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ABSTRACT

Wireless communications are here to stay, nevertheless, a number of individuals are still reluctant to
use them for accessing the Web. This urges providers to better understand the concerns of consumers in
order to better position the products and services in the market and to reduce the barriers that consum-
ers may have in using WiFi — Wireless Fidelity Internet technologies. The present quantitative study
was carried out for the purpose of assessing the effect of a number of constructs, identified in the past
to affect the use of IT and WiFi use intention, as well as identifying the underlying factor structure of
these constructs. It further aimed to assessing the overall attitudes and behavior of consumers towards
WiFi use, as well as identifying and comparing WiFi users and non-users’ overall behavior towards

WiFi use and their perceptions of factors determining WiFi adoption.

INTRODUCTION

The ability to communicate from virtually any-
where and the convergence of web and wireless
technologies offer an unprecedented level of
flexibility and convenience, particularly, for
ubiquitous information access. WiFi internet
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technology changed the way that I'T technology is
conventionally used. Today, itisused by most PCs,
operating systems, video game consoles, laptops,
smart phones, printers, and other peripherals. All
of a sudden, the use of technology became much
easier and much more virtual than before. People
can access and share information from any point,
at any time, at their own convenience and pace.
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Factors Affecting WiFi Use Intention

Although the WiFi technology is a major
achievement and provides more convenience to
internet users than before, a number of individu-
als are still reluctant to use it for accessing the
World Wide Web. Researchers in the field argue
that final purchasing decisions are often the result
of perceptions and attitudes that consumer hold
towards products and services. Itis therefore para-
mount for providers to understand the concerns of
consumers in order to better deliver and position
products and services into the market minimizing
any hesitation that consumers have in using WiFi
internet technologies.

Furthermore, although a number of studies
have researched the impact of consumer attitudes
on the use of new technologies (e.g. Davis, 1989;
Moore and Benbasat, 1991; Compeau and Hig-
gins, 1995; Thompson et al, 1991; Salisbury et
al., 2001; Venkatesh et al, 2003), no research
up to present has focused on the impact of the
perceptions and attitudes of consumers towards
the use of wire-free technologies, such as WiFi,
Bluetooth, and infrared. Such technologies are
incorporated into existing technological devices
to make their use much more virtual and mobile,
offering higher efficiency, ease of access and con-
venience. The present research was a first attempt
to assess consumer perceptions towards wire-free
technologies on the propensity and desire to use
such technologies.

Finally, there is total absence in the literature of
similarities and/or differences that exist between
users and non-users of particular technology in
terms of their overall attitude and perceptions
towards this innovation and the factors determin-
ing IT adoption.

Consequently, this research aims to assess
the effect of a comprehensive number of factors,
identified in previous studies, which influence
the intention to use information technologies on
the willingness of consumers to use WiFi Internet
technology. This study marries and synthesizes
the evidence from previous studies in the field
and attempts, for the first time, to assess the con-

centrated impact of all forces, proven to affect IT

use, on the intention to use WiFi. Moreover, the

study will pursue to grouping these variables into

a smaller more manageable set, with explanatory

power relating to the intention to use WiFi.
Specifically, the study aims to:

. Identify the nature of factors that tend to
affect WiFi use for accessing the Internet.
There is a total absence, at presence, of
empirical evidence that examines the fac-
tors that tend to affect the use of WiFi for
Internet access. Thus, the present research
contributes to the literature in the sense
that it reveals that set of factors with the
highest impact on WiFi use for Internet
access. Previous evidence relevant to the
forces that affect the use of information
technologies is integrated.

. Examine a full range of factors, at once,
that have been identified in the past to af-
fect use of IT. No research at present at-
tempted to test the effect of all these fac-
tors at once, thus identifying the set of
forces with the highest explanatory power.
Hence, the research attempts to identify the
individual, as well as the combined impact
and explanatory power of a range of fac-
tors (revealed by previous studied) on the
use of WiF1i for Internet access purposes.

. Reduce the number of factors that have
been revealed to affect the use of IT, into
a smaller, more manageable set. Previous
studies revealed a large number of forces
with effect on propensity to use new tech-
nologies. The present study will capitalize
on this evidence, attempting to use fewer
dimensions or factors that can be used in
an effort to explain the factors that impact
on IT use.

. Examine the overall attitudes and behavior
of consumers towards WiFi use for Internet
access.
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