifig) this gap will be the main focus for the

current study as presented in the following sestion

3. Conceptual Modél

As stated in the introduction sections, this stadlempts to have a parsimonious model
providing an accurate picture about the most ingmtraspects that shape the adoption of
mobile internet in the KSA. Therefore, and aftarieaiing the most well-known theories and
models in the area of technology adoption, the rel¢d version of the Technology
Acceptance Model (TAM) proposed by Davis et al.92Pwas adopted as a theoretical
foundation for the current study model. Accuratéiine with Davis et al. (1992), perceived
enjoyment was included in the current model alatgdboth perceived ease of use and
perceived usefulness as key predictors of the mests intention to adopt mobile services
(see Figure 1). In doing this, both intrinsic @il and extrinsic utilities were considered in
the conceptual model. Also, as proposed by Gefeh €2003), trust is a very critical factor
and should be included beside TAM factors. Indéest has been largely cited as a critical
factor in the area of mobile technology adopticee(slalwan et al., 2017; Hanafizadeh et al.,
2014; Kim et al., 2009; Lin, 2011; Luo et al.,, 201Rana et al., 2017; Zhou, 2011).
Innovativeness was another factor included in tiveenit study model as a predictor of both



perceived enjoyment as behavioural intention (sgar€ 1). Further discussion on the main

factors and the research hypothesis will be presieintthe forthcoming subsections.

Perceived
Usefulness

|

Perceived Behawqural Adontion
Enjoyment Intention '

|

Perceived
Ease of Use

Trust —————————————*

Innovativeness

Figure 1: Conceptual M odel

3.1. Perceived Usefulness (USF")

Perceived usefulness could be addressed as fuaktod extrinsic benefits that are realized
by using technologies (Davis et al., 1989). Accogdio Davis et al. (1992, p.112EXtrinsic
motivation refers to the performance of an actitigcause it is perceived to be instrumental
in achieving valued outcomes that are distinct fribi@ activity itself, such as improved job
performance, pay, or promotichsSuch benefits could be related to the extentwhach
customers perceive using mobile internet as beingoee productive way of doing things,
saving their time and effort in using services eatthan employing traditional tools to access
the same kind of services (Dwivedi et al., 2017igébhna-Cabanillas et al., 2013; Lim et al.,
2011; Lin and Wang, 2005; Lépez-Nicolas et al.,&®ana et al., 2016). Mobile technology
is characterized by a higher degree of mobility chiets customers use Mobile internet
services at any time and in any place without astrictions (Wong et al., 2013). This
accordingly makes customers more motivated to percesing mobile internet as more

useful in their daily lives (Pousttchi and Goek@12). Many mobile technology studies have
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argued that as long as customers perceive usingenebhnologies as being more useful and
productive, they will be motivated to adopt suckteyns (Cheng and Huang, 2013; Dyna and
Purwo Adi, 2012; Fang et al., 2006; HollingswortmdaDembla, 2013; Park et al., 2014;

Zarmpou et al., 2012). Consequently, perceivedulise$s could have a direct impact on the

Saudi customers’ intention to adopt mobile interiiée following hypothesis is proposed:

H1: Perceived usefulness will positively influencgaudi customers’ intention to adopt

mobile internet.

3.2. Perceived Ease of Use (POU®)

The extent to which customers perceive using asyastem as being simple and not requiring
too much effort usually shapes their willingnessadimpt such a system (Davis et al., 1989).
Indeed, mobile internet could be considered as\a teehnology that will require that
customers have a certain level of experience armvladge to use it both safely and
efficiently. In the prior literature of mobile teablogy, there are a good number of studies
that have approved the impact of the role of peetkiease of use on the customer intention
to adopt such technology (Luarn and Lin, 2005)Btazil, Puschel et al. (2010) supported a
significant relationship between perceived easgesefand customers’ attitudes toward mobile
banking. By the same token, Hanafizadeh et al. (26thdistically confirmed the statistical
impact of customers’ intention to adopt mobile bagkas well. Later, in 2016, Arpaci (2016)
argued the crucial impact of perceived ease ofouseustomers’ perception and intention to
use mobile cloud services. All things considerdte turrent study proposes that Saudi
customers’ willingness could be contributed by tble of perceived ease of use. Thus, the

following hypothesis is:

H2: Perceived ease of use will positively influen&audi customers’ intention to adopt

mobile internet.

3.3. Perceived Enjoyment (ENJ®)

In the prior IS and technology acceptance liteggtiirhas been largely argued that intrinsic
motivation (i.e. enjoyment, fun, entertainment, gohalyfulness) has importance with regard
to customer intention to use new systems and aiits (i.e. Davis et al., 1992; Van der
Heijden, 2004; Venkatesh, 2000; Venkatesh et @l12P According to Davis et al. (1992,

8 perceived Ease of Use
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p.112), “intrinsic motivation refers to the performance ah activity for no apparent
reinforcement’ Mobile internet is also considered as a new anekintechnology that could
provide customers with a degree of fun and enjoyméren using it (Alalwan et al., 2017;
Chong, 2013; Dai and Palvi, 2009). In a study testhe adoption of mobile social network
games, Park et al. (2014) statistically provedsilgaificant influence of perceived enjoyment
on customer intention to adopt such mobile inteapgtications. Likewise, a similar factor to
enjoyment, entertainment, was supported by Tsangl.e{2004) as a factor predicting
customer’s attitudes toward mobile advertising. #heo study examining customers’
intention to purchase a mobile newspaper noticedstiongimpact of perceived enjoyment.
It is also worth discussing that an increasinghatlevel of customers’ intrinsic utilities will
lead customers to perceive using the targeted myste more useful and productive as
discussed by Agarwal and Karahanna (2000) and Man Hkijden (2004). Thus, the

following hypotheses are:

H3: Perceived enjoyment will positively influencea&di customers’ intention to adopt

mobile internet.

H4: Perceived enjoyment will positively influenceeqgeived usefulness related to the

adoption of mobile internet.

3.4. Trust (TRY)

Using mobile internet usually requires that cust@r@ovide more personal and financial
information. Thus, customers could really have aceon about the level of security and
privacy in using such applications. Also, using mebternet represents an interaction with
a mobile screen rather than face-to-face interacfidis, in turn, makes customers depend
more on trust mechanisms to mitigate the levelsi and support their decision to use new
systems such as mobile internet. Conceptuallyt was defined by Gefen et al. (2003) as the
individual’'s belief in three main aspects, whiclke ability, integrity, and benevolence, which,
in turn, makes customers feel the targeted teclyyakmore dependable and trustworthy to
use. In the prior literature examining differenpég of mobile internet applications, there are
many studies that have supported the role of {Aisiwan et al., 2017; Gao and Waechter,
2017; Khalilzadeh et al., 2017; Malaquias and Hw&t16). For instance, both Alalwan et
al. (2017) in Jordan and Malaquias and Hwang (201 ®&yazil supported the role of trust in

the customers’ intention to adopt mobile bankingother study testing mobile booking also
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confirmed the role of trust in the customers’ iiem (see Khalilzadeh et al., 2017). In their
study, Gao and Waechter (2017) provided furtherssizal evidence proving the role of trust
in the adoption of mobile payment as well. Furth@efen et al. (2003) discussed and
supported the role of trust in shaping customeest@ived usefulness. To put it differently,
customers’ beliefs in the ability and integritytbke targeted system will largely be reflected
in the degree of perceived usefulness. Such aige$hiip has been noticed by different
studies in the prior literature of IS and mobileheology as well (see Alalwan et al., 2017;
Aloudat et al., 2014; Cho et al., 2007; Gefen et2003; Hollingsworth and Dembla, 2013;
Zarmpou et al., 2012; Zhang et al., 2010). Accaglyinthis study proposes the following
hypotheses:

H5: Trust will positively influence Saudi customeérmtention to adopt mobile internet.

