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ABSTRACT

Many case examples in the mobile market have shown that the success of mobile services is difficult to
predict. Different factors either boost or hinder the adoption of mobile services. The present chapter
has covered earlier research on mobile service adoption and utilized a unique handset-based research
platform in collecting data from 548 Finnish smartphone users in 2006. The main research goal is to
understand the process of mobile service adoption by extracting new kinds of data straight from hand-
sets. In addition to descriptive results, a path analysis model is developed that models the mobile service
adoption process. The chapter finds that user intentions have a strong impact on consequent adoption
of the service, expectedly. What is more, perceived hedonic benefits from the service are the strongest
factor driving intentions to use the service. The perceived technical capability to use the service and the
role of the surrounding social network do not drive the intentions of early-adopter users. Interestingly
multimedia service adoption is driven by more capable (new) handsets, and mobile web browsing ben-
efits significantly from block or flat-rate (instead of usage-based) pricing plans for transmitted data. The
chapter develops several indices that measure time-varying characteristics of mobile services. Calculated
indices for a set of mobile services suggest that the studied mobile services are currently experiencing
different phases in their life cycle.

1. INTRODUCTION multimedia, content retrieval, browsing and other

advanced services. The mobile Internet (see Funk
Mobile services have evolved quite a lot frommere  2004) is emerging and the [P-based service delivery
communication oriented services (circuit-switched  is likely to hit the mobile mass market domain very
voice, text messaging, voice mailbox) to today’s soon. Overlay networks existing already in the In-

ternet (Clark etal. 2006) may have spill-over effects
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contrasts sharply with the dominant, vertically-
oriented way of doing mobile business (see e.g.
Karlson et al. 2003, Verkasalo 2007a and Vesa
2005). The emergence of the mobile Internet is
driven by the wide-scale adoption of smartphones
(i.e.converged devices) along with improvements
in both cellular (GSM and 3G) and alternative
(e.g. WiFi) radio networks. In terms of data
services the same service evolution trends have
been seen in the “wired” Internet earlier that can
be seen in the mobile domain today. For example,
the movement from messaging data services to
static content (Web) and further to multimedia
streaming can already be seen in mobile service
studies (Verkasalo 2007b).

Amidst the rapid evolution of the mobile
industry many commercial service failures have
taken place. Only a small number of services can
be considered successful after the exception of
SMS (short messaging service) that was a killer
success in Europe in the 90s. Third party instant
messaging clients providing connectivity to Inter-
netinstant messaging (IM) communities, ringtone/
wallpaper downloads and mobile webmail have
appeared in the market and succeeded pretty
well. However, at the same time many disputed
services, typically pushed to the market by hand-
set vendors and operators, have not been widely
adopted and revenue have been mediocre or poor.
Some of these services include MMS (multimedia
messaging service), WAP (wireless application
protocol), operator-standardized IM, VoIP (voice
over Internet protocol) and video calls.

It is difficult to pinpoint the reasons behind
successes and failures. Typically not one but many
issues affect the adoption of a particular mobile
service. The reasons can be categorized into
two main categories. First of all, a commercial/
technical perspective includes issues that relate to
marketing, positioning, developing, implement-
ing, delivering and timing of the mobile service.
These factors include e.g. demand forecasting,
pricing, positioning of the service in the service
provider’s service portfolio, promotional activi-
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ties, creation of end-user awareness, service qual-
ity management, and strategic push of the service
inthe value-chain (i.e. distribution management).
These factors are called as technological or busi-
ness strategic in Pedersen (2001). Second, the
end-user perspective deals with end-user related
factors driving or inhibiting service adoption. This
perspective is called as behavioral in Pedersen
(2001). Factors under this perspective include
e.g. service usability, social pressure, network
externalities, contextual environment, consump-
tion choices, the user’s motivation and technical
capabilities. The first perspective deals more
with the producer side of the market whereas the
second perspective deals with the demand side of
the market. Drivers and bottlenecks for service
adoption might emerge in either domain.

Eventhough many potential factors explaining
successes and failures of mobile services can be
identified, it is often difficult to test hypotheses
in practice. No suitable empirical research ap-
proaches have existed earlier to provide actual
usage data to study the dynamics of mobile service
adoption. Accurate data from end-users can be
nowadays acquired with a handset-based mobile
end-user research platform that was introduced
in Verkasalo & Hammadinen (2007). The new
platform provides accurate usage statistics along
with flexible tools to deploy questionnaire studies.
The present article attempts to provide descriptive
results on mobile service adoption with data from
Finland 2006. In addition, a path analysis model is
built explaining the main drivers and bottlenecks
of mobile service adoption based on empirical
usage data and questionnaire studies.

2. EARLIER RESEARCH

2.1. Theoretical Models Explaining
Technology Adoption

The adoption research can generally be divided
into four categories:



27 more pages are available in the full version of this document, which may
be purchased using the "Add to Cart" button on the publisher's webpage:
www.igi-global.com/chapter/modeling-adoption-mobile-services/39498

Related Content

Innovating through the Web: The Banking Industry Case
Chiara Frigerio (2009). Business Web Strategy: Design, Alignment, and Application (pp. 219-234).

www.irma-international.org/chapter/innovating-through-web/6154

An Empirical Study of Predicting Hong Kong Consumers’ Online Shopping Intentions: Personal
Hygiene Products

T. C. E. Chengand M. W. Chung (2012). Transformations in E-Business Technologies and Commerce:
Emerging Impacts (pp. 135-150).
www.irma-international.org/chapter/empirical-study-predicting-hong-kong/61362

Customer Relationship Management (CRM): An In-Depth Analysis

Mahesh Raisinghani, Abdu Albur, Sue Leferink, Thomas Lyleand Stephen Proctor (2009). Business Web
Strategy: Design, Alignment, and Application (pp. 94-117).
www.irma-international.org/chapter/customer-relationship-management-crm/6147

Spam, Spim, and User Perceptions of E-Mail and Instant Messaging Usefulness

Troy J. Strader, Philip A. Houleand Sridhar N. Ramaswami (2005). International Journal of E-Business
Research (pp. 51-57).

www.irma-international.org/article/spam-spim-user-perceptions-mail/1850

Business Artifacts for E-Business Interoperability

Youakim Badr, Nanjangud C. Narendraand Zakaria Maamar (2011). Electronic Business Interoperability:
Concepts, Opportunities and Challenges (pp. 15-36).
www.irma-international.org/chapter/business-artifacts-business-interoperability/52147



http://www.igi-global.com/chapter/modeling-adoption-mobile-services/39498
http://www.irma-international.org/chapter/innovating-through-web/6154
http://www.irma-international.org/chapter/empirical-study-predicting-hong-kong/61362
http://www.irma-international.org/chapter/customer-relationship-management-crm/6147
http://www.irma-international.org/article/spam-spim-user-perceptions-mail/1850
http://www.irma-international.org/chapter/business-artifacts-business-interoperability/52147

