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Factors Affecting Mobile Commerce Adoption:
A Cross-Cultural Study in China and United States

Hua Dai Prashant Palvia
University of North Carolina at Greensboro University of North Carolina at Greensboro
h dai@uncg.edu pcpalvia@uncg.edu

ABSTRACT

Mobile communication technologies have penetratmtsamer markets throughout the world. It is likedymake a deep
influence on business activities, consumer behawiod national and global markets. Thus the idieatibn of factors that
impact mobile commerce adoption will have significaalue. This paper identified nine factors dtffeg mobile commerce
adoption by consumers, based on recently publiskedarch. Multiple comparisons in China and UniBtdtes were
conducted to clarify the applicability of thesettas in the two regions. A survey was conducted 8@ individual mobile
commerce users in China and US. We found signifidéfferences among the antecedents and their itrggaconsumers’
intentions to use mobile commerce. The study atsovsl a number of practical insights and providesdees seeking to
enter the Chinese and US marketplace with speanfiicmation about m-commerce users’ perceptionsiatehtions.
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INTRODUCTION

Mobile communication technologies have penetratetsemer markets throughout the world. The globsatesy for mobile
communications (GSM) cell phone system and therieteare viewed as two dominant global communicatietworks.
According to Internet World Stats (2007), curremternet users are 1.24 billion while the mobile pdhsubscribers are 2.7
billion in 210 countries and territories (Mobile World, ZQ0WVikipedia). According to the consultants Mckéys&
Company, by 2010, mobile commerce will be the sddangest industry in the world.

Mobile commerce(also called mobile e-commerce or m-commerce) finedd as “all activities related to a (potential)
commercial transaction conducted through commuioicat networks that interface with wireless (or nepidevices”
(Tarasewich et al., 2002, p42). Mobile commerce&aasforming mobile phone from a simple voice-comination device
to an advanced-communication device which can pgeovioice, text, andideo messaging, web surfing, digital imaging,
entertainment functions, payments, banking, finanicistrument trading, and shopping (Mao, 2005)weieer, technology
development is seriously challenged when userslarme to adopt the technology. Enhanced functiopaitd greater levels
of mobile services require an in-depth understamdih consumer’s perception and behavior. Besides,global use of
wireless technologies and applications adds cortgldé® issues in m-commerce. Such complexity dexrifim legal,
cultural, social, political, and technical diffec®s among countries (Tarasewich et. al, 2002).léct®nic commerce
research, cultural aspects influence the typicayswim which web applications are used within a ¢guiiZakaria and
Stanton, 2003). As mobile commerce has spread kyolzallture can have a stronger effect on the wiays/hich mobile
commerce is used in each country (Lee et al, 2084)vever, most current practitioners only concdetran language
translation when they enter a foreign market (Cduaai., 2002). Therefore, we need to develop afejth understanding of
m-commerce adoption in different cultures. In tétisdy, we investigate mobile commerce adoptiomin different cultural
contexts: China and United States.

The goal of this research is to address three reseaestions:
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* What are the factors affecting the adoption of neobommerce?
* Whatis the relative importance of these factors?
« Do the factors affecting mobile commerce adoptidfedin China and USA?

LITERATURE REVIEW
Mobile Commerce and Technology Adoption Model

Most of the IS studies on adoption and usage afrinétion technology have adopted models derivenh filoe Theory of
Reasoned Action (TRA) (Fishbein and Ajzen, 197%5)d its extensions (Khalifa and Cheng, 2002). TRA Tonsists of
five main components: external factors, beliefsituates, intentions, and behavioral outcome. Byeeding TRA, the
Technology Acceptance Model - TAM (Davis, 1989) Haen widely used to predict the attitudes and \dels of
consumers when introduced to a new technology. @nbisis of TAM, several models were developed ¢asure the
acceptance of users to certain types of emerguigntdogies or systems. There have been singletgostudies on mobile
commerce adoption. Malhotra and Segars (2005) iigpasd wireless web adoption pattern in the USon@/and Hiew
(2005) conducted a survey to find correlations leetwfactors affecting the diffusion of mobile etdarment in Malaysia.
Kim and Stenfield (2004) studied consumer mobiterimet service satisfaction and continuance int@estiand investigated
the relationship between satisfaction and technolxdpption intention in Korea. Rosenbaum and KigB€04) described
ongoing research investigating mobile commerce dmyoerce) in Japan. Using a social informatics peatpe, this
research provided insights into ways Japanesereuiuchanging as mobile phone technologies andmmaterce become
reutilized in Japanese life. Bruner and Kumar (3@8@ended TAM by adding the concept of “fun” andicated that fun of
using a device was a powerful determinant of atéttoward usage.

