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ABSTRACT

The technological environment inwhich contemporary small- and medium-
sized enterprises (SVIES)-operate can only be described as dynamic. The
exponential rateof technological change, characterised by per ceivedincreases
in the benefits associated with various technol ogies, shortening product life
cyclesand changing standards, providesfor the SVIE acomplexand challenging
operational context. The primary aim of this research was to identify the
needs of SVIEsin regional areas for mobile data technologies (MDT).

In this study a distinction was drawn between those respondents who were
full-adopter s of technol ogy, those who wer e partial -adopter s;and those who
wer e non-adopter s and these three segmentsarticulated different needs and
requirementsfor MDT. Overall, the needsof regional SMEsfor MDT can be
conceptualised into three areas where the technology will assist business
practices, communication, e-commerce and security.

This chapter appears in the book, Mobile Commerce: Technology, Theory, and Applications, edited by
Brian Mennecke and Troy Strader. Copyright © 2003, 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

Thischapter presentsfindingsfrom atwo-phasestudy ontheperceptions,
needsand usesof mobiledatatechnol ogiesby Australiansmall businessowners.
InPhasel, focusgroupswereconducted, andrichinformationobtainedonpossible
usesandapplicationsof MobileDataTechnologies(MDTs) for threeusagegroups,
thatis, non-, partia -, andfull-adoptersof I'T andlnternet applicationsacrossmany
industry sectors. Based onfindingsfrom Phasel , thesecond phaseof thestudy
invalvedinterviewing 500small bus nessowner/managersonmobiledatatechnol-
ogy adoptionissuesand perceptionsof MDT usage.

Theprimary appeal of mobiledatatechnol ogies, apart frommobility,isthat
associated* services aredelivered onexisting devicessuch asmobilephones,
palm-tops, and persond digita assistants(PDAS). Intheliteraturelittleempirical
work existson applicationsand servicesthat woul d encouragethe adoption of
mobile datatechnol ogies by small businesses. This study. provides empirical
evidenceon attitudes of small businessowner/managersin aregional setting,
Queendand Australia, tomobiledatatechnol ogies, andidentifiesthemost signifi-
cantfacilitatorsandinhibitorstoadoption.

Thedevel opment of gateway technol ogiesfor serviceproviderssupporting
WA Parealready availableandonthemarket. Further, wirelessapplicationshave
beendevelopedthat providemobiledeviceswithlnternet content and e-business
services. Thesemobiledatatechnol ogieswereexpected to affect businessina
similar fashiontothelnternet and World WideWeb afew yearsago (Semilof,
1999). Themajor appeal of mobiledatatechnol ogy isthat it providesinformation
to themobileuser such asreading news, getting stock quotes, sending e-mail,
downloading data, | ocating other users, remoteaccessing of hemeandbusiness
sites, and making purchasesonadevicethat consumersarecomfortablewith—the
mobiletel ephone.

InAustraia, asmall businessisdefined asan organizationemployinglessthan
20people, typicaly independently ownedandfinancially controlled by theowner/
manager; and[usud ly] locally based businessoperations(Annua Review of Small
Business, 1998). Theadoptionof mobiletel ephonesinthepast fiveto 10yearsfor
voiceservicesandmessaging, by bothsmall andlargeorganizationsinAugtrdia, has
beenhigh. Helpingtoacce eratethedemandfor thenewer mobiledatatechnologies
incountriesalready embraci ngthesetechnol ogies(suchasJapan) istheexplosive
growth of thelnternet and mobile computing(Clever, 1999). InAustralia, this
providessomewnhat of aconundrum. Althoughadoptionof e-commerceby large
organizationsinAustraiahasbeenrdativey high, thesamecannotbesaidfor small
businesses, where adoption has been slower than other countries, such as
Singapore, the United Kingdom, the United States of America, and Japan
(Forrester,1997; Y ellow Pages, 2000). I ncontrast, however, mobil etelephone
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