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ABSTRACT

The objective of this study is to study the characteristics of SMS voting adopters in terms of demographic
factors as well as to explore the mobile users’ perception towards SMS voting. A survey using question-
naires was conducted to gain information and opinions from a convenience sample of 300 Malaysian
mobile users regarding their perceptions on using SMS to vote. The findings revealed that approximately
two-thirds of Malay respondents use SMS voting. The study's findings reveal that most mobile users in
the sample are single and female, and that mobile users like to send their votes using SMS. There is
a significant difference between the usages of SMS voting among female respondents. Out of the total
respondents, 80 percent perceived that the ease of use factor greatly influences mobile users in using

SMS for voting purposes.

INTRODUCTION

The use of mobile SMS to communicate with
peers, to download ring tones, java games and
picture messages, and even voting is very com-
mon for the mobile user in Malaysia SKMM,
(2007b). According to SKMM (2007), it is the
norm for most Malaysians to carry a hand phone
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with them everywhere they go (SKMM, 2007).
As at 31 March 2007, there were 20,808,797
mobile subscriptions on the six digital networks
operating in Malaysia. This kind of culture has
encouraged mobile users to try the SMS voting
service and subsequently find that it has become
the norm for the society to participate in the SMS
voting service. Most new mobile users who try
SMS voting are influenced by their peers or tele-
vision/radio programmes. If Malaysian mobile
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consumers are to take up mobile entertainment
with enthusiasm it has to be financially viable
for the industry players to develop and run, as
well as cost-effective for the consumers to access.
Mobile users might be motivated to pay the SMS
voting charges once they think it will add to their
enjoyment of leisure activities and as the service
is not too different from what they already use
and pay for in other contexts.

The SMS voting service is a very important
instant communication tool that can be used to
serve several purposes. Companies can use SMS
voting for advertising and promotional purposes
by which they can obtain instant feedback about
their products. Governments can use it to probe
and identify people’s opinion on a particular issue
as well as for conducting elections. Therefore, the
findings of the current study are of much value as
it is the first ‘dot’ in the SMS voting research to
further understand the characteristics of the SMS
voting adopter. Inthisline, studyinganindividual’s
perception of the SMS voting is very important to
assess its adaptability and also to assist in providing
insights into the development of the SMS voting
service in Malaysia. Furthermore, the high number
of opportunities to use creative and innovative
marketing activities, as highlighted by Haghirian
et al. (2008) in mobile commerce (m-commerce)
implies that marketers need to gain insights into
relevantissues of consumer behaviour in the SMS
voting context. Most specifically, this study aims to
explore how demographics and mobile consumer
behaviour will direct mobile consumer percep-
tion towards SMS voting. The mobile consumer
perception and behaviour knowledge obtained
could be extremely useful for mobile operators
and mobile service providers in the formulation
of service strategies pertaining to the rolling out
of new SMS voting applications and services in
the near future. From this, mobile operators and
mobile application service providers canrefine and
target their service offerings to different potential
user groups. The mobile service provider can then
improve the SMS voting service by enhancing
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the technology and mechanism used to achieve
innovativeresults. The easy access to SMS voting,
provided through mobile services, brings a lot of
benefits to the different groups in society. The
design of the mobile phone, including the screen
and button size, enables the mobile user to enjoy
fun interaction with the service. SMS voting can
be accessed in anyway and at any time as long
as the user has a mobile phone and sim card. In
particular the user has direct communication
without time or location barriers (Haghirian, et
al., 2008). It is very convenient for the mobile
user to participate in the SMS voting service as
they only need to send the voting keyword to a
particular short code and send it through SMS.
The hassle of sending the vote keyword through
the traditional posting method will be replaced
by SMS voting as it is more fun and convenient
in terms of sending the vote.

The contributions of this study are twofold.
First, it successfully applies the TAM theory in
the new mobile application of SMS voting, which
is different from the systems examined in prior
studies and, therefore, extends its applicability to
mobile SMS voting. Second, this study has no-
table contributions to the Technology Acceptance
Modelitselfby incorporating three additional vari-
ables as determinants to individual’s behavioural
intention to_vote through SMS. Furthermore, the
concept of SMS voting is rather new in the IS
field. Very few studies have empirically studied
the adoption of “SMS voting” and applied the
concept to mobile application technologies.

LITERATURE REVIEW

Knutsen and Lyytinen (2008) classified research
on mobile service innovation and adoption into
three categories (1) models of technology ac-
ceptance, (2) models of service adoption and
diffusion, and (3) ensemble models of the macro
environment. The current study falls under the
second category where the researchers attempted



13 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/analysis-mobile-users-perception-towards/65940

Related Content

Tracking How a Change in a Telecom Service Affects Its Customers Using Sentiment Analysis
and Personality Insight

Ammar Adland Abdelsadeq Khamis Elfergany (2020). International Journal of Service Science,
Management, Engineering, and Technology (pp. 33-46).
www.irma-international.org/article/tracking-how-a-change-in-a-telecom-service-affects-its-customers-using-sentiment-

analysis-and-personality-insight/256654

A Consumer Perception Research on the Subject of a New Technology in a Developing
Dynamic Market: 3G Technology in Turkey

Bilinyamin Aticiand Ugur Bati (2013). Implementation and Integration of Information Systems in the Service
Sector (pp. 57-69).

www.irma-international.org/chapter/consumer-perception-research-subject-new/72543

Deep Learning in Plant Diseases Detection for Agricultural Crops: A Survey

Mohamed Loey, Ahmed ElSawyand Mohamed Afify (2020). International Journal of Service Science,
Management, Engineering, and Technology (pp. 41-58).
www.irma-international.org/article/deep-learning-in-plant-diseases-detection-for-agricultural-crops/248499

Valuating IT Governance Strategies With Real Options in a Decision Making Framework
Rabii El Ghorfi, Mohamed EI Aroussi, Mohamed Ouadouand Driss Aboutajdine (2018). International
Journal of Information Systems in the Service Sector (pp. 42-58).
www.irma-international.org/article/valuating-it-governance-strategies-with-real-options-in-a-decision-making-
framework/211905

A Nature-Inspired Metaheuristic Cuckoo Search Algorithm for Community Detection in Social
Networks

Ramadan Babersand Aboul Ella Hassanien (2017). International Journal of Service Science, Management,
Engineering, and Technology (pp. 50-62).
www.irma-international.org/article/a-nature-inspired-metaheuristic-cuckoo-search-algorithm-for-community-detection-in-
social-networks/169751



http://www.igi-global.com/chapter/analysis-mobile-users-perception-towards/65940
http://www.irma-international.org/article/tracking-how-a-change-in-a-telecom-service-affects-its-customers-using-sentiment-analysis-and-personality-insight/256654
http://www.irma-international.org/article/tracking-how-a-change-in-a-telecom-service-affects-its-customers-using-sentiment-analysis-and-personality-insight/256654
http://www.irma-international.org/chapter/consumer-perception-research-subject-new/72543
http://www.irma-international.org/article/deep-learning-in-plant-diseases-detection-for-agricultural-crops/248499
http://www.irma-international.org/article/valuating-it-governance-strategies-with-real-options-in-a-decision-making-framework/211905
http://www.irma-international.org/article/valuating-it-governance-strategies-with-real-options-in-a-decision-making-framework/211905
http://www.irma-international.org/article/a-nature-inspired-metaheuristic-cuckoo-search-algorithm-for-community-detection-in-social-networks/169751
http://www.irma-international.org/article/a-nature-inspired-metaheuristic-cuckoo-search-algorithm-for-community-detection-in-social-networks/169751