Cross-Cultural Studies of Mobile Commerce

Mobile technology and mobile commerce usage patteany across different cultures. The cross-culissees seem to be
highly related to adoption. Hofstede (1980) definaliure as “the collective programming of the mimbdich distinguishes
the members of one group from people from anothde”further developed five distinctly different maacultural level
cultural dimensions: (1) Power Distance, (2) Urmiaty Avoidance, (3) Masculinity-Femininity, (4) dividualism-
Collectivism, plus (5) Long-Term Time Orientatidduch culture dimensions of culture are closely @ased with the usage
pattern of mobile commerce users (Lee et al, 2094), little research has been performed on cro#tsi@l issues in the
mobile environment. This might be due to relatieeith of this market (Harris et al, 2003) and thiialilties in conducting
culture research (Straub et al. 2002).

Several initial endeavors have been made. Hatrég @003) compared m-commerce usage in the Uidiagdom and in

Hong Kong; these are two areas with apparently laimmnobile telecommunications infrastructures buthwmarkedly

different cultural profiles. Su and Adam (2004)estigated mobile use and adoption in China andJtdy drawing upon

Individualism vs. Collectivism cultural dimensiohee et al (2004) develop metrics to measure thterali aspects of mobile
Internet use where culture was found to have aopraf impact on the use of information technologsgteDfrom Hong Kong

and Korea were collected in this cross cultureystudao et al (2005) tested an extended TAM mode¢he U.S. and Turkey
which explored key factors that influence the ubefss, ease of use, and intentions to use advanobide phone services,
such as mobile Internet access, E-Mail, and paysnent

However, none of the prior study focuses on the@dents of consumer acceptance and their intsntmmuse mobile
commerce in cross-cultural context. A variety ohsomer characteristics influence the perceptiomaofiers to the adoption
of m-commerce services (Lu, et al., 2003). Thisliegpthat researchers and practitioners should ldpveeeper levels of
knowledge about the impact of consumer characiesiand their behavior to understand acceptance-cdmmerce services
in distinct cultures.

BACKGROUND OF MOBILE COMMERCE IN UNITED STATES AND CHINA

Mobile Commerce in United States

According to PRECOMM (2007), the current mobile pagenetration is at about 50% in USA, compareddst European
and many Asian-Pacific countries with much highetes. For example, penetration currently stan@% in Italy, Taiwan

and Hong Kong and at more than 80% in U.K., FinJdPartugal, Norway, and Austria. The revenue gaadritom mobile
commerce is 3.3 million US dollars in 2005 compaethe 9.4 million in Asia and 7.8 in West Europe.
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Clearly, USA is in its early stages of m-commerompared to the Asian and European countries althalfwas a pioneer
in the Internet and E-Commerce era. While advaneedbile phone services are available and consumers mew
generation phones, the acceptance of these seigiced automatic. An in-depth understanding @&f factors influencing
the adoption of mobile phone services would hel.lhusinesses stimulate deeper penetration anidedhe benefits
sooner (Mao et al, 2004).

Mobile Commerce in China

According to Kshetri and Cheung (2002), China islangoing the mobile miracle. China is rapidly hegdtowards the

largest mobile communications network in the wdidd both cellular and paging operations (Lu et2003). China’s

telecommunication market reached 182.4 billionewenues in 2006. China has over 800 million telesabscribers and the
teledensity is 49.21. Of the 800 million telephdines, fixed lines are around 367.81 million whife remaining are mobile
users. These 2006 numbers are over 60 million cozdpa 2005.

