






[image: PDFHALL.COM]






Menu





	 maison
	 Ajouter le document
	 Signe
	 Créer un compte







































confirmatory testing of the m-commerce success model with structuring

general (not specific to mobile technologies) have been proposed by Bhagat and Garg (2008), and include personal creativity enhancers, passion (for new ... 

















 Télécharger le PDF 






 274KB taille
 13 téléchargements
 269 vues






 commentaire





 Report
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ABSTRACT M-commerce is an emerging and fast growing area with increased consumer adoption. With the advent and proliferation of newer mobile technology devices and associated services, there is increased attention toward understanding the major factors which bear influence on people’s intentions to adopt such innovative offerings. This research explores the drivers of consumers’ intention to use M-commerce applications using prior academic peer reviewed literature and latest industry developments. A model detailing the effects of variables pertaining to mobile technology such as consumer innovativeness, quality perceptions, trustworthiness, and perceived value on consumers’ intention to use mobile technology applications is empirically tested using data collected from a designed survey with a sample size of 225 respondents. Face, convergent, discriminant validity and reliability of these measurement scales developed for the variables were established. Using exploratory and confirmatory analyses systematically, and employing structural equations modeling techniques to rigorously test the MCommerce Success Model, this paper attempts to predict and prioritize the critical variables which drive consumers’ proclivity and intention to use mobile technology. The discussions lay out the implications which this research bears, and paves the call for future research promise.



1.



INTRODUCTION



The emergence of M-commerce has generated considerable excitement among both practitioners and academicians. M-commerce refers to the use of hand-held mobile technology devices for conducting a range of applications and commercial transactions over a wireless telecommunication network in a wireless environment (Barnes, 2002; Coursaris and Hassanein, 2002; Gunesaekaran and Ngai, 2003). With M-commerce research still in its infancy, there have been relatively fewer attempts to systematically explore the determinants of M-commerce system success. Considering the many speculations regarding the endless potential of wireless technology, manufacturers and service providers of M-commerce applications often abstract conceptions of what the generalized mobile user might value and desire (Malladi and Agrawal, 2002). What appears to be missing is a clear understanding of the motivations and circumstances surrounding mobile commerce use, adoption and satisfaction from the perspective of users themselves (Sarkar and Wells, 2003). Just like E-commerce, M-commerce too creates value for customers in a manner that is different from that achieved in conventional business. Correspondingly, Mcommerce extends not only the benefits of the web, but also allows for unique services and additional benefits in terms of mobile technology applications, when compared to traditional E-commerce systems (Mahatanankoon, Wen and Lim, 2004). Some of the unique value propositions that add value over traditional E-commerce include ubiquity, convenience, localization and personalization (Clarke, 2008). However, E-commerce research theories cannot be fully extended in M-commerce context, as these models assume fixed or stationery users with wired infrastructure, such as a browser on a personal computer connected to the Internet or a LAN system (Varshney and Vetter, 2002); in contrast mobile computing applications thrive on their inherent design of always ‘being on’ and portable for individual usage, thereby making them ideally suitable for individual based marketing (Mahatanankoon, Wen and Lim, 2004). Thus, it emerges that M-commerce extends the benefits related with E-commerce, and yet remains a nascent area for determining users’ intentions to engage in mobile technology applications. Some attempts at have been made to explore factors that can explain why consumers adopt or do not adopt M-Commerce. Mahatanankoon and Vila-Ruiz (2007) have used awareness level, mobile device characteristics, nature of transactions, interoperability and personalization factors to explain consumer propensity to adopt M-Commerce. But this approach does not adopt or build upon currently available
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theoretical models of information systems utilization success. There is a need for dependable ways to measure the success and effectiveness of an M-commerce system. This paper employs an M-Commerce success model from users’ perspective to examine factors affecting consumers’ intention to use mobile technology applications. The major research questions being addressed here attempt to ascertain the impact of consumer innovativeness for mobile technology usage, consumers’ quality perceptions of mobile technology, trustworthiness of the mobile technology system, and perceived value from mobile technology on consumers’ intention to use mobile technology applications. As a stringent testing and scientific methodological application of predictive modeling, this paper empirically tests this model with data collected from an appropriately suited random sample, and the results and discussions elaborate on the hypotheses and conjectures, to validate the proposed model for future research usage.



