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ABSTRACT

The current chapter focuses the adoption process of mobile gaming. After
providing a brief introduction to the topic of m-commerce and m-services,
several relevant adoption factors are highlighted. These factors have been
researched empirically, via a conjoint study conducted in the Netherlands.
The results illustrated-a hierarchical importance of the factors identified,
wher eby per ceived risk, complexity, and compatibility wereidentified asthe
three main regarded as the factor s that are mainly influencing the adoption
of mobile gaming applications. Based on these findings, we have provided
several managerial implications.

INTRODUCT ION

Accordingtorecentforecasts, themobileservicesindustry in Europewill be
worthover 76 billion Euroby 2005 (Durlacher, 2001). Expertsclamthat wireless
technology willusher inthenext waveof e ectroniccommerce—* mobilecom-
merce' (m-commerce). Them-commerceindustry providesunlimited opportuni-
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tiesfor businessgrowth, andforward-thinking companiesarea ready integrating
mobilecommerceintotheir bus nessestoestablishavita competitiveedge(http:/
Anww.mobileinfo.com). Inorder toaccomplishthisintegrationof thewirel essWeb
inasuccessful way, consumers’ acceptanceof mobilecommerceasadelivery
channel isessentia. Therefore, it seemscritical toexaminewhichfactorsinfluence
customer adoptionanddiffus onof thisnew way of providing services.

Althoughtherearenumerousstudiesinthefield of adoptionand diffusionof
marketing-enablingtechnol ogy (Plouffe, VVandenbosch, & Hulland, 2001; Daghfous,
Petrof, & Pons, 1999; Rogers, 1995; Holak & Lehman, 1990; Labay & Kinnear,
1981), previous work has mainly focused on the adoption of products and
technology (Verhoef & Langerak, 2001; Au& Enderwick, 2000; Eastlick & Lotz,
1999; Davis, 1989). Incontrast, the perspectiveon servicesand service-enabling
technol ogiesisconsiderably lesspronounced. Despitethefact that several trend
studieshavebeen conductedregardingthepotentia of wirel esstechnology and 3G
services(Durlacher, 2001; UM TS Forum, 2001), there existsaneed for more
substantive, theory-based research, creating amorein-depth understanding of
consumer behavior withregardtom-commerce. Thecurrent study aimstodefine
critical factorsin the adoption of mobile services and determine consumers
preferential structurewithregardtothistechnology.

Our contributiontothisencyclopedicbook onm-commerceisstructuredas
follows: First, webriefly introducethefield of m-commerceand m-servicesto set
thescene. Subsequently, based onaliteraturereview of adoptionand diffusion
theory, severa successfactorsenhancing mobileservicesadoptionareidentified:
M oreover, mobileentertainment services, such asplayinggamesviahand-held
devices, are used asasetting for our research. Consequently, wereport on an
empirical study that wascompl eted among 99 consumersin TheNetherlands. By
usingaconjoint measurement design, weareabletoobtainadetailedinsightinto
consumer preferencestructuresregarding mobi egaming services. I nterpretation of
theanalysisyieldsahierarchy of importance concerning m-servicesadoption
factors.Finaly, thechapter concludeswithadiscuss onof theresultsandtheoretica
aswell asmanagerial implicationsof our study.

MOBILECOMMERCE

Freguently, m-commerceisviewedasthenext frontierinthee ectronicmarket
place. E-commerceadoptionand diffusion hasled towidespread acceptance of
electronictransactions(May, 2001). Itisarguedthat “ m-commerceallowsusers
to access the. Internet without needing to find a place to plug in” (http://
whatis.techtarget.com). Asaresult, it is“the effective delivery of electronic
commerceintotheconsumer’ shand, anywhere, usngwire esstechnology” (http:/
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