Unlike USA, e-commerce practices in China can haréach low-income earners that constitute a ngjofithe population

due to limited household possession of wired pedsoamputers (Hu, 2000). However, many existing ileobsers have an
established comfort level with mobile device fuaotility. This may alleviate reluctance to conduetommerce activities
(Lu et al, 2003). Thus, m-commerce has a potéyiaiceptional future in China, driven by the néedcheaper alternatives
to Internet connectivity. Mobile Internet might thee way to bring e-commerce to China (Chavaja,&2G01).

PROPOSED RESEARCH MODEL
Based on TAM and recent published literature oniteabternet or service adoption (Lu et al, 2008sBnbaum and Kleber,

2004; Mao et al, 2004; Kim and Stenfield, 2004), lnsve developed an integrative research framewiigkiré 1) that
identifies ten major factors as significant antes#d of consumer intention to use mobile commerce.

Perceived Value Privacy Perception Security
Added Per ception

Innovativeness

Per ceived
Usefulness

Intention to Use
M obile Commerce

Per ceived Ease of
Use

Per ceived Cost

Compatibility Per ceived Subjective Norm
Enjoyment

Figure 1: Proposed Research M odel
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Perceived Value-Added

Perceived value added means that mobile commeeetes value for customers in a different manrmemfconventional
business; besides, it provides services and additibenefits when compared to traditional ecommeapelications
(Mobilocity, 2000; Tsalgatidou and Pitoura, 2001).

Security Perception

Salisbury et al (2001) define perceived web segardt the extent to which one believes that the Warflde Web is secure
for transmitting sensitive information. In the migbicontext, failing to provide a secure system oftammerce will
significantly dampen consumer adoption rates (GlawghSwaminatha, 2001).

Privacy Perception

Consumer reluctance to use mobile commerce isypduith to the fact that the barrier to shoppingtanihternet is relatively
high (Udo 2001). Websites usually require persanfdrmation from the users for the purposes suchmasnbership,
newsletter subscription, feedback forms, order retc.

Innovativeness

Consumer innovativeness has been used to studyiaddyehavior of new products and services (Woadl &wait, 2002).

Citrin et al. (2000) indicated that innovativenge®dicts consumer adoption of Internet shoppingtheamore, recent
studies on consumer adoption of wireless appliogpimtocol (WAP) also indicate that personal inrtoasmess can predict
adoption of M-commerce (Hung et al., 2003).

Perceived Usefulness

Borrowed from TAM, perceived usefulness (PU) refersa “prospective user's subjective probabilitgtthsing a specific
application will increase his or her ... performanck’has been proved that perceived usefulnessefiis play a crucial
role in the adoption of technology (lacovou et 3095).

Perceived Ease of Use

Perceived ease of use is an important determirfarger satisfaction (Baroudi et al. 1986). It refto "the degree to which
the prospective user expects the target systema foek of effort”. This internal belief ties to aividual's assessment of
the mental effort involved in using a system.

Perceived Cost

Depending on the provider, there are differentsapdans, extra charges for advanced mobile phendces According to
Kim and Steinfield (2004), an inappropriate andaoegptable mobile Internet service charge is undulipta key predictor
of mobile users’ overall service satisfaction.

Compatibility

Gera and Chen (2003) defined compatibility as tegfee to which the innovation is consistent witlsting facilities and
practice”. Malhotra and Segar (2003) defined twgety of compatibility: behavioral compatibility anéeds compatibility.
For behavioral compatibility to be achieved, thedawation (Wireless Web) must be consistent withpaeis’ existing values
and past experiences related to the current teagypoNeeds compatibility is associated with thdighbof the innovation to
meet the needs of the adopters.
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Perceived Enjoyment

Igbaria et al (1996) defined enjoyment as “theiimsic reward derived through the use of the teabgylbr service studied”.
Nysveen et al (2005) addressed that perceived emgol stands out as an important motive for usingeggntial mobile
services.