H6: Trust will positively influence perceived usdhess related to the adoption of mobile

internet by Saudi customers.
3.5. Innovativeness (INN*)

According to Midgley and Dowling (1978), innovatiess could be classified under the
personality factors that shape the extent as to imaeh anyone can accept and adopt new
ideas, products, and systems. Additionally, inniereaiess is discussed by Rogers et al.
(2005): people could be innovative if they are agpnately engaged with a process of
adoption and using new products and systems comhparether people of the same social
system. Indeed, Mobile internet could be considased novel and new system in their early
introduction stage. Thus, in order to really be inaied to adopt this system, customers
should have an extent level of innovativenesshénline with this argument, Aldas-Manzano
et al. (2009) statistically confirmed the role afnovativeness not only in terms of
accelerating the adoption of technology but alsmitigating the level of risk associated with
use of this technology. In the mobile technologgrature, Das (2011) was successfully able
to support the role of innovativeness in the cust@mntention to adopt mobile internet. It is
also worth indicating that as long as a new sysgemore innovative and novel, customers
could have more intrinsic utilities by using sugistems (Venkatesh et al., 2012). Therefore,
by increasing the level of innovativeness, custenwetl not only be motivated to use this
system but also perceive more hedonic benefitssinguit. Thus, the following hypotheses

are proposed:

" nnovativeness



H7: Innovativeness will positively influence Saudustomers’ intention to adopt mobile

internet.

H8: Innovativeness will positively influence perasd enjoyment related to the adoption of
mobile internet by Saudi customers.

3.6. Behavioural Intention (BI*?)

Customer intention and willingness has been alvidgstified as a basic requirement of the
individuals’ actual behaviour in adopting a newtsys and technology (see Ajzen, 1991;
Alalwan et al., 2017; Venkatesh et al., 2003).Ha prior literature of mobile technologies,
there are a large number of studies that have stgapthe role of behavioural intention on
the actual use behaviour (see Alkhunaizan and L29&3; Gao and Deng, 2012; Lim et al.,
2011; McKenna et al., 2011; Venkatesh et al., 20/#&atmadja et al., 2012; Yun et al.,
2013; Zheng et al., 2012). Therefore, the followrypothesis is:

H9: Behavioural intention will positively influenceSaudi customers’ adoption of mobile

internet.

4. Research Methodology

A self-administered questionnaire was adopted endhrrent study to collect the required
data (Dwivedi and Irani, 2009). Actually, a conwvarge sample size of 700 participants was
applied by researchers to collect the required ftata different parts of the KSA; however,
about 357 completed the survey. In detail, respotsde/ere targeted from the six biggest
cities in the KSA: Riyadh, Jeddah, Makkah, Al-Maaliffa’if, and Tabuk. Indeed, these cities
were targeted not only because of their populatiae but also due to the fact that they are
located in the east, west, south, and north oK®A. This was with the intention of covering
all parts of the KSA. Researchers used differept@gches to reach the targeted participants.
Mainly, questionnaires were allocated to mobilelinet customers via the main branches of
mobile service providers in these cities. So asdcease the response rate, there was a need
to visit participants at their own places (i.e.fistnd students at universities, employees in
their public and private organizations). As thigdst aims to examine the actual adoption of

mobile internet, the actual users of mobile inteare targeted in the current study sample.
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As mentioned above, about 357 completed the suB@y(75.7%) of those participants were
male and 151 (42.3%) were female. Most of thosgqgaants (207; 58%) were noticed to be
within the age group of 21-29 followed by the ageup 30-39 (58; 16.2%). Regarding the
educational level, Bachelor degree holders (1624%% capture the largest part in the current
study sample followed by those who have a Diploffg (8.2%) and High school education
(64; 17.9%). As for participants’ occupations, abd87 (52.4%) were noticed to be staff in
the public sector; 87 (24.4%) were staff at privagetor followed by self-employed (43;
12%) while students were the smallest part of tireent sample, about 40 (11.2%). The vast
majority of respondents (166; 46.5%) were obseteedave a monthly income of SR8001-
14000.

The main constructs, which were behavioural intentperceived usefulness, perceived ease
of use, and enjoyment, were measured using itertracted from Davis et al. (1989) and
Davis et al. (1992). Gefen et al.’s (2003) scales awpplied to measure trust. Innovativeness
was measured using items proposed by Agarwal aagaBr(1998), Aldas-Manzano et al.
(2009), and Karaiskos et al. (2009). To evaludtealistructs’ items, researchers employed a
seven-point Likert scale ranging from extremelyadige to extremely agree. Iltems of actual
adoption were derived from Venkatesh et al. (20TBe back-translation method was used
to convert the English version of the questionn#iréhe Arabic one as Arabic is the main
language in the KSA. Also, the translated versiomswudged by experts in the King
Abdulaziz University who are fluent in English amdabic. Then, a pilot study was
conducted by allocating 40 questionnaires to MastdBusiness Administration students in
the King Abdulaziz University. Most of those stutkerassured the researchers that the
language used was clear and understandable. Fu@hembach’s alpha was tested for all
items in the questionnaire, and the yielded valuese found to be above 0.70 as

recommended by Nunnally (1978).

5. Results

Structural equation modelling was adopted in theeru study to test both the measurement
model (confirmatory factor analyses) and the stmattmodel. In the measurement model

analyses, the model goodness of fit was testeddbasethe number of fit indices (G&i

13 Goodness-of-Fit Index



AGFI** CFI*> CMIN/DF*® NFI*"; and RMSEA®). The main results largely supported that
the measurement model has adequate fit to the vduksetata as all of the fit indices
mentioned above were found to be within their recmmnded level as follows: GFI=0.91;
AGFI=0.851; NFI=0.941; CFI=0.971; and RMSEA=0.0684air et al., 2010; Tabachnick

and Fidell, 2007).

Table 1: Standardized Regression Weights (Factor Loading)

ltem Estimate | Item Estimate
POU1 | .889 INNG6 787
POU2 | .897 TR1 .861
POU3 | .938 TR2 .940
POU4 | .892 TR3 .941
USF1 971 TR4 .618
USF2 .989 TR5 .576
USF3 .950 TR6 .556
USF4 .997 Bl1 .981
ENJ1 .950 BI2 .991
ENJ2 .943 BI3 .881
ENJ3 .991 Adoptionl | .501
INN1 762 Adoption2 | .523
INN2 .633 Adoption3 | .963
INN3 916 Adoption4 | .967
INN4 .859 Adoption5 | .904
INN5 .746

According to Table 1, all constructs are able tptase an adequate level of convergent
validity as all items have factor loading highearth0.50 (excluding one item from trust
which has a factor loading less than 0.50) (Haalgt2010). As for the constructs’ reliability
and validity, all constructs were found to haveatue of composite reliability (C®) higher
than 0.70 (see Table 2) (Fornell and Larcker, 19850, the average variance extracted for
all constructs was noticed to have a value highan t0.50 as seen in Table 2 (Fornell and
Larcker, 1981; Hair et al., 2010). It is also wontldicating that all constructs’ items have
factor loadings higher than 0.50 (see Figure 1)ckvis acceptable as suggested by Bagozzi
and Yi (1988) and Byrne (2010). Furthermore, theased root of AVE® displayed for each
construct was higher than the inter-correlatiomeses with other corresponding constructs

4 Adjusted Goodness-of-Fit Index

15 Comparative Fit Index

16 Normed Chi-Square/ Degree of freedom
" Normed-Fit Index

18 Root Mean Square Error of Approximation
19 Composite Reliability

2 Average Variance Extracted



(Fornell and Larcker, 1981). This, in turn, suppatie discriminant validity of the main

constructs in the current study model.

