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"THE ROLE OF CULTURAL VALUES IN THE INDIVIDUAL
INTENTION TO ACCEPT ADMINISTRATION E-SERVICES (ITA
E-AD): A TWO COUNTRY STUDY"

Harfouche, Antoine, Université Paris-Dauphine, Plat Maréchal de Lattre de Tassigny,
75775 Paris Cedex 16, France, antoine.harfoucheg@dsaifr

Aoun, Georges, Université Saint Joseph de Beyrdtéimpus des sciences sociales, B.P. 17-
5208 Mar Mikhael, Beirut 1104-2020, Lebanon, gaousj@du.lb

Abstract

E-services, if accepted by users, have the potantianprove the relation of the Administration lwit
the citizen (Heeks 2002). In France, Accentureitlrtst Study found that, by the end of 2006, 74
percent of French Citizens were seduced by the rsiration e-services. But it is not the case of al
countries. In Maghreb countries, for example, despicentives and media campaigns that encourage
them to go online for government and private tratisas, most Tunisians, Moroccans and Algerians
still hesitate to use the Internet serviceSo it seems that in some countries, citizensuavélling to

use e-administration services. In Lebanon, degpgecountry growing debt, Administration continues
investing in Information Technology (IT), and e-adistration has become the government priority.
However, Lebanese do not often use Internet. $tddiend that only 28 percent of Lebanese use the
Internet services. Will the Lebanese citizens use Administration’s e-services? What are the
external and internal variables that influence teceptance and use of these e-services at the first
stages of the acceptance process? Is there anyidudil's cultural value that influences the
evaluation of the IT and the e-services acceptance?

This work-in-progress develops an integral modelusérs’ intention to accept e-administration
services (ITA e-ad Model). It captures the infleo€ different external and internal variables on e
services acceptance and use at the first stagdsedicceptance process. The ITA e-ad Model focuses
on the association between (1) Administration edses perceived outcomes (2) individual’s cultural
variables, specifically Hofstede (1980) cultural lues (masculinity/femininity,
individualism/collectivism, power distance, and ertainty avoidance), (3) environmental variables,
and (4) their evaluations in the first stages af #cceptance process. The innovation of this medel
that it focuses on the association between cultuahles and the evaluations of the Administration e
services acceptance.

This model can help Administrations better deplayd ananage their IT investments by better
understanding their citizens. Administration’s coamication can incorporate these cultural values
that influence the evaluation of e-services acas#a

Keywords: e-administration, e-services acceptaimtention to accept e-services, cultural values.

1 http://www.internet.gouv.fr/informations/informati¢statistiqgues/?debut_page=80

2 http://www.magharebia.com/cocoon/awi/xhtmll/en GBitees/awi/reportage/2006/11/10/reportage-01




INTRODUCTION

E-services, if accepted by users, have the potdntianprove the relation of the Administration it

the citizen (Heeks 2002). But in some countrietizams are unwilling to use these administration e-
services. In Lebanon, Administration is heavily eésting in Information Technology (IT), and e-
administration has become the government firstriyidHowever, Lebanese do not often use Internet.
Studies found that only 28 percent of Lebaneselntsenet services. Will the Lebanese citizens use
the Administration’s e-services? What are the ewkerand internal variables that influence the
acceptance and use of these e-services at thestagés of the acceptance process? Is there any
individual's cultural value that influences theemnsces evaluation and acceptance?

While technology adoption in the workplace has bstmlied extensively, little systematic research
has been conducted to understand the determin&rdsceptance and use of Administration’s e-
services. This work-in-progress develops an integnadel for individuals’ intention to accept
Administration e-services (ITA e-ad Model). It cargs the influence of different external and indéérn
variables on Administration e-services acceptamceuse at the first stages of the acceptance @oces
The model focuses on the association between ohails’ cultural values and their evaluations of the
e-services acceptance and use. In this work-inrpesg we use the cultural values conceptualized and
measured by Hofstede (1980) (masculinity/femininitgividualism/collectivism, power distance, and
uncertainty avoidance). Hofstede's cultural dimemsihave become popular and have been included
in studies concerning the e-mail use (Straub, l€eiBrenner 1997) and workplace information
systems use. These researches proved that natiolatal values are important moderators in IT
acceptance (Hofstede 2000, Straub 1994, Van Bingefeal. 2002, Straub et al. 2000, and Strite &
Karahanna 2006). But little research has been déduat the relationship between cultural values and
the intention to accept Administration’s e-services

Explaining human behaviour is a very complex arificdit task. In order to highlight the complexity
and multidisciplinary nature of the e-services ataece process, we developed our model by drawing
from established bases of research in (1) sociahmogy, (2) marketing (consumer behaviduand

(3) Information Systems (I1S) and Human-Computeerkdtiori (HCI).