Subjective Norm

Subjective norm refers to the perceived social anesto perform or not certain behavior (Ajzen 1)9%everal studies
confirm that subjective norms affect the on-lin@mber's behavior (Chen and Dhillon 2003; Shim et2@01). Moore and
Benbasat (1991) defined it as the extent to whaghaf an innovation is perceived as enhancemem@$s status in a social
system.

Intention to Use Mobile Commerce

Intention to use has been used as a good predicémtual used in prior studies. Mobile commencecgnpasses many more
activities than merely online purchasing. This gtwbuld investigate individual consumers’ intentittnuse different kind
of mobile commerce activities that include browsisigopping, banking, and mobile entertainment.

METHODOLOGY

To empirically test our model, a survey instrumesais developed based on prior research as discusgbe next sub-
section.

Measures

An English version of the questionnaire was devetbpased on the research model and exhaustivatliterreview. The
purpose of each item on the instrument was to tiigeconsumers the opportunity to express theiriopinconcerning their
perceptions of the constructs, e.g., security anidagy. The items were simple statements of coredon which the

participants were asked to indicate their opinions scale of “strongly disagree to strongly agrélitems were generated
from literature review on m-commerce and key woedrshes of m-commerce, wireless internet, techyolmpeptance,
innovation adoption. There are also some measuoes MIS survey instrument in the AIS website. Demapdnics and

variables of experience were adopted from prevituslies related to TAM. All items were measuredaoseven-point
Likert scale.

Pretest

The survey instrument was tested on several expariemobile/electronic commerce college studefitse aim was to test
the feasibility of the instrument and gain qualitatfeedback from the respondents. Based on tleidbfeck, changes were
made to improve the layout and phrasing of someeguguestions.

Pilot study

A pilot study was conducted at one big universityJiSA. Sixteen American students and faculty weie=d to complete the
questionnaire. The questionnaire was also digebto 14 international students. The respondesie gerbal and written
feedback. They were asked to make notes on theysupf items that were unclear. A few changeseweade as a result.

Data Collection

The revised questionnaires were distributed ingaubiversity in USA. 89 respondents filled the syvThe English version
guestionnaire was subsequently translated intoedkiMainland version. The Chinese version wasildliged through email
to people in several large cities in China whereammerce is well diffused and promoted by vendd@8® responses were
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collected from China. After removing incompleteegtionnaires, we finally got 84 surveys from USAl d©6 from China.

The sample characteristics are displayed in table 2

Mobile Commerce Adoption in China and United Sates

Full Sample China us
Number Per centage Number Percentage Number Percentage
Total 190 100% 106 55.79% 84 44.21%
Male 115 60.53% 74 38.95% 41 21.58%
Female 75 39.47% 32 16.84% 43 22.63%

Exploratory Factor Analysis

We factor analyzed the 190 usable records. Thitysisaresulted in ten factor®erceived Value-added, |nnovativeness,
Security and Privacy Perceptions, Perceived Usefulness, Perceived Ease of Use, Perceived Cost, Compatibility, Perceived

Tablel: Sample Characteristics

Enjoyment, Subjective Norms and behavioral Intentions. Table 2 shows the factor loading.

Factor

10 11

P1
P2
P3
P4
s1
s2
s3
54
I

12
13
14
PVA1
PVA2
PVA3
PVA4
PVAS
PU1

.458
.847
924
.643

415
812
.653
-.053

.675
.694
.487
.865

710
.853
711
.530
483

.624
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PU2 .690
PU3 .825
PU4 .699
PU5 .756
PEOU1 .597
PEOU2 .601
PEOU3 .599
PEOU4 .530
PEOU5S 472
PC1 -.072
PC2 341
PC3 671
PC4 874
coM1 473
COM2 .579
COM3 .540
PE1 .656
PE2 715
PE3 .696
PE4 716
PE5 .502
SN1 .740
SN2 .866
SN3 .700
BI1 712
BI2 .723
BI3 .538
BI4 .529

