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ABSTRACT

This chapter introduces a model that identifies factors influencing users
adoption of mobile computing. It extends the Technology Acceptance Model
(TAM) by identifying system and user characteristics that affect the perceived
usefulness and perceived ease of use of mobile computing, which are two key
antecedents in TAM. Furthermore, it incorporates two additional constructs,
trust and enjoyment, as determinants in the model, and proposes specific
factors that influence these two constructs. The long-term goals of this work
are to gain an increased understanding of adoption issues in mobile computing,
and to explain how specific HCI design issues may affect adoption by users.

This chapter appears in the book, Managing E-Commerce and Mobile Computing Technologies by Julie
Mariga. Copyright © 2003, IRM Press, an imprint of Idea Group Inc. Copying or distributing in print or
electronic forms without written permission of Idea Group Inc. is prohibited.
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INTRODUCTION

The emergence of mabile computing, combined with theincreased popul arity
of the Internet, is changing our daily lives. The increasing use of small portable
computers, wireless networks and satellites unfol ds the new technology of mobile
computing, which allows transmission of datato computersthat are not physically
linked to a network. As aresult, people can communicate “on the move.”

Mobile devices with new input and output methods and form factors are
dramatically different from traditional desktop computers (Rodden et al., 1998).
These technological changes make increasing demands on both the quality of user
interface and the functionality of mobile devices (Johnson, 1998). The questions of
interest are: 1) what factorsinfluence users’ adoption of mobile computing; 2) how
doesthe design of mobile devicesand interface affect user adoption; and 3) to what
degreedo specificfactorssuchastrust and enjoyment (in using mobiledevices) play
arolein adoption?

The objectives of this chapter are: 1) to review literatures on technology
adoption and the various design dimensions of mobile devices; and 2) to propose a
model for adoption of mobilecomputing.

BACKGROUND
Technology Adoption Models

In reviewing the literature on I T adoption, we found the Technology Accep-
tance Model (TAM) proposed by Davis (1989) to be most relevant to thisresearch.
TAM wasderived fromthe Theory of Reasoned Action (TRA) proposed by Fishbein
and Ajzen (1975). According to Davis (1989), perceived usefulness and perceived
ease of use are two key factors influencing people's attitude toward IT usage
intention and actual 1T usage. Perceived usefulness is defined as “the degree to
which aperson believesthat using aparticular system would enhance hisor her job
performance” (Davis, 1989, p. 320). Perceived easeof useisdefined as“thedegree
to which a person believes that using a particular system would be free of effort”
(Davis, 1989, p. 320). Davisand hiscolleagues(Davis, 1989; Daviseta., 1989; Davis
et al., 1992) demonstrated that perceived usefulness had a strong direct effect on
usageintentions, whereas perceived ease of use affected usageintentionsindirectly
viaperceived usefulness. They also demonstrated that TAM had a higher explana-
tory power than TRA for predicting (word processing) software usage (Daviset al.,
1989).

Inanextensionto TAM, Davisand hiscolleagues(Davisetal ., 1992) examined
theimpact of enjoyment on usageintentions. They reported two studies concerning
the relative effects of usefulness and enjoyment on intentions to use and usage of
computers. As expected, they found that usefulness had a strong effect on usage
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