Table 2: Construct Reliability and Validity

CR AVE ENJ POU INN TR USF Bl Adoption
ENJ 0.974| 0.925 0.962
POU 0.947| 0.817] 0.38§ 0.904
INN 0.907 | 0.622| 0.394 0.569 0.789
TR 0.878 | 0.526] 0.27Q 0.398 0.463 0.725
USF 0.988| 0.955| 0.487 0.690 0.632 0.4p5 0.977
Bl 0969 | 0.912| 0542 0539 0600 0470 0.633 0.955
Adoption 0.875| 0.611] 0.145 0.07p 0.038 0.0p4 0.148.297 0.782

At the second stage of SEM, the model was targtietthe structural model analyses to
validate the proposed model and test the researpbtlieses. The main fit indices of the
structural model were found to be within their neeoended level as follows: GFI=0.901;
AGFI=0.821; NFI=0.933; CFI=0.962; and RMSEA=0.0682air et al., 2010; Tabachnick
and Fidell, 2007;). The model also was able to iptedbout 51% of variance in the
customers’ intention and 29% of variance in theialchdoption behaviour. This supports the
predictive validity of the conceptual model propbsé@s for the path coefficient analyses,
ENJ (= .268, P= ***), USF ¢= .251, P=***), TR {= .167, P=***), and INN {= .229, P=
***) were found to have a significant regressionighg with Bl. Yet, POU was not able to
predict any significant variance in the Bi=(.075, P= .178). INN was proved to have a
significant impact on the ENJ= .408, P= ***), Likewise, both ENJyE .404, P= ***) and
TR (y= .334, P= **) were able to have significant reggmn weight with USF. The
regression weight between Bl and actual adoptios alao found to have a significant
coefficient valuey= .289, P= ***), Accordingly, except for H2, all pgtheses, H1, H3, H4,
H5, H9, H6, H7, H8, and H9, are supported.

Table 3: Research Hypotheses Testing

Path Standardized Estimafe  Critical Rafio  P-vaJue ignificance
USF-BI 251 4.428 ik Significant
POU-BI .075 1.346 178 Non-Significant
ENJ-BI .268 6.063 ik Significant
TR—BI 167 3.324 *rx Significant
INN—BI .229 4.038 *rx Significant

ENJ— USF 404 8.749 ok Significant
INN—ENJ .408 7.626 rxx Significant
TR—USF .334 5.352 ik Significant




| Bl—Adoption | 289 4.860 x| Significant |

6. Discussion

As discussed in the introduction section, this gtudeets the need to provide better
understanding of the main factors shaping Saudoouers’ intention and adoption of mobile

internet services. Accordingly, the proposed moaat based on what was theorized by
Davis et al. (1992) along with trust and innovatiges. The main empirical results largely
support the goodness of fit and predictive validfythe proposed model (about 51% of
variance predicted in Bl and 29% of variance inpmm). Furthermore, most causal paths
proposed in the conceptual model were also prowedate a significant value. Thus, the
results of the current study are in line with wieats proposed in the conceptual model as

well as what was argued in the prior literature.

As expected, perceived usefulness was found to kasge@nificant impact on the Saudi
customers’ intention to adopt mobile internet sesi This could be returned to many
benefits and utilities that customers have by usmernet services (Laukkanen, 2007; Lin,
2013). Indeed, mobile technologies and systemsyenjchigh degree of mobility and
convenience, and accordingly, customers can aceasy important services at any time and
in any place they want (Lim et al., 2011; Lin an&aMj, 2005). Also, customers feel more
productive and efficient in attaining and producmgbile internet services in comparison
with traditional tools to have the same kind ofsthaservices (Liébana-Cabanillas et al., 2013;
Lopez-Nicolas et al., 2008). Such results are i lthe with what has been reached by
Akturan and Tezcan (2012), Gu et al. (2009), Haadéh et al. (2014), and Wessels and
Drennan (2010).

The role of intrinsic utilities (perceived enjoynterwas also proved to be the strongest
predictor of customers’ intention. Thus, this comied the proposition of the current study to
consider the role of intrinsic motivation. Such aercould be attributed to the nature of
mobile internet as a more modern and unique plattorattain many services, which in turn,
maximizes the customers’ feeling of pleasure angyement in using such systems. In
addition, mobile internet and the attached servésesn to be more joyful and entertained in
their nature. Such results are consistent withrpsiadies regarding the role of intrinsic
motivation (i.e. Alalwan et al., 2017; Chong, 20T&i and Palvi, 2009; Davis et al., 1992;
Van der Heijden, 2004; Venkatesh, 2000; Venkatestl. £2012). Perceived enjoyment was

also noticed to have a crucial impact on Saudiornets’ perception of usefulness as



proposed in the conceptual model. That means thdbrag as customers feel that using
mobile internet is enjoyable, they will positivgdgrceive mobile internet as more productive
and beneficial (Agarwal and Karahanna, 2000; VarHigjden, 2004).

Statistical results provide strong evidence abdwt tole of trust in shaping customers’
intention and perception of usefulness toward neoinilernet. To put it differently, customers
are more likely to form a positive intention andrgaeption about mobile internet if they
perceive more integrity, benevolence, and abilityguch technology. This could be returned
to the sensitive nature of using mobile internetastomers are requested to provide more
personal and financial information about themselvidss is in addition to the absence of
human interaction when using mobile internet, whdohld add further fears and concerns on
the customer’s side (Alalwan et al., 2017; Gao Wwakchter, 2017; Malaquias and Hwang,
2016; Ozturk et al., 2017). Indeed, the role o$tiras approved in the current study has been
largely validated and confirmed by too many studigiser in the area of IS (i.e. Gefen et al.,
2003; Johnson et al., 2008; Kim et al., 2011) inegal or mobile technology in particular
(i.e. Kim et al., 2009; Lee and Chung, 2009; Li@12; Luo et al., 2010; Zhou, 2011).

Noticeably, innovativeness was found to be the mamgtificant factor predicting customers’
intention to adopt mobile internet. Such resultslddbe attributed to the current IS and
mobile technology revolution which means that comts have more opportunities to try a
new and very innovative system such as mobile neteservices. Further, most participants
in the current study sample seem to be youngere l@ahigher degree of education, and
adequate and good income level. This, in turneikected in the tendency and readiness of
those customers to adopt and experience such itimewsystems (Aharony, 2013; Cheng and
Huang, 2013; Yang et al., 2012a; Zarmpou et alLl220Moreover, and as proposed in the
conceptual model, innovativeness has a very stiorgact in contributing to customers’
perceived enjoyment related to using mobile interfi@is is in line with what has been
argued by other studies such as Qi et al. (2008lgnia et al. (2009), Venkatesh et al.
(2012), and Xiang et al. (2008).

6.1. Theoretical and Practical Implications

This study was successfully able to provide furthederstanding regarding this important
problem related to the adoption of novel technol@ggbile internet). According to what has
been discussed in the introduction section andatitee review section, this kind of mobile

technology is in its early stage of introductiondaaccordingly, there is always a need for



further examination of the main aspects that cetlbe customers’ intention and adoption of
mobile internet. Further, this study has addressedadoption of mobile internet across the
KSA as a developing country where very few attengbtglying this system in the KSA.

Therefore, this study has a considerable contobuto make to both researchers and
practitioners when they are in the process ofngstir implementing these new kinds of
systems. The researchers have successfully inteodaicd proved a new causal relationship
between the impact of innovativeness and perceargdyment. This really expands the
theoretical horizon of TAM by firstly consideringd role of innovativeness and secondly

examining the impact of innovativeness on perceamdyment.

From the practical perspective, this study providespirical evidence about the key
dimensions that have to be taken into account Isygders and marketers of mobile internet
services. For instance, it shows clearly that irtiveness is one of the strongest factors
predicting customers’ intention to adopt mobileemiet. Therefore, further marketing efforts
should promote mobile internet as a pioneeringeandrging system adding value to the new
lifestyle of people in the KSA. This could be dome focusing on the unique features of
mobile internet as well as by using very modernncdlets such as social media platforms to

convince the targeted customers.