2. LITERATURE REVIEW AND MODEL DEVELOPMENT Researchers have used many techniques like system usage, cost/benefit analysis, information economics, and critical success factors to analyze the contribution that information systems make to firms and individual (Wang and Liao, 2004). The most common measure of system effectiveness and success generally emerges as user’s perception of satisfaction and user’s intention to use the system/application (Delone and McLean, 2003). Acknowledging its utility, this paper employs the updated Delone and McLean (2003) Information Technology Success Model as a guiding basis to build the proposed MCommerce Success Model. Our proposed model improvises on the constructs to frame their context in a mobile technology applications’ perspective for the user, so as to examine the prominent factors affecting consumers’ intention to use mobile technology applications. Our model, as shown in Figure 1, below posits that variables like consumer innovativeness for mobile technology usage, consumers’ quality perceptions of mobile technology, trustworthiness of the mobile technology system, and perceived value from mobile technology serve as the major predictors of consumers’ intention to use mobile technology applications. Figure 1: M-Commerce Success Model



Consumers’ Innovativeness for Mobile Technology
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People’s innate characteristics and traits can affect their attitude toward innovation adoption and diffusion, in terms of their efficacy to latch on to innovative offerings and technologies in the marketplace (Bettman, Luce and Payne, 1998). Role of innovativeness in adoption of technology has been established in a number of studies (Van Rijnsoever and Donders, 2009). According to Bandura’s (1986) theory of social cognitive determinism behavior and self-efficacy, individuals’ personal factors are interlinked with their behavioral traits and their external environment. Characteristics like innovativeness, past adoption behavior, knowledge, age, gender, price sensitivity and culture can affect how users perceive an Mcommerce system (the external environment in this context), thereby shaping their behavioral intention to use the system (Yang, 2005). Factors influencing the propensity for technological innovativeness in general (not specific to mobile technologies) have been proposed by Bhagat and Garg (2008), and include personal creativity enhancers, passion (for new technologies) based on involvement and intrinsic motivation, and new technology domain knowledge/expertise. The following items were used to measure the Consumer Innovativeness: CI1



I am curious about how new mobile phone technologies work.



CI2



I would consider myself to be savvy regarding mobile phones.



CI3



I am generally quick to use newer models of mobile phone devices.



CI4



I keep up with the new types of services offered by mobile phone companies.



CI5



I have a favorable attitude towards mobile technology oriented products.



CI6



I am knowledgeable about M-Commerce (internet commercial transactions on a mobile phone).



CI7



I try to keep abreast of the latest mobile phone technologies offered in the market.



Consumers' Quality Perceptions of Mobile Technology Consumers’ quality perceptions would call for consumers’ assessment of aspects pertaining to the mobile technology system and technical features which they would deem useful in their regular operation. System characteristics measured in terms of ease of use, functionality, reliability, flexibility, data quality, portability, integration and importance influence consumers’ satisfaction and intention to use the system (DeLone and McLean, 2003). Other characteristics like system interfaces, ease of use, cost, compatibility with other devices, and sufficient system power affect how users perceive an M-commerce system (Varsheney and Vetter, 2002). The E-loyalty framework posited by Gommans, Krishnan, and Scheffold (2001) considers aspects of website and technology like faster loading of information, ease of browsing/navigation, language options, server reliability, and effective search functions to be affecting consumers’ attitude toward adoption and usage of mobile technology applications. Transaction speed, text in lieu of graphic screens and battery life of mobile devices are other challenging issues in Mcommerce (Frolick and Chen, 2004). The following items were used to measure Consumers' Quality Perceptions: QP1 QP2 QP3 QP4 QP5 QP6



Mobile phones have the needed features to make online purchases. Mobile phones’ displays are sufficiently clear and understandable. It is easy to navigate websites on the mobile phone. Mobile phone technology is sufficiently fast enough to do online transactions. It is easy to search for products and services online using mobile phone technology. It is easy to pay for items purchased online using mobile phone technology.