Different studies in Psychology [the theory of masd action (TRA; e.g., Fishbein & Ajzen 1975,
Ajzen & Fishbein 1980), the theory of planned bebtav (TPB; e.g., Ajzen 1991), and the theory of
interpersonal behavior (TIB; Triandis 1980)]; innketing [Engel, Blackwell & Miniard (1986)], in IS
and HCI [the technology acceptance model (TAM1;iBa&t al. 1989, and TAM2, Venkatesh & Davis
2000), the decomposed theory of planned behavidiPE) Taylor & Todd 1995), the decomposed
theory of reasoned action (DTRA; Karahana et al9)9%he model of PC utilization (MPCU;
Thompson et al. 1991), the social cognitive theZT; Compeau & Higgins 1995, Compeau,
Higgins, & Huff 1999), the C-TAM-TPB model (Tayldg& Todd 1995), the motivational Theory
(MM; Davis et al. 1992), and the UTAUT (Venkateshak2003)] have demonstrated the strong
relationship between intention to accept an IT vation and the acceptance of this IT. This relation
between intention and acceptance is out of the esadpthis research. Our purpose is to outline
constructs that shape the intention to accept Aditniion’s e-services in the first stage of the e-
services acceptance process, and to develop aafjemedel of e-services individual acceptance
intention.

3 Marketing researchers and consumer behaviour stsglyoposed many models concerning behaviour eafis: Howard
& Sheth (1969), Engel, Blackwell, & Miniard (198@0ogers & Shoemaker (1971), Bagozzi (1999), Shiffeizal. (2003).

41S and HCI research offers models of workplacertetdgy adoption research at two levels: the indigidevel (e.g., Davis
et al. 1989) and the organizational level (e.g., g@c% Zmud, 1990). A large number of theoreticaldeis employed to
study individual adoption and usage behavior inhE&e a social psychology foundation. This incluties technology
acceptance model TAM1 and TAM2 (e.g., Davis etl889; e.g. Venkatesh & Davis 2000), the decompdbkedry of
planned behavior DTPB (e.g., Taylor & Todd 1995k ttecomposed theory of reasoned action DTRA (Kaiate al
1999), the model of PC utilization (MPCU) which isapted from TIB (Thompson et al. 1991).



1 CONSTRUCTSTHAT SHAPESTHE IT ACCEPTANCE PROCESS

Key constructs that shape e-services acceptandsiateprocess are numerous. Based on Rogers’s
(1983) innovation diffusion theory (IDT), we dividéhese key constructs into three categories:-(1) e
services perceived outcomes; (2) individual diffexes, and finally (3) environmental influences like
contextual factors and communications concernimgetiservices received by the individual from his
social environment.

1.1 Administration e-servicesoutcomes

Perceived characteristics of using e-services mdedl into four different criteria: (1) the utéitian
outcomes which refers to Perceived Usefulness (Pa¥js 1989, 1993; Davis et al. 1989; Rogers,
1983; p.232; 1995, p.15-16; Moore & Benbasat, 1$9195; Compeau & Higgins, 1995b; Davis et
al.’s, 1992; Thompson et al., 1991; Venkatesh et28l03) of e-services acceptance, (2) the hedonic
outcomes refer to Perceived Affective Quality (feavices acceptance (PAQ, Zhang & Li, 2004; Van
der Heijden, 2004; Sun & Zhang 2006), (3) the domisicomes refers to image or status gains (ISG,
Moore & Benbasat, 1991, 1996), to result demonsityaRD, Moore & Benbasat, 1991,1996), and
to visibility, (V, Moore & Benbasat, 1991, 1996)ch(4) control criteria like trialability (TRI, Mae

& Benbasat, 1991, 1996), relative cost (RC, Totnat&d Klein 1982), declining cost (DC),
voluntariness of use (VU, Moore & Benbasat, 19ahy complexity or Perceived Ease of Use (PEU,
Davis 1989, 1993; Davis et al. 1989; Rogers, 198%32; 1995, p.15-16; Moore & Benbasat, 1991).