The current study results assure the importancpeofeived enjoyment from the Saudi
customer perspective. Indeed, increasing the le¥gberceived enjoyment will not only
enhance the level of customers’ willingness to adopbile internet but also contribute to its
perceived usefulness according to the customerrefdre, hedonic aspects should be the
focus of attention for those who are interestegroviding their services via a mobile internet
platform. As discussed for the role of innovativeseincreasing the level of novelty and
innovativeness perceived in using mobile internditdirectly lead to enhancing the level of
intrinsic utilities perceived in using such systefdiso, designers should focus not only on
functional services but also on hedonic and entextbservices that could give more pleasure

and fun for targeted customers when using mobikrmet.

This study gives clues regarding the important odlperceived usefulness, and accordingly,
more interest should be shown in enhancing theomets perception of usefulness in the
customer's mind (Dwivedi and Irani, 2009). In thigstance, some promotional and
marketing efforts should be made to cognitivelyifias mobile internet in the customer’s
mind as more useful productive technology to sawve tand effort. In parallel with these

efforts, practitioners should expand the level@vies provided by mobile internet as well



as assuring the level of quality, reliability, asustainability of performance of these services,
thus enhancing the level of customers’ perceiveefulisess relating to Mobile internet
(Ahmad et al., 2014; Alalwan et al., 2017; Alhussai al., 2010; Al-Khalifa, 2011 Dwivedi
et al., 2017a; Dwivedi et al., 2017b).

Customer trust has derived an interest by Saudiomess either in terms of their own
perception toward usefulness or in forming theiclimation to adopt mobile internet.
Therefore, the main dimensions of customer trugtickv are integrity, benevolence, and
ability, should be empowered so as to enhancedrtiss For instance, mobile internet service
should be well designed in order to provide moilalé and high-quality services. Also,
these applications should be well protected andrsdcto maintain the user’'s privacy and
information. Organizations also should be carekdarding all promises given to their
customers about their services introduced by molmternet. This will differently let
customers respect in the integrity of these orgdins and accordingly have more trust in
their mobile internet channels. Moreover, theseanizations have to assure their customers
that all provided information and their own privaeye well respected and will not be
disclosed to any other parties. This, in turn, @cksa the customer's perception of

benevolence and accordingly the level of customusst.t

It could also be useful to adopt the TechnologydReapping Technique suggested by Phaal
et al. (2004), which could also help in future pleng of mobile internet adoption.
Practically, such a technique could help practérsnin their short- and long-term planning
efforts, particularly in the developing countriey, providing them with methodologies, data,
knowledge, and tools to accelerate the adoptiomobile internet systems (Phaal et al.,
2004). In this instance, three kinds of process lilaze to be considered by practitioners are
as follows: preliminary activities, the developmeuit the roadmap, and the follow-up
activities phase. During the preliminary activiti@sobile internet service providers should
figure out the current problem regarding the lowdoption rata of such systems by Saudi
customers. For instance, what are the main aspadtgonditions in mobile internet that are
not covered and hinder the adoption rate? Suchitwonsl could be related to those who are
engaged in designing, implementing, and marketingbila internet service such as
technicians, marketers, and customers. As for éveldpment stage, the main conditions and
requirements should be clearly identified alonghwapecifying which kind of customers will
be targeted by mobile internet systems. Also, iingortant to correlate the main customers’

needs with the features of mobile internet systeamsyell as specify the timeline detailing



how mobile internet could be effectively adopted3audi customers. At the final stage, there
is the follow-up activity in which a continuous assment and updated evaluation of the

development and adoption of mobile internet willregquired (Phaal et al., 2004).

7. Research Limitations and Future Directions

Even though conducting this study comprises a demnable contribution as presented in the
prior section, there are a number of limitationat tthould be presented. Firstly, this study
only considers one application of mobile technoldgwbile internet) while there are many
applications that also require more examinationchsas mobile government, mobile
healthcare applications, mobile learning, mobilenoeerce and mobile wallet. These
applications should represent a focus of attent@nfuture studies to discover the main
dimensions that shape customers’ perception ancvimir toward these applications.
Especially, considering these mobile applicationsthe KSA would provide valuable

contributions toward identifying the factors retate future technology acceptance, it would

also help in future planning of technology deploytse

As discussed in the introduction section and liteeareview section, the gap that this study
would like to cover is identifying the role of baittrinsic and extrinsic motivation which is

formulated in terms of perceived usefulness andgreed enjoyment. It would also explore
the most important factors that could predict thustemer perception toward perceived
usefulness and perceived enjoyment. Therefore, cilmeent study model attempts to

specifically discuss these aspects and their impactustomer intention and adoption of
mobile internet in the KSA context. Accordingly,etrcurrent study model provides an
accurate view of the main factors predicting cugishintention and adoption of mobile

internet. Thus, future studies should pay morentitie to the role of the social system. By
the same token, this study ignores the impact @omant facilities, support, and resources
required to effectively use mobile internet. Acdogly, more interest has to be given to

these aspects by future studies.

One of the most critical issues in the current ytgdconsidering the whole of Saudi Arabia
as one homogenous market and analysing the cumedel for all participants in the six

cities selected without taking into account thdedénces from city to another in the KSA.
Thus, future studies could analyse sub-groups, lwbauld in turn provide a more accurate

picture. Finally, the impact of moderation fact@sch as age, gender, income level, and



educational level was not tested, and hence, fugtudies should explain more how these

aspects will shape the Saudi customers’ percepmoireaction toward mobile internet.

References

Abanumy, A., and Mayhew, P. (2005). M-governmenplications for e-government in
developing countries: The case of Saudi AraBlIdRO mGOVY1-6.

Afshan, S., and Sharif, A. (2016). Acceptance of biteo banking framework in
PakistanTelematics and Informatic83(2), 370-387.

Agarwal, R., and Karahanna, E. (2000). Time fliesew you're having fun: Cognitive
absorption and beliefs about information technologgage.MIS Quarterly 24(4),
665-694.

Agarwal, R., and Prasad, J. (1998). A conceptuadl aperational definition of personal
innovativeness in the domain of information tecliggl Information Systems
Research9(2), 204-215.

Aharony, N. (2013). Librarians’ attitudes towardsbiie services. If\slib Proceedings, Vol.
65(4), p.2. Emerald Group Publishing Limited.

Ahmad, T., Ansari, A. A., Akhtar, A., and Parve&n,(2014). Current review of ICT and m-
government services in Saudi Araligernational Journal of Computer Engineering
and Applications, @), 71-77.

Ajzen, I. (1991). The theory of planned behavi@rganizational Behavior and Human
Decision Processes0(2), 179-211.

Akturan, U. and Tezcan, N. (2012). Mobile bankindoption of the youth market:
Perceptions and intentiondarketing Intelligence and Plannin§((4), 444-459.

Alalwan, A. A., Dwivedi, Y. K., and Rana, N. P. (0. Factors influencing adoption of
mobile banking by Jordanian bank customers: ExtendiUTAUT2 with
trust.International Journal of Information Manageme8%(3), 99-110.

Alalwan, A. A., Dwivedi, Y. K., Rana, N. P., and Miams, M. D. (2016). Consumer
adoption of mobile banking in Jordan: Examining tbke of usefulness, ease of use,
perceived risk and self-efficacjournal of Enterprise  Information
Management29(1), 118-139.

Aldas-Manzano, J., Lassala-Navarré, C., Ruiz-M@fé,and Sanz-Blas, S. (2009). The role
of consumer innovativeness and perceived risk Imemanking usagdnternational
Journal of Bank Marketin27(1), 53-75.

Alhussain, T. O. M., Drew, S., and Von Hellens, A. (2010). Qualitative study on
implementing biometric technology in m-gov securidygrounded theory approach.
In 5th International Conference on Qualitative Resain IT and IT in Qualitative
Research (QuallT201@UT, Griffith University and ANU.