Table 2: Exploratory Factor Analysis

Testing the Measurement Model

Structural equation modeling (SEM) was used toyamathe data for both the measurement model andtstal model. The
software we use is PLS-Graph since Partial leasareq(PLS) places minimal restrictions on measurgraeales, sample
size, and residual distributions (Chin et al. 2003)

Reliability

Based on the results of exploratory factor analysis refined our measurements. Items that loadesitiean 0.50 or cross-
loaded were discarded. Reliability was assesset) uisternal consistency scores, calculated bycivposite reliability
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scores (Werts et al. 1974). Internal consistenzied! variables, except security, are considemezbptable since they exceed
.70 (Table 3). So we removed the security consfrom further analysis.

Variables Reliability Variables Reliability

Privacy 0.8197 Perceived cost 0.8023
Security 0.4798 Compatibility 0.8682
Innovativeness 0.7790 Perceived Enjoyment | 0.9101
Perceived of Valug 0.8590 Subjective Norms 0.9148
added

Perceived Usefulness | 0.9070 Behavior intentions 0.8202
Perceived Ease of Use | 0.9034

Table 3: Results of Reliability Tests

According to Chin (1998) and Pavlou et al. (2006pnvergent validity and Discriminant Validity calibe inferred through
PLS analysis when (1) loadings are much highetheir hypothesized factor than on other factors (dvaaings are higher
than cross-loadings), and (2) when the square abetich construct's average variance extracted (AgHarger than its
correlations with other constructs”. The item loagti and the AVE for each construct are shown irleTdb

Construct Loadings Square root of
AVE
Privacy P1 0.8246 0.732 0.8556
P2 0.9209
P3 0.7994
Innovativeness 11 0.8639 0.720 0.8485
12 0.8984
13 0.7797
Perceived Valuei PVA1 0.8474 0.789 0.8883
Added PVAZ 0.9161
PVA3 0.8998
Perceived Usefulnesp PU1 0.8569 0.778 0.8820
PU2 0.8929
PU3 0.8654
PU4 0.9116
Perceived ease of ugePEOU1 0.8889 0.858 0.9263
PEOU2 0.9623
Perceived cost PC1 0.8859 0.834 0.9132
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PC2 0.9396

Perceived enjoymen{ PE1 0.8681 0.782 0.8843
PE2 0.9201
PE3 0.8472
PE4 0.9000

Compatibility CoM1 0.8700 0.799 0.8939
COM2 0.8924
COM3 0.9191

Subjective Norm SN1 0.9140 0.851 0.9225
SN2 0.9418
SN3 0.9108

Behavioral Intentionq BI1 0.8440 0.590 0.7681
BI2 0.8767
BI3 0.5822
Bl4 0.7343

Table4 Itemsloading and AVE for principal constructs

All items loaded well on their respective factore square roots of all AVEs are above 0.75 whiehnauch larger than all
the cross-correlations. The above tests demonsidsguate convergent and discriminant validity.

Testing the mean values

To compare the two cultural groups: China and UtSiasts were conducted. The results are summairiz€dble 5.

Std. Error T-

Construct Mean Std. Deviation Mean Statistics P-value

Privacy China 106 5.5692 1.48217 .14396 .705 .482
us 84 5.4222 1.35769 .14814

Innovativeness China 106 4.4044 1.21306 11782 -1.448 .149
us 84 4.6578 1.17738 .12846

perceved  Value) China 106|  5.4065 115169  .11186|  -1.143 254
us 84 5.6071 1.26233 13773

Perceived Usefulnesy China 106 4.9555 1.13740 11047 .354 724
usS 84 4.8916 1.35100 14741

Perceived Ease of U9 China 106 4.5868 1.22039 .11853 -1.339 .182
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us 84 4.8333 1.30876 .14280

Perceived Cost China 106 5.1698 1.25109 12152 2.271 .024
us 84 4.7744 1.11225 12136

Compatibility China 106 4.4969 1.28339 12465 -1.522 .130
us 84 4.7816 1.27818 .13946

Perceived Enjoyment| China 106 3.9405 1.13649 .11039 -3.753 .000
us 84 4.6139 1.33523 .14569