Consumers’ Trustworthiness for Mobile Technology Mobile technology applications typically tend to pose concerns regarding the data integrity, privacy and information security for consumers. Like wired networks, wireless networks must be designed to provide authentication, privacy, integrity and non-repudiation for secure online transactions (Kettinger and Lee,



JOURNAL OF ACADEMY OF BUSINESS AND ECONOMICS, Volume 10, Number 4, 2010



27



1994). The small size and portability of wireless devices have raised the concern of physical security. Another risk regarding security concerns which party is responsible should financial or data theft occurs (Frolick and Chen, 2004). Trust and security (against fraud) bear strong influence on user’s satisfaction and behavioral intention to utilize the M-commerce system (Frolick and Chen, 2004). Trust and security measured in terms of privacy of transactions, reputation of service-providers, reliability and trust in the transacting environment, authentication, and non-repudiation also significantly affect consumers’ attitude toward adoption and usage of mobile technology applications (Gommans, Krishnan and Scheffold, 2001). Trust is not a static phenomenon. While certain factors impact our initial assessment of trustworthiness of the mobile technology, there may be new and different factors that impact the continuous development of trust. Siau and Shen (2003) propose that certain characteristics of mobile technology like feasibility influence the initial formation of trust, while other characteristics such as reliability and consistency influence the continuing development of trust. The following items were used to measure Consumers' Trustworthiness of M-commerce applications: T1 T2 T3 T4 T5 T6



I believe my privacy is not at risk when using mobile phone for purchasing products/services. I consider internet transactions using mobile phone technology to be safe and secure. I would be confident to purchase products/services using mobile phone technology. I believe my information will not be misused when buying products/services using MCommerce. I feel that transactions using mobile phone technology are reliable. I trust the reputation of M-Commerce sellers.



Consumers’ Perceived Value of Mobile Technology The perceived value of any product or service depends on the extent to which the new mobile technology benefits the consumer with regard to the cost that he/she incurs in using it. The benefits of the new mobile technology are compared to those of the older technologies used in the past and this "structural tension between lead users' current reality and their desired outcomes and experiences drives innovation" (Seybold, 2006). The following items were used to measure Consumers' Perceived Value of M-commerce applications:



PV1 PV2 PV3 PV4 PV5 PV6 PV7



M-Commerce is an efficient way of purchasing products and services on the internet. Mobile phone technology provides convenience in shopping for products and services online. The ability to buy products and services using mobile phone technology is important to me. The benefits of M-Commerce applications would outweigh its price. I am willing to spend time and effort to learn how to use M-Commerce. Mobile phone technology provides flexibility in shopping for products and services online. Mobile phone technology can be useful to buy a range of products and services on the Internet.



Consumers’ Intention to Use Mobile Technology Applications/Services We can parallel research on the adoption of internet shopping to the use of mobile e-commerce services. Park and Jun (2003) propose a model of internet shopping that is driven by three factors: internet usage, innovativeness and perceived risk. This paper adds several other factors that drive the intention to use mobile e-commerce services. For instance, perceived risk is a cost that detracts from the benefits perceived by the consumer. Wong and Hsu (2008) extend the technology acceptance model and propose a "confidence-based" framework for m-commerce adoption that considers the impact of psychological and behavioral factors on attitude, behavioral intention and actual behavior. While the technology acceptance model posits a mediating role of attitude towards the technology in determining behavioral intention, we study the direct impact of the independent variables on the intention to use mobile technology applications. The seminal work on the topic of acceptance behavior may be linked to Ajzen's (1991)
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model of the theory of planned behavior and may be applied to the use of mobile technology applications. Pavlou and Fygenson (2006) extend Ajzen's model to e-commerce adoption and include external process and technology factors, attitude, controllability, and self-efficacy influencing behavioral intention. These authors consider past experience, habit, web vendor reputation, products’ price, and consumer demographics to be control variables in their model. The following items were used to measure Consumers' Intention to Use M-Commerce applications: IU1



I intend to purchase products and services by using mobile phone technology. I intend to search for information about products and services by using mobile phone technology. I intend to look for products and services to buy on the internet by using mobile phone technology. If satisfied, I would intend to continue using mobile phone technology to purchase things online.