1.2  Individual and cultural differences

Individual characteristics that influence e-sersicgcceptance are: attitudes, beliefs, motivation,
knowledge, resources (money, time, and processipglilities), personality, values and lifestyle,
demographic variables, education, computer expegiemersonality characteristics and cultural
variables... In this study, we will not consider tetect of all these variables. We will focus on
attitude and cultural differences. We will takecals consideration the IT trait variables that refe
comparatively stable characteristics of individuatgl are invariant to situational stimuli: computer
playfulness (CP, Webster & Martocchio 1992, MoorK&n 2001), personal innovativeness in IT
(PIIT, Agarwal & Prasad 1998, Agrawal & Karahann@0@) and computer self efficacy (CSE,
Compeau, & Higgins 1995a).

A large number of researches proved also that Isas@hnational cultural values are an important set
of individual difference moderators in IT acceptarfelofstede 2000, Straub 1994, Van Birgelen et al.
2002, Straub et al. 2000, and Strite & Karahanr@6pOMost of these scholars used Hofstede (1980,
1983) national cultural values which are valued thepict a culture or society in terms of values
(masculinity/femininity, individualism/collectivisppower distance, and uncertainty avoidance). But
little research has been devoted to the relatipnbleiween these national cultural values and the
Administration’s e-services acceptance intentiohisTis why we will integrate Hofstede’s (1980)
national cultural values (masculinity/femininityndividualism/collectivism, power distance, and
uncertainty avoidance) which will be measured atitidividual or micro level.

1.3 Environmental influences

Environmental influences are the physical or sogiérnal stimuli that influence the user behavior.
includes the communications about the e-serviceseived by the individual from his social
environment and the stimuli created by the Admiaigtn. It also includes the influences of
contextual factors.

A lot of prior research presented evidence thatasaofluence plays a key role in IT acceptance
especially in the pre-adoption period (Triandis 1L,97hompson et al. 1991, Karahana et al. 1999) and
when users' knowledge concerning IT is vague (Hektv& Barki 1994). The perceived social
influences combine Subjective Norms (SN), whichludes friends and family influences (FFI),



secondary sources’ influences (SSI), and workpleferents’ influences (WRI), with personal
network exposure (PNE, e.g. Valente 1995, p. 7&hst al. 2008.

External control factors vary from context to cotitéAjzen 2001) and depend on the situation. It
consists of constructs like: MPCU’s Thompson esdl1991) facilitating conditions (FC), Igbaria et
al.’s (1996) end user support (EUS) and Coyle’ (QG@curity (SE).and privacy environment (PE).

2 THEADMINISTRATION E-SERVICESACCEPTANCE INTENTION
MODEL

Based on a large literature review, we presentreergé model of various elements involved in the
mental processes of the individual's acceptance iAdimation’s e-services in his environment: ITA
e-ad Model. This model reflects the theoreticalifigs about (I) personal variables specifically
cultural values, e-services outcomes, externalabées like the social influence and contextual
control; (Il) the interaction between these keystancts and utilitarian, affective, social and coht
evaluation of the e-services acceptance; and tfig) impact of the utilitarian, affective, socialdan
control evaluation on e-services acceptance irgenti

Personal Variables

&

Cultural Values

Administration Administration \ Ewvaluation of the e-services
; e-senvices M *| consequences of
e-services -  pgreeived - » » acceptance
! - _
Pen;:ewed characteristics l e-services intenti
Attributes / i intention
and outcomes accepltance.

Environmental
Variables

The users evaluations of the consequences of the e-services acceptance

Figure 1. A general model of various elements wedl in the mental processes of the
individual’'s acceptance Administration’s e-services

21 Theuser evaluations of the consequences of e-services acceptance
Administration’s e-services acceptance process lwego careful weighting and evaluation of

utilitariar® (or functional), hedonfc(emotion driven benefits like sensory pleasuregdceams...),
social, and control e-services acceptance outcomes.

® Prior research has emphasized the importantteaftilitarian outcomes which are defined as tkters to which using an
IT enhances the effectiveness of an individualvis. These attributes are very strong predictfrdT acceptance
gVenkatesh & Brown 2001).

Research describes hedonic outcomes as the @adesived from the IT usage.