Subjective Norms China 106 3.7515 1.30853 12710 -2.672 .008
us 84 4.2819 1.42016 .15495

Behavior Intentions | China 106 4.4164 1.16031 11270 .014 .989
us 84 4.4137 1.45799 .15908

Table5: US-China Construct Comparisons

The results demonstrate that there are signifidéférences in consumers’ perceptions of cost, yngnt, and subjective
norm between China and USA. The values of percesemlirity, perceived enjoyment, and subjective sooMUSA are
higher than China whereas the mean value of theep@d cost in China is higher than USA.

The Structural Model

Two SEM analyses were conducted to compare the gadfficients of the structural model for Chinesenple and US
sample (Figures 2 and 3).

In the China model, innovativeness, perceived use$s, perceived ease of use, perceived cost, anjdctive norms
significantly influence consumers’ intention to us®bile commerce, among which perceived usefulaesk subjective
norm have higher impacts on consumers’ intentiorO(@1). All antecedents in the China model explah3% of
consumers’ intention.

In the USA model, consumer privacy perceptions,ouativeness, perceived usefulness, perceived emjoyymand
compatibility have significant impact on consumengention to use mobile commerce. 38.7% of theavee is explained
in US model.
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‘ Privacy Concern

‘ Innovativeness
Perceived Value- 0_0
Added S
(73
0.
0.
Perceived Usefulness 071,
0.433 .
Intention to Use
Mobile Commerce
Perceived Ease of Use 0.146>* R2—0.523
-0108™
\
Perceived Cost / QN
Q%]
QS
**
Perceived Enjoyment Q’\‘\b‘

Compatibility
Subjective Norms

Figure 2: The China M odel

‘ Privacy Concern

‘ Innovativeness

Perceived Value-
Added

Perceived Usefulness

Intention to Use
Mobile Commerce
R?=0.387

Perceived Ease of
Use

Perceived Cost

Perceived Enjoyment

Compatibility

Subjective Norms

Figure 3: The USA Mode
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DISCUSSION

This study investigated consumer adoption of mobdexmerce using an extended version of Theory aflsBeed Action
and Technology Acceptance model. We also drew filmeories in information systems, social psycholaggnomics, and
culture to propose, operationalize, and empirictdist a comprehensive model that explains consunmestion to adopt
mobile commerce in two distinct cultural contex@$iina and United States.

Our work tries to investigate the differences iotéas that influence intentions to adopt m-commeseevices in China and
USA. Our results would inform practitioners in eé&ping focused different managerial and markettgtegies for
consumers based on their intentions and preferénd¢e® distinct markets.

Differences in Constructs

There are significant differences in consumers'ceptions of cost, enjoyment, and subjective normween China and
USA. The values of perceived enjoyment, and subjatorms of the US sample are higher than thosthefChinese
sample. In USA, the playfulness of the mobile commaeservices and social influences are given highkres. On the other
hand, the Chinese consumer has high concern forcdke A plausible explanation is the lower incotaeel of the

consumers especially the younger generation in &hihich is less than 100 dollars per month. Culyethe price for

mobile web access is 200 Chinese RMB ($27) per mdritis expense is not affordable for many peapl€liina.

Path Analysis

In China, our model was able to explain 52.3% af ttariance in consumers’ behavioral intention. Téehnology
acceptance model is supported by our study. Batteped usefulness and perceived ease of use fgniBcant impacts on
consumers’ intention to use mobile commerce. Addélly, our study added perceived cost and sulgatorms as
important antecedents of Chinese consumers’ imentThese findings suggest that the Chinese peophsider the
functional characteristics and expenses beforalderto use mobile commerce.

In USA, the model explained 38.7% of the varianod @arovided different sets of relationships comgate the China
sample. Consumer privacy perceptions, innovatisgnperceived usefulness, perceived enjoymentcantgatibility are
highlighted as influencing intentions to use. Goners in USA emphasize the personal and hedoniactasistics of
mobile commerce in their intention to use. Themsva lack of support for impacts of perceived ezsase, which is
comparable with several studies in the past.