IU2 IU3 IU4



3.



RESEARCH HYPOTHESES



Our theoretical discussions and conjectures explained above pave the way for the following four research hypotheses: H1: The higher the level of consumers’ innovativeness (CI) for mobile technology, the greater their intention to use mobile technology applications. H2: The more favorable the consumers’ quality perceptions (QP) of mobile technology, the greater their intention to use mobile technology applications. H3: The higher the level of consumers’ trustworthiness (T) of mobile technology, the greater their intention to use mobile technology applications. H4: The greater the consumers’ perceived value of mobile technology (PV), the greater their intention to use mobile technology applications.



4.



RESEARCH DESIGN FOR THE STUDY



The operationalization of the variables and their appropriately suited measurement scales was decided based on the domain definitions for each of the constructs. The empirical indicators which adequately reflected the domain of each respective construct, thereby serving to reliably measure the construct, were corroborated by experts to assess their face validity and thereby the constructs’ content validity (Nunnally, 1978). The Consumer Innovativeness (CI) construct comprises of personal characteristics of a consumer to engage in using mobile technology applications (like M-Commerce). These characteristics include measurable items like the consumer having favorable attitude toward it, being tech-savvy, being quick to use, being early adopter, being knowledgeable about such offerings in market, and wanting to know how they work. The Trustworthiness (T) construct pertains to information security and data integrity in M-Commerce. It measures aspects of consumers’ trust in the transactions, issues of privacy, misuse of personal information, and security of personal information when the consumer is engaged in mobile technology applications. The Perceived Value (PV) construct judges the value (supposed benefits) perceived from M-Commerce application. It measures consumers’ perception regarding whether the benefits of mobile technology applications outweigh its price, that ability being important to the consumer, appreciate for its positive aspects, willingness to learn how to use, believe that it is useful for online purchasing, and its efficiency and advantages.
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The Quality Perceptions (QP) construct measures consumers’ perception of what aspects seem desirable when needing to use M-Commerce. System/information-related aspects such as features, displays, functionality, user-friendliness, and operating ability of the mobile technology applications are measured herein. The Intention to Use (IU) construct is measured by items like consumers’ intent to use mobile technology, their desire to continue using it if favorable, their belief in its suitability and need, their keenness to use it, them having a favorable opinion of it, and their liking to purchase online using it. Each of the empirical indicators explained was framed into a question in the survey instrument and measured via 1 through 7 point likert-type balanced and non-forced choice scale, with the anchors being ‘strongly disagree’ and ‘strongly agree’; the correspondence rule of the scale in the form of 1 meaning ‘strongly disagree’ and 7 meaning ‘strongly agree’. The survey questionnaires were administered online via a well-articulated user-friendly web browser. The final usable sample size comprised of 225 respondents. The survey also comprised of questions pertaining to demographic information of the respondents such as gender, academic status, and age. Finally, the survey also assessed the nature/extent of respondents' utilization of mobile technology by having them respond as to whether or not they had used mobile phone technology for a set of twelve applications.



5.