Al-Khalifa, H. S. (2011). Development of m-Gov wébs: A functional design approach.
In Proceedings of the 13th International Conferencerdormation Integration and
Web-based Applications and Servi¢eps.455-458). ACM.



Alkhunaizan, A., and Love, S. (2013). Effect of degraphy on mobile commerce frequency
of actual use in Saudi Arabia. Advances in Information Systems and Technologies
(pp-125-131). Berlin Heidelberg: Springer.

Almutairi, M. S. (2011). M-gov: Challenges and ksyccess factors. Saudi Arabia case
study. In M. Almutairi and L. A. Mohammed, (Eds§ases on ICT utilization,
practice and solutions: Tools for managing day-tyrdssues. |Gl Global, Hershey,
PA, USA(pp.78-96).

Alnahdi, A., and Liu, S. H. (2017, June). Mobiletdmet of Things (MloT) and Its
Applications for Smart Environments: A Positionayéview. Ininternet of Things
(ICIOT), 2017 IEEE International Congress (pp.151-154). IEEE.

Aloudat, A., Michael, K., Chen, X., and Al-Debei,.M. (2014). Social acceptance of
location-based m-Gov services for emergency manageifelematics and
Informatics 31(1), 153-171.

Algahtani, M. M., and Atkins, A. S. (2017). Consumsation of Outpatient Informatics with
Mobile Health Framework: A Case Studirocedia Computer SciencELQ, 222-229.

Alsheikh, L., and Bojei, J. (2014). Determinantseeting customer’s intention to adopt
mobile banking in Saudi Arabitnternational Arab Journal of e-Technolag(4),
210-2109.

Alsenaidy, A., and Ahmad, T. (2012). A review ofr@ant state m-Gov in Saudi Arabia.
Department of Biochemistry, King Saudi University

Alwahaishi, S., and SnaSel, V. (2013a). Acceptarmsel use of information and
communications technology: A UTAUT and flow-baskddretical modelJournal of
Technology Management and Innovatiof2)3861-73.

Alwahaishi, S., and Snasel, V. (2013b). Factorsuarfcing the consumers’ adoption of
mobile internet. InThe Third International Conference on Digital Infieation and
Communication Technology and its Applications (DNPR013) (pp.31-39). The
Society of Digital Information and Wireless Commeation.

Arpaci, I. (2016). Understanding and predictingdstuts’ intention to use mobile cloud
storage serviceS€omputers in Human Behavi&@8, 150-157.

Baabdullah, A. M. (2018). Consumer adoption of Mel3ocial Network Games (M-SNGS)
in Saudi Arabia: The role of social influence, heido motivation and trust.
Technology in Societ$3, 91-102.

Baabdullah, A., Nasseef, O., and Alalwan, A. (20%&ptember). Consumer adoption of
mobile government in the Kingdom of Saudi ArabifeTrole of usefulness, ease of
use, perceived risk and innovativenessCémference on e-Business, e-Services and
e-Society(pp.267-279). Springer, Cham.

Badwelan, A., Drew, S., and Bahaddad, A. A. (20IB)wards acceptance m-learning
approach in higher education in Saudi Arabiternational Journal of Business and
Managementl1(8), 12.

Bagozzi, R. P. and Yi, Y. (1988). On the evaluatdstructural equation modeldournal of
the Academy of Marketing Scienté (1), 74-94.

Becher, M., Freiling, F. C., Hoffmann, J., Holz, Tellenbeck, S., and Wolf, C. (2011).
Mobile security catching up? revealing the nuts aolts of the security of mobile
devices. InfSecurity and Privacy (SP), 2013ymposium on (pp.96-111). IEEE.



Bruner Il, G. C., and Kumar, A. (2005). Explainimpnsumer acceptance of handheld
internet deviceslournal of Business Research(H8 553-558.

Byrne, B. M. (2010)Structural equation modeling with AMOS: Basic cqisgapplications
and programming6” edn. New York, USA: Taylor and Francis Group.

Callanan, C., Jerman-Bl&ziB., and Blazi, A. J. (2016). User awareness and tolerance of
privacy abuse on mobile Internet: An exploratonydst Telematics and informatics
33(1), 109-128.

Chen, G., and Mei, F. (2017). Research on the Ngiless to Accept Mobile Internet
Advertising Based on Customer Perception---A Cds€allege StudentsWHICEB
2017 Proceedings. 12. Wuhan, China, May 25 to 270182
http://aisel.aisnet.org/whiceb2017/12

Cheng, Y. H., and Huang, T. Y. (2013). High spead passengers’ mobile ticketing
adoption.Transportation Research Part C. Emerging Techn@sg0,143-160.

Cho, D. Y., Kwon, H. J., and Lee, H. Y. (2007). Arsds of trust in internet and mobile
commerce adoption. IrBystem Sciences, 2007.HICSS 2007.40th Annual Hawaii
International Conference ofp.50). IEEE.

Chong, A. Y. L. (2013). Predicting m-commerce admptdeterminants: A neural network
approachExpert Systems with Applicatiqri€)2), 523-530.

Cyr, D., Head, M., and Ivanov, A. (2006). Desigrstaetics leading to m-loyalty in mobile
commercelnformation and Managememt3(8), 950-963.

Dai, H., and Palvi, P. C. (2009). Mobile commerdegation in China and the United States:
A cross-cultural studyACM SIGMIS Databasd0(4), 43-61.

Das, C. (2011)A study on validity of modified technology acceptamodel of mobile.
RTM Nagpur University, Nagpur.

Davis, F. D. Bagozzi, R. P. and Warshaw, P. R. 9)198ser acceptance of computer
technology: A comparison of two theoretical modéftanagement Scienc85(8),
982-1003.

Davis, F. D., Bagozzi, R. P., and Warshaw, P. B92). Extrinsic and intrinsic motivation to
use computers in the workpladaurnal of Applied Social Psycholog3?2(14), 1111-
1132.

Deng, Y. (2017). A Study on Chinese Mobile Interfdgers’ Continuance Intention of
Online Brand Community. INew Media and Chinese Soci¢bp.207-219).
Springer, Singapore.

Dwivedi, Y., & Irani, Z. (2009). Understanding thdopters and non-adopters of broadband.
Communications of the ACGNM2(1), 122-125.

Dwivedi, Y. K., Rana, N. P., Janssen, M., Lal, ®iJliams, M. D., & Clement, M. (2017a).
An empirical validation of a unified model of elemtic government adoption
(UMEGA). Government Information Quarterl@4(2), 211-230.

Dwivedi, Y. K., Rana, N. P., Jeyaraj, A., Clemelt, and Williams, M. D. (2017b). Re-
examining the unified theory of acceptance and akeechnology (UTAUT):
Towards a revised theoretical modéhformation Systems Frontiersl-16. Dol:
https://doi.org/10.1007/s10796-017-9774-y




Dwivedi, Y. K., Shareef, M. A., Simintiras, A. CLal, B., & Weerakkody, V. (2016). A
generalised adoption model for services: A crossitty comparison of mobile health
(m-health).Government Information Quarterlg3(1), 174-187.

Dyna, H. S., and Purwo Adi, W. (2012). Technologgeptance model of mobile Ticketing.
In Proceedings of an international conference infororat system business
competitiveness

Ethos Interactive. (20)2Internet and mobile users in Saudi Arabia (KSAyailable at:
http://blog.ethosinteract.com/2012/02/06/internstyuin-saudi-arabia-ethos-
interactive. Accessed on 25.12.2017.

Export.gov. (2017)Saudi Arabia — Information and Communication Tedbgga Available
at https://www.export.gov/article?id=Saudi-Arabidermation-technology. Accessed
on 12/5/2.18.

Fang, X., Chan, S., Brzezinski, J., and Xu, S. @00oderating effects of task type on
wireless technology acceptandeurnal of Management Information Syste2&3),
123-157.