Comparative Analysis

There are significant differences in the factofe@fng consumers’ adoption of mobile commercewo distinct cultural
contexts. According to Hofestede (1991) and eafldings, consumers in low uncertainty avoidanaéuces like USA
would have more willingness to embrace technolagyvations, whereas in high uncertainty avoidandéue such as
China, consumers would feel threatened by uncertirambiguous situations, and are likely to refréiom such
technologies. Thus, innovativeness is a very mgmb indicator of consumer intention to use mobdenmerce in US.

The Hofestede(1991) study indicated that consuriters an individualistic country will use mobile s@res to showcase
their individuality and opt to use services that arore personalized while consumers from collesfiivistates may tend to
use services which will enable them to feel battemected to other people. We found this is tritl taoth China and USA.
In USA, privacy, compatibility, and perceived emjognt are the significant indicators peofdleus on individualistic needs,
values, and goals. In China, people’s intentiomge is influenced by subjective norm which comesftheir family and
friends.

Some differences found across the U.S. and Chinalsa be attributed to the disparity in econonmei®nments. While
price did not affect the American consumers, p&eatihigh cost of mobile commerce did lead to a level of intention to
use for Chinese consumers. High cost is the ketaolesto adopt mobile commerce in China.

Implications
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The contributions of this study for practitionesstd help mobile business vendors identify andetaggoups of consumers
who have a strong intention to adopt new applicatiand services in m-commerce. The idea of whetheommerce should
be provided to all customers for all products aedvises is too broad for developing effective mérg strategies.
Corporations continue to evaluate how individualducts and services should be offered for specifitsumer groups based
on their individual characteristics (Frolick andedh 2004). Our study demonstrates various facteesi no be considered to
find target mobile consumers in two different cratsi

In addition, this study provides managers of m-c@rua services seeking to enter the Chinese and &ietplace specific
information about users' intention to use m-commes@rvices based on individual characteristickus informs managers’
decisions on delivering targeted campaigns and ifspem-commerce services for the Chinese and USsgomers.

Conversely, for those with low intentions to usee timplication for the business is to determinalternative pricing

strategies or new functions should be used.

For academics, this study contributes to the liteeaon m-commerce adoption by identifying chanasties of the m-
commerce consumers in China and U.S. and theintiotes to adopt m-commerce services. Besides, dneparison of
consumers’ perceptions and intentions between thieeGe and U.S market would be very useful foraedeers to localize
global m-commerce strategy recommendations.

This study also provides light on future researithations. One of our research agenda is to explamdurrent study based
on an exhaustive literature review of marketingeeesh and trust issues in mobile commerce adopéind,to conduct a
close-up analysis of the factors affecting the @mstr’s low intentions to adopt m-commerce. Anofih&resting work could
be done in other cross-cultural contexts. In addijtithe comparison of perceived critical successofa identified by
successful m-commerce adopters and less succesisiplers would give interesting insights.

Limitations and Conclusions

Our study yielded meaningful results; however, sdiméations are noted. The validity of our resustsongly depends on
the sampling of the surveyed subjects. We usatkst data to inform our analysis. Our sampleshateaandom, and thus
not be completely representative of typical usetswever, students are more open to the kind ofvations found in
mobile phone services and are the first to adoph snnovations. In addition, the generalizabiliti/the results may be
limited due to sample size. The sample size ofi @aaintry is relatively small, however, partialdeaquares (PLS) largely
overcomes that methodological issue.

This paper identified various factors affecting ri@bcommerce adoption based on the existing liteeatof mobile
commerce and developed a comprehensive model oflanobmmerce adoption. Factors that influence ttep#ion of
mobile commerce are presented and applied intaaptin model in two different cultures. Our findindicate that there
are significant differences among antecedents &ed impacts on consumers’ intentions to use mobdenmerce in
different countries. The study also draws a nundfgrractical insights and provides vendors seekingnter the Chinese
and US marketplace with specific information abihiet m-commerce users’ perceptions and intentions.
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