7 Social outcomes are defined as the public recagnitiat would be achieved as a result of the ITptidn.



Personal Variables
Cultural Values

Utilitarian evaluation of the
consequences of e-
services acceptance

Administration e- e-services acceptance
services attributes characteristics

Affective evaluation of the -
consequences of e- e-services

> services acceptance. _accep_tance
intention

¥

‘ Social attributes } ----- r‘ Social outcomes ‘ Social evaluation of the
‘ consequences of e-

‘Control attributes } ----- *‘ Control characteristicg services acceptance
Control evaluation of the
conseduences of e-
Environnemental services acceptance
influences

‘ Socialinfluence ‘

‘ Contextual factors ‘

e-services acceptance intention

Figure 2. The ITA e-ad Model of the individual'salation of Administration’s e-services
acceptance

Evaluation of the utilitarian consequences is bagsedarily on cognition.
n
Perceived Utilitarian Conseguences = 2 PUC; ECi
i=1

The evaluation of hedonic consequences is detechfirimarily by feelings and affect.

il
Ferceived Affective Consegquences = Z PACi Eai
i=T

The evaluation of social outcomes is determinedhwy perceived social influence and secondary
sources (Venkatesh & Brown 2001), and by persosialork exposure (PNE).

M
Perceived Social Consequences = E I::‘SCi Esi
i=1

The control evaluation is determined by the conguariof resources available (such as: money, time,
and information) versus barriers inhibiting accepta (such as: high cost, lack of support, lack of
security, privacy respect and difficulty of usepftivick & Barki 1994).

n
Perceived control Consequences = Z I:)OC| E""""i
i=1



2.2 Discussions of theresearch modd

The ITA e-ad Model asserts that e-services acceptamention (Al) is a direct function of perceived
utilitarian consequences (PUC), perceived affectivensequences (PAC), perceived social
consequences (PSC), and perceived control conseepe(PCC). More formally, e-services
acceptance intention (Al) is a weighted function toé utilitarian, affective, social and control
evaluation.

Al = W1 PUC + W2 PAC + W3 PSC + W4 PCC

Each of the determinants of e-services acceptarteation, i.e., PUC, PAC, PSC, and PCC, is, in
turn, determined by underlying e-services’ outcorfesulated using an expectancy-value model
(Fishbein 1968) which attaches a weight to eacltomné. This weight varies from one person to
another depending on the individual cultural difeces.

Cognitive outcomes evaluation

Perceived Wilitarian Zonsequences

FLU n
| T PUC, Ec,

Affective outcomes evaluation

Farceivad Affactive Consequences

PAQ
P
Ea, 2

PAC, Ea

L=

Social cutcomes evaluation

ISG

=N
ml

Individual cultural e-Services
differences RD acceptance

Es: |- . intention
masculinity/femininity Soclal IFfluences i W i§ I:,SCi ESi

individualismicollectivism L

FPerceived Social Consegquences

T

power distance _“’?ﬂ—l
4
uncertainty aviidance
PHNE N
o =N Control context evaluation
TRI :|
¥ |—
» EOy
RC :|
— Ferceived control Conseguences
» Eo,
n
J—
ﬂ_—- 2 POC, Eg
» Eo,
FPEU
Personal variabl 3¢ ==
Eog
- |-
4
Eog
EUS %
PIT —r E%
L[ E= SE —
[sE | H
Eog |-
[PE_ T
T+
Eog |-

Individual cultural differences and weight given to utilitarian, hedonic, social and control sutcome




2.3 Discussions on the methodology, theinstrument development and Conclusion

This research model is general enough to be apmiedlarge number of situations and contexts. It
determines the final intention of Administratiorésservices acceptance. It can help Administrations
optimizing the deployment and management of th&iinvestments by better understanding their
citizens. Administration’s communication departnsenan incorporate these cultural values which
influence the evaluation of the IT acceptance.

The proposed model will be empirically tested uddiatp collected from two different countries. Data
will be collected from a large sample of French detbanese potential users of the Administration’s
e-services. Questions will be asked about the Atnation e-services acceptance intention.

The instrument used in this research will featurned broad categories of questions regarding: (1)
factors related to e-services acceptance and uaad€?) individual cultural values.

The seven point Likert scale were written to elfaittors driving e-services acceptance decisioe. Th
guestions will be evaluated by experts and peerd, modifications will be made based on their
feedback. A pilot study will be conducted next nforibh two large universities (Saint Joseph
University Lebanon and Paris-Dauphine France).gitoee study will be used to conduct a preliminary
test of the instrument, to collect comments andjestions about the instrument from respondents.

The ITA e-ad Model try to satisfy Little’s condihe: the model is robust, easy to control, adaptive,
complete, easy to communicate and simple.
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