Fogelgren-Pedersen, A. (2005). The mobile interrte pioneering users’ adoption
decisions. InSystem Science2005. HICSS'05.Proceedings of the 38th Annual
Hawaii International Conference qipp.84). IEEE.

Fornell, C., and Larcker, D. F. (1981). Evaluatistyuctural equation models with
unobservable variables and measurement eloornal of Marketing Research8
(1), 39-50.

Gallup, T. N. S. (2012). Mobile life 2012. (Availab online at URL)
http://www.tnsglobal.com/mobile-life. Accessed dh1.2018.

Gao, T., and Deng, Y. (2012). A study on userseptance behavior to mobile e-books
application based on UTAUT model. Boftware engineering and service science
(ICSESS), 2012 IEEE 3rd International Conferencépm376-379). IEEE.

Gao, L., and Waechter, K. A. (2017). Examining tbke of initial trust in user adoption of
mobile payment services: an empirical investigatioformation Systems Frontiers
19(3), 525-548.

Gefen, D., Karahanna, E., and Straub, D. W. (200&)st and TAM in online shopping: An
integrated modeMIS Quarterly 27(1), 51-90.

Gerpott, T. J., May, S., and Nas, G. (2017). Thpaaot of mobile Internet on mobile voice
usage: A two-level analysis of mobile communicati@astomers in a GCC country.
Information & Managemenb4(7), 958-970.

Gerpott, T. J., and Meinert, P. (2016). The impgHanobile Internet usage on mobile voice
calling behavior: A two-level analysis of residahtimobile communications
customers in Germanyelecommunications Policg0(1), 62-76.

Gu, J. C,, Lee, S. C., and Suh, Y. H. (2009). Detesints of behavioral intention to mobile
banking.Expert Systems with ApplicatiQré$(9), 11605-11616.

Hair Jr., J. F., Black, W. C., Babin, B. J., anddarson, R. E. (2010Multivariate Data
Analysis: A Global Perspectiv®! edn. Pearson Education International.

Hampshire, C. (2017). A mixed methods empiricallesgiion of UK consumer perceptions
of trust, risk and usefulness of mobile paymelmi®rnational Journal of Bank
Marketing 3%(3), 354-369.



Hanafizadeh, P., Behboudi, M., Koshksaray, A. Ad &abar, M. J. S. (2014). Mobile-
banking adoption by Iranian bank clientglematics and Informatic81(1), 62-78.

Hartfelder, J., and Winkelmann, A. (2016). Oppoities and challenges for local retailing in
an environment dominated by mobile internet dewiliesature review and gap
analysis Multikonferenz Wirtschaftsinformatik (MKWI)

Hollingsworth, C. L., and Dembla, P. (2013). Towardunderstanding: Why users engage in
m-commerce.Proceedings of the Southern Association for Infdioma Systems
Conference, Savannah, GA, USAarch 8th—9th 2013.

Hsu, H. H., Lu, H. P, and Hsu, C. L. (2007). Adoptof the mobile Internet: An empirical
study of multimedia message service (MMSinega35(6), 715-726.

Ipsos (2012).Our mobile planet: Saudi Arabia — understanding tm@bile consumer
Available at: www.mmaglobal.com/files/Saudi Aradiaglish.pdf. Accessed on
23.2.2018.

Johnson, D. S., Bardhi, F., and Dunn, D. T. (2008)derstanding how technology paradoxes
affect customer satisfaction with self-service temlbgy: The role of performance
ambiguity and trust in technologlsychology & Marketing?5(5), 416-443.

Joubert, J., and Van Belle, J. P. (2009). The itgpae of trust and risk in m-commerce: A
South African perspectivén Proceedings of Pacific Asia Conference on Inforarat
Systems, Indian School of Business, Hyderabalg 10-12. Sage Publications.

Kapoor, K. K., Dwivedi, Y. K., and Williams, M. 2015). Empirical examination of the
role of three sets of innovation attributes foredetining adoption of IRCTC mobile
ticketing servicelnformation Systems Managemesf(2), 153-173.

Karaiskos, D. C., Kourouthanassis, P., LantzouniGraglis, G. M., and Georgiadis, C. K.
(2009).Understanding the adoption of mobile datavises: Differences among
mobile portal and mobile internet users.Nbile Business, 2009. ICMB 2009" 8
International Conference ofpp.12-17). IEEE.

Khalilzadeh, J., Ozturk, A. B., and Bilgihan, AOI7). Security-related factors in extended
UTAUT model for NFC based mobile payment in theaegant industryComputers
in Human Behaviqr70, 460-474.

Kim, G., Shin, B., and Lee, H. G. (2009). Underdgiag dynamics between initial trust and
usage intentions of mobile bankirgformation Systems Journdl9(3), 283-311.

Kim, M. J., Chung, N., and Lee, C. K. (2011). THéeet of perceived trust on electronic
commerce: Shopping online for tourism products a@edvices in South Korea.
Tourism Managemen82(2), 256-265.

Laukkanen, T. (2016). Consumer adoption versustieje decisions in seemingly similar
service innovations: The case of the Internet andil@m bankingJournal of Business
Research69(7), 2432-2439.

Laukkanen, T. (2007). Internet vs Mobile bankingmparing customer value perceptions.
Business Process Management Journal6),3788-797.

Lee, K. C. and Chung, N. (2009). Understandingdiacaffecting trust in and satisfaction
with mobile banking in Korea: A modified DelLone akidLean’s model perspective.
Interacting with Computer21(5), 385-392.

Lee, W. J., Kim, T. U., & Chung, J. Y. (2002, Juliyser acceptance of the mobile Internet.
In Proceedings of the First International ConferenceMobile Busines§p. 8-9).



Liébana-Cabanillas, F., Mufioz-Leiva, F., and Samndfernandez, J. (2013). The impact of
risk on the technological acceptance of mobile payrservicesGlobal Business
Perspectivesl-20.

Lim, S., Xue, L., Yen, C. C., Chang, L., Chan, H, Tai, B. C., and Choolani, M. (2011). A
study on Singaporean women’s acceptance of usinglenphones to seek health
information.International Journal of Medical Informatic80(12), €189-e202.

Lin, H. F. (2011). An empirical investigation of imte banking adoption: The effect of
innovation attributes and knowledge-based timsérnational Journal of Information
Management31(3), 252-260.

Lin, H. F. (2013). Determining the relative imparta of mobile banking quality factors.
Computer Standards & Interface&(2), 195-204.

Lin, H. H., and Wang, Y. S. (2005). Predicting com®r intention to use mobile commerce
in Taiwan. In Mobile Business, 2005.ICMB 2005.International Cosfiee on
(pp.406-412). IEEE.

Lépez-Nicolas, C., Molina-Castillo, F. J., and Bonan, H. (2008). An assessment of
advanced mobile services acceptance: contribufiems TAM and diffusion theory
models.Information and Managememt5(6), 359-364.

Lu, J., Yao, J. E., and Yu, C. S. (2005). Persanabvativeness, social influences and
adoption of wireless Internet services via molelehnhology.The Journal of Strategic
Information Systems, (3)), 245-268.

Lu, M., and Zhu, M. (2011). Customers’ acceptaneldvior on mobile internet services. In
Communication Technology and Application (ICCTA DQ1IET International
Conference oltpp.777-781). IET.

Luarn, P. and Lin, H. H. (2005). Toward an underdiag of the behavioral intention to use
Mobile banking.Computers in Human Behavi&1(6), 873-891.

Luo, X., Li, H., Zhang, J., and Shim, J. P. (201B%amining multi-dimensional trust and
multifaceted risk in initial acceptance of emergteghnologies: An empirical study
of Mobile banking service®ecision Support Systen(2), 222-234.

Malaquias, R. F., and Hwang, Y. (2016). An emplrgtady on trust in mobile banking: A
developing country perspectiveéomputers in Human Behavidi4, 453-461.