DATA ANALYSES AND RESULTS



Steenkamp and van Trijp’s (1991) proposed method of employing exploratory factor analysis and then confirmatory factor analysis to validate marketing constructs was systematically followed here. This paper accordingly first used exploratory factor analysis with SPSS 16.0 to establish the convergent and discriminant validity of the constructs in the proposed empirical model. The procedure respectively included within-factors type factor analysis as well as between-factors type factor analysis to judge/establish the unidimensionality of each of the constructs. Then the measurement scales for all these constructs were also tested for their internal consistency through reliability analysis in SPSS 16.0. Thereafter, the paper employed structural equations modeling with LISREL 8.51 to assess the model fit characteristics by coding and analyzing the measurement model, and then to test the research hypotheses by coding and analyzing the structural model (Joreskog and Sorbom, 1996). Exploratory Factor Analyses and Reliability Analyses for the Constructs Exploratory factor analysis via principal components factoring as well as principal axis factoring techniques was conducted for each construct. The empirical indicators for each construct loaded well onto their respective construct. Thus, these items did adequately represent and measure the underlying conceptual domain of their respective construct, thereby helping to establish good convergent validity for each construct. Thereafter, Principal Axis Factoring with Direct Oblimin Rotation was conducted on the data set for all the independent variables (i.e. constructs CI, T, QP, PV) held together. The Kaizer-MeyerOlkin (KMO) Measure of Sampling Adequacy values were considerably high in all cases, and the Bartlett’s Test of Sphericity was also found significant in all cases, implying that factor analysis could be performed on the data (Tabachnick and Fidell, 2001). Further, the sample size of 225 compared to the 29 measurable variables in the surveys yielded an approximate 8:1 ratio of sample size to number of variables, which justified the suitability of factor analytic procedures on the data (Tabachnick and Fidell, 2001). Loadings below 0.4 were suppressed throughout, so as to view a cleaner loadings’ structure. The pattern matrix as shown below for the factor analysis conducted between all the four independent variables resulted in a very segregated loadings structure, thereby establishing the discriminant validity for the constructs. Reliability analysis was then performed on each of the constructs to test for their internal consistency. The following table summarizes the Cronbach's Alpha reliability coefficients for each construct. The high Alpha values (greater than 0.7), as per Nunnally and Bernstein (1994), indicate that internal consistency of the
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factors is high; thereby all items measuring their respective construct do homogeneously belong to that construct. Thus, the five constructs in the model represent strong measures. Pattern Matrixa Factors 2 3



1 4 T2 .903 T4 .821 T5 .771 T1 .759 T3 .737 T6 .456 CI4 .880 CI3 .870 CI7 .773 CI2 .739 CI5 .629 CI6 .516 CI1 .456 QP5 .870 QP3 .796 QP6 .769 QP4 .726 QP2 .676 QP1 .598 PV1 -.767 PV2 -.746 PV6 -.525 PV4 -.511 PV3 -.493 PV5 -.438 Extraction Method: Principal Axis Factoring. Rotation Method: Oblimin with Kaiser Normalization. a. Rotation converged in 12 iterations.



Dimension/Construct



Cronbach's Alpha



Consumer Innovativeness (CI) [7 items]



0.885



Trustworthiness (T) [6 items]



0.929



Quality Perception (QP) [6 items]



0.894



Perceived Value (PV) [6 items, excluding PV7]



0.867



Intention to Use (IU) [6 items]



0.900



Confirmatory Factor Analysis for the Model Thereafter, the structural equations modeling approach was adopted to assess the model fit by coding and analyzing the measurement model in LISREL 8.51 (Joreskog and Sorbom, 1996). This measurement model (as shown in Figure 2) was programmed in Lisrel 8.51 as an all-x’s and all-’s model (x’s being the emprical indicators measuring their respective latent constructs ’s), coded with all the x’s (loadings) to be freely estimated, and the variances-covariances matrix standardized (Byrne, 1998). The goodness of
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fit statistics section of the measurement model output was scrutinized to evaluate the measures (Byrne, 1998). The comparative fit index (CFI) (Bentler, 1990), goodness of fit index (GFI), and incremental fit index (IFI) (Bollen, 1989) were 0.90, 0.79, and 0.90 respectively. These high values suggested good model fit. Further, the root mean square error of approximation (RMSEA) was 0.078 which is lesser than 0.08, showing medium to good fit for the model (MacCallum, Brown and Sugawara, 1996). Although the chi-square statistic was found statistically significant (p 
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