Mascheroni, G., and Olafsson, K. (2016). The molnilernet: Access, use, opportunities and
divides among European childrerew media & sociefy8(8), 1657-1679.

McKenna, B., Tuunanen, T., and Gardner, L. (20Ekploration of location-based services
adoption. InSystem sciences (HICSS), 2011" #4awaii International Conference on
(pp.1-10). IEEE.

Midgley, D. F., and Dowling, G. R. (1978). Innowetthess: The concept and its
measurementlournal of consumer researci(4), 229-242.

Mishra, A. (2011).A study of cognitive processing and inhibitionsadbpters and non-
adopters of technology-based product®octoral dissertation, University of
Arizona).

Mizanur, R. M., and Sloan, T. R. (2017). User adwpbdbf mobile commerce in Bangladesh:
Integrating perceived risk, perceived cost and qek awareness with
TAM. International Technology Management Revié(8), 103-124.



Mukherjee, S., Sriram, S., Vu, T., and RaychaudhDri (2017). EIR: Edge-aware inter-
domain routing protocol for the future mobile imtet. Computer Network4.27, 13-
30.

Nunnally, J. C. (1978Psychometric Theor\New York, NY: McGraw-Hill.

Okazaki, S., Alonso, J., Skapa, R., and Grand€007). Modeling consumer behavior in
mobile commerce from the perspective of wireledsriret adoption: A comparative
analysis of Japan, Spain, and the Czech Repuliie. Murata Science Foundation
Research Report, Tokyo. Murata Science Founda2bnl 13-115.

Ozturk, A. B., Nusair, K., Okumus, F., and Singh, (R017). Understanding mobile hotel
booking loyalty: an integration of privacy calculutheory and trust-risk
framework.Information Systems Frontier$(4), 753-767.

Park, E., Baek, S., Ohm, J., and Chang, H. J. (R@édterminants of player acceptance of
mobile social network games: An application of exted technology acceptance
model.Telematics and Informatic8]1(1), 3-15.

Parveen, F., and Sulaiman, A. (2008). Technologyptexity, personal innovativeness and
intention to use wireless internet using mobile idey in Malaysia.International
Review of Business Research Pap(s), 1-10.

Phaal, R., Farrukh, C. J., and Probert, D. R. (200d4chnology roadmapping—a planning
framework for evolution and revolutiomechnological forecasting and social
change71(1-2), 5-26.

Pousttchi, K., and Goeke, L. (2011). Determinaritsustomer acceptance for mobile data
services: an empirical analysis with formative d¢omds.International Journal of
Electronic Busines®(1-2), 26-43.

Plschel, J., Afonso Mazzon, J., and Mauro C. HeteanJ. (2010). Mobile banking:
proposition of an integrated adoption intentiomfeavork.International Journal of
bank marketing28(5), 389-409.

Qi, J., Li, L., Li, Y., and Shu, H. (2009). An erton of technology acceptance model:
Analysis of the adoption of mobile data servicesCinina. Systems Research and
Behavioral Science&6(3), 391-407.

Rana, N. P., Dwivedi, Y. K., Lal, B., Williams, MD. and Clement, M. (2017). Citizens’
adoption of an electronic government system: towadunified view.Information
Systems Frontierd 9(3), 549-568.

Rana, N. P., Dwivedi, Y. K., Williams, M. D., and é&rakkody, V. (2016). Adoption of
online public grievance redressal system in Indimwvard developing a unified view.
Computers in Human Behavid9, 265-282.

Rogers, E. M., Medina, U. E., Rivera, M. A., andl&yj C. J. (2005). Complex adaptive
systems and the diffusion of innovatiofifie Innovation Journal: The Public Sector
Innovation Journal10(3), 1-26.

Sadi, A. H. M., and Noordin, M. F. (2011). FactorBuencing the adoption of m-commerce:
An exploratory analysis. IfProceedings of the 2011 International Conference on
Industrial Engineering and Operations Manageméutala Lumpur, Malaysia.

Safeena, R., Hundewale, N., and Kamani, A. (20l)stomer’s adoption of mobile-
commerce: A study on emerging econormernational Journal of e-Education, e-
Business, e-Management and e-Learnit{g), 228-233.



Shareef, M. A., Archer, N., and Dwivedi, Y. K. (Z)1 Examining adoption behavior of
mobile governmentlournal of Computer Information Systerf8(2), 39-49.

Shareef, M. A., Baabdullah, A., Dutta, S., Kumar, &d Dwivedi, Y. K. (2018). Consumer
Adoption of Mobile Banking Services: An Empiricalx&mination of Factors
According to Adoption Stageslournal of Retailing and Consumer Servicd8
(July), 54-67.

Shareef, M. A., Dwivedi, Y. K., Kumar, V., and KumaJ. (2016). Reformation of public
service to meet citizens’ needs as customers: BirauSMS as an alternative service
delivery channelComputers in Human Behavijdl, 255-270.

Shin, D. H. (2009). The evaluation of user expergewnf the virtual world in relation to
extrinsic and intrinsic motivation.International Journal of Human-Computer
Interaction, 2%6), 530-553.

Siau, K., and Shen, Z. (2003). Building customasttin mobile commerc&€€ommunications
of the ACM46(4), 91-94.

Singh, S., and Swait, J. (2017). Channels for $earad purchase: Does mobile Internet
matter?.Journal of Retailing and Consumer Servic@$ 123-134.

Sohn, S. (2017). A contextual perspective on comsshperceived usefulness: The case of
mobile online shoppinglournal of Retailing and Consumer Servica® 22-33.

Son, H., Park, Y., Kim, C., and Chou, J. S. (20I®ward an understanding of construction
professionals’ acceptance of mobile computing d=via South Korea: An extension
of the technology acceptance modeltomation in Constructiqr28, 82-90.

Statista. (2018a)Mobile phone internet user penetration worldwidenir 2014 to 2019
Available at https://www.statista.com/statisticgf282/mobile-phone-internet-user-
penetration-worldwide/. Accessed on 12/5/2018.

Statista. (2017).Most popular mobile internet activities according internet users
worldwide as of 2nd half 2017, by device Available at
https://www.statista.com/statistics/249761/mosttpapactivities-carried-out-on-
mobile-internet-devices/. Accessed on 5/5/2018.

Statista. (2018bNumber of mobile phone internet users in Saudi rétom 2015 to 2022
(in  millions). Available at _https://www.statista.com/statist&3821/number-of-
mobile-internet-user-in-saudi-arabia/. Accessed 2/5/2018.

Statista. (2018c)Number of mobile phone users worldwide from 20130®9 (in billions)
Available at https://www.statista.com/statisticsl?274/forecast-of-mobile-phone-
users-worldwide/. Accessed on 12/5/2018.

Statista. (2018d)Share of population who bought something onlinephane in the past
month as of 3rd quarter 2017, by country Available at
https://www.statista.com/statistics/280134/onlingastphone-purchases-in-selected-
countries/. Accessed on 12/5/2018.

Statista. (2018eReadiness and willingness to use mobile paymertadetin Saudi Arabia
in 2012 Available at https://www.statista.com/statistks1482/readiness-to-use-
mobile-payments-in-saudi-arabi/. Accessed on 1232

Statista. (2018f)Number of mobile phone internet users in the Uniéates from 2015 to
2022 (in millions) Available at https://www.statista.com/statisttZ&3591/number-of-
mobile-internet-user-in-usa/. Accessed on 12/5/2018




Tabachnick, B. G. and Fidell, L. S. (200D)sing Multivariate statisticsBoston: Pearson
Education.

Tai, Y. M., and Ku, Y. C. (2013). Will stock invess use mobile stock trading? A benefit-
risk assessment based on a modified UTAUT makbeirnal of Electronic Commerce
Research, 14).

Taipale, S. (2016). Do the mobile-rich get richdr?ernet use, travelling and social
differentiations in Finlandnew media & sociefyl8(1), 44-61.

Tillema, T., Schwanen, T., and Dijst, M. (2009). "@uaunicating something confidential
while travelling by train: the use of a telephor@wersation versus silent modes.
Transportation, 3(), 541-564.

Tran, H. T. T., and Corner, J. (2016). The impact@mmunication channels on mobile
banking adoptioninternational Journal of Bank Marketing4(1), 78-109.

Tsai, Y. T., Wang, S. C., Yan, K. Q., and Chang,MC. (2017). Precise Positioning of
Marketing and Behavior Intentions of Location-Baseldbile Commerce in the
Internet of ThingsSymmetry9(8), 139.

Tsang, M. M., Ho, S. C., and Liang, T. P. (2004pn8umer attitudes toward mobile
advertising: An empirical studynternational journal of electronic commerc8(3),
65-78.

Van der Heijden, H. (2004). User acceptance of heedaformation system$IS Quarterly
28(4), 695-704.

Vanden Abeele, M. M. (2016). Mobile lifestyles: @aptualizing heterogeneity in mobile
youth culturenew media & society18(6), 908-926.

Venkatesh, V. (2000). Determinants of perceivedeea$ use: Integrating perceived
behavioral control, computer anxiety and enjoymatd the technology acceptance
model.Information Systems Researdfi(4), 342-365.

Venkatesh, V., Morris, M. G., Davis, G. B., and Baw. D. (2003). User acceptance of
information technology: Toward a unified vieMIS Quarterly,27(3),425-478.

Venkatesh, V., Thong, J. Y. L., and Xu, X. (2018onsumer acceptance and use of
information technology: Extending the unified theoof acceptance and use of
technology MIS Quarterly 36(1), 157-178.

Vision2030. (2018). Saudi Arabia’s Vision 2030. Ashble at_http://vision2030.gov.sa/en.
Accessed on 12/5/2018.

Wang, Y., de Almeida Correia, G. H., van Arem, Bnd Timmermans, H. H. (2018).
Understanding travellers’ preferences for differgmtes of trip destination based on
mobile internet usage daferansportation Research Part C: Emerging
Technologies90, 247-259.

Wessels, L. and Drennan, J. (2010). An investigadibconsumer acceptance of M-banking.
International Journal of Bank Marketing, @8, 547-568.

Wiratmadja, I. I., Govindaraju, R., and Athari, (2012). The development of mobile internet
technology acceptance model. Management of Innovation and Technology
(ICMIT), 2012 IEEE International Conference (pp.384-388). IEEE.




Wong, L. H., Hsu, C. K., Sun, J., and Boticki, 2013). How flexible grouping affects the
collaborative patterns in a mobile-assisted Chirdsgacter learning gaméournal
of Educational Technology & Sociefy§(2).

Xiang, Y., Wu, X., and Chen, Q. (2008). Personabiativeness and initial adoption of m-
commerce: Toward an integrated model. Management of Innovation and
Technology, 2008. ICMIT 200&™ IEEE International Conference ofpp.652-
657).IEEE.

Xu, X., Thong, J. Y., and Tam, K. Y. (2017). WingirBack Technology Disadopters:
Testing a Technology Readoption Model in the Cantex Mobile Internet
ServicesJournal of Management Information SysteB#1), 102-140.

Yadav, R., Sharma, S. K., and Tarhini, A. (2016)mAlti-analytical approach to understand
and predict the mobile commerce adoptiatwurnal of enterprise information
managemen®9(2), 222-237.

Yang, S., Lu, Y., Gupta, S., and Cao, Y. (2012ae®context matter? The impact of use
context on mobile internet adoptioimternational Journal of Human-Computer
Interaction, 288), 530-541.

Yang, S., Lu, Y., Gupta, S., Cao, Y., and Zhang,(Z12b). Mobile payment services
adoption across time: An empirical study of theseti§ of behavioral beliefs, social
influences, and personal trai@omputers in Human Behavior, (23, 129-142.

Yun, H., Han, D., and Lee, C. C. (2013). Undersiragpdhe use of location-based service
applications: do privacy concerns makdournal of Electronic Commerce Research,
14(3).

Zarmpou, T., Saprikis, V., Markos, A., and Vlachajpu, M. (2012). Modeling users’
acceptance of mobile servic&dectronic Commerce Research (2 225-248.

Zhang, J., Huang, J., and Chen, J. (2010). Empirgseearch on user acceptance of mobile
searchesTsinghua Science and Technology(2)5235-245.

Zhang, J., and Mao, E. (2008). Understanding tlee@ance of mobile SMS advertising
among young Chinese consumétsychology and Marketing, &5, 787-805.

Zheng, H., Li, Y., and Jiang, D. (2012). Empiri&udy and Model of User's Acceptance for
Mobile Commerce in Chindnternational Journal of Computer Science Issues
(13CSI) 9(6), 278-283.

Zhou, T. (2011). An empirical examination of initikust in Mobile banking.Internet
Research21(5), 527-540.

Zhou, T., and Lu, Y. (2011). Examining mobile ingtanessaging user loyalty from the
perspectives of network externalities and flow eigee. Computers in Human
Behavior, 272), 883-889.



Appendix

Construct

Item

Source

Perceived usefulnesy

USF1: Mobile internet is useful in my daily life.

USF2: Using mobile internet helps me accomplishghimore quickly.

USF3: Using mobile internet increases my produlstivi

USF4: Using mobile internet increases my chancesbieving things that
are important to me.

Davis et al. (1989)

Perceived ease of use POUL: Learning how to ugsleniaternet is easy for me.

POU2: My interaction with mobile internet is cleard understandable.

POUS3: Mobile internet is easy to use.

POU4: It is easy for me to become skilful at usimgpile internet.

Davis et al. (1989)

Perceived enjoyment

ENJ1: Using mobile internétis

ENJ2: Using mobile internet is enjoyable.

ENJ3: Using mobile internet is very entertaining.

Venkatesh et al. (2012)

Innovativeness INN1: If | heard about mobile imetrtechnology, | would look for ways | Karaiskos et al. (2009)
to experiment with it.
INN2: Among my peers, | am usually the first to kxp new technology
i.e. mobile internet.
INN3: | like to experiment with new technology,.imobile internet.
INN4: In general, | am not hesitant to try out nieformation Agarwal and Prasad (1998
technologies.
INN5: Compared to my friends, | seek out a lotrdbrmation about Aldas-Manzano et al.
mobile internet services. (2009)
INNG: | would try new mobile internet service eviém my circle of
friends nobody has trialled it before.
Trust TR1: | believe that mobile internet is tmstthy. Gefen et al. (2003)

TR2: | trust in mobile internet.

TR3: | do not doubt the honesty of mobile internet.

TRA4: | feel assured that legal and technologicaicstires adequately
protect me from problems on mobile internet.

TR5: Even if not monitored, | would trust mobiléeémet to do the job
right.

TR6: Mobile internet has the ability to fulfil itask.

TR7: Promises made by mobile internet are likelpaaeliable.

Behavioural Intention

BI1: | will continue using tmite internet in the future.

BI2: | will always try to use mobile internet in naaily life.

BI3: | plan to continue using mobile internet freqtly.

Davis et al. (1989)

Adoption

Adoptionl: E-mail

Adoption2: Online shopping

Adoption3: Watching Movies and online videos

Adoption4: Instant messing and video calling

Adoption5:Using social media sites

Statista (2017)




Examining Adoption of Mobile Internet in Saudi Arabia:
Extending TAM with Perceived Enjoyment, Innovativeness
and Trust

Highlights

* Mobile Internet has received less attention by researchersin Saudi Arabia

* Thisstudy provides the understanding on adoption of Maobile Internet in Saudi Arabia

» The study extended Technology acceptance model with trust, enjoyment and
innovativeness

» Thevalidated model predicted 51% of variance in behavioural intention

* Percelved ease of use was the only variable that was found non-significant on
behavioural intention



