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ABSTRACT

Consumer preferences, attitudes, and behavior
concerning product choice can be of vital im-
portance in the development process and imple-
mentation of innovative products or services. The
mobile office (MO) is becoming achievable in the
business-to-employee (B2E) arena as more work
is completed outside the office and the fixed office
boundaries extend well beyond the spectrum of
the desktop. Potential MO providers (e.g., employ-
ers) will encounter adoption resistance as users
experience uncertainty. This paperinvestigates the
critical factors in the decision models of consum-
ers when evaluating the acceptance and intention

touse MO. It will provide research guidelines for
MO designers and developers, IT/IS managers,
and IS researchers.

BACKGROUND

Mobile business (m-business, also known as
mobile commerce or m-commerce), an emerging
extension of electronic business, has received
considerable interestamong IS researchers, devel-
opers, service providers, and end users. Varshney
and Vetter (2002) anticipate that the next phase
of e-business will be in the area of m-business
with the widespread deployment of wireless tech-
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nologies. Mobile services have penetrated many
leading-edge personal markets such as mobile
SMS, mobile games, mobile handset icons, and
ring tones. Wireless computing is now becoming
widely deployed in the business arena as managers
have appreciated the significant added strategic
value of having instant access to business infor-
mation that can enhance work productivity, ef-
ficiency, and decision-making, ultimately leading
to competitive advantage for the firm. Businesses
that caterto consumers’ preferences and needs and
that capitalize on expanding opportunities, which
arise with new technologies, can sustain competi-
tive advantages in today’s fiercely competitive
marketplace. Deployment of mobile technology
infrastructure, along with mobile devices, enables
employee mobility and mobility of IT functions.
This is transforming businesses processes by
enhancing communication, information access,
and business transactions from any device any-
where and anytime. Performance benefits from
wireless technology adoption are being realized
in the business-to-employee (B2E) domain as
corporations seek to achieve their business goals
by growing their capabilities.

The rapid development of innovative mobile
technologies, along with better integration with
the existing network infrastructure, presents new
challenges for the enterprise. Thanks to existing
wireless technologies, such as 2G and 2.5/2.75G,
which introduced GPRS (general packet radio
service) and EDGE (enhanced data rates for
global evolution), new business opportunities are
emerging through new value-added services. 3G
services are beginning to receive acceptance in
such Asian countries as China, South Korea, and
Japan. The technological trend and challenge that
mobile users are facing is how to better integrate
between wireless services, as 3G technologies are
beingincreasingly revamped and further evolved.
For the 3G-based CDMA evolutions, handsets
will support CDMA, CDMA 1xRTT,and CDMA
IXxEV-DO with three kinds of spectrum including

850/1, 900/2, and 100MHz. For the GSM evolu-
tion, handsets will support GSM, GPRS, EDGE,
and WCDMA, operating in five bands (850/900/1
800/1 900/2 100MHz). In the near future, 4G will
surface as a collection of services combining
existing technologies, such as 3G and WiFi, with
other types of wireless technologies including
WiMAX and future evolutions of 3G. 4G will
be featured by high usability anytime, anywhere,
and with any technology; support for multimedia
services at low transmission cost; personalization;
and integrated services. As such, 4G will be less
disruptive and more widely accepted ifthe promise
is delivered upon. It is expected that 4G networks
will be all-IP-based heterogeneous networks that
allow users to switch any system at any time and
anywhere. 4G systems will not only support data
telecommunication services, but also multimedia
services. And users in widely diverse locations
will use the services, as users can use multiple
services from any service provider at the same
time. Though 4G mobile technologies may offer
even greater opportunities, the gradual matura-
tion and deployment of 3G technologies makes
MO become an achievable goal as more work is
completed outside the office and the fixed office
boundaries extend well beyond the desktop.
There is considerable prior IS research about
m-business and wireless technologies (Feather-
man & Pavlou, 2003; Kleijnen & Ruyter, 2003;
Liang & Wei, 2004; Muthaiyah & Ehsan, 2004;
Suoranta & Mattila, 2004; Varshney & Vetter,
2002; Zellweger, 1997). However, these research
studies have mainly shed light on areas, such as
technology acceptance and penetration, as well as
technology trends and issues, leaving the domain
of consumer preferences and attitudes towards the
adoption of innovative products, specifically MO,
relatively unexplored. More research is needed to
explore the factors that constitute ultimate MO
adoption and use, as well as the relative importance
ofthese factors for further diffusion of innovation.
In consideration of this objective, we investigate

1921



7 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/consumers-preferences-attitudes-toward-

mobile/9389

Related Content

The Value of Information Systems to Small and Medium-Sized Enterprises: Information and
Communications Technologies as Signal and Symbol of Legitimacy and Competitiveness
Susan J. Winter, Connie Marie Gaglioand Hari K. Rajagopalan (2009). International Journal of E-Business
Research (pp. 65-91).

www.irma-international.org/article/value-information-systems-small-medium/1923

From Integration to Social Media: Understanding Electronic Marketplace

Kayvan Miri Lavassani, Bahar Movahediand Vinod Kumar (2014). Trends in E-Business, E-Services, and
E-Commerce: Impact of Technology on Goods, Services, and Business Transactions (pp. 1-19).
www.irma-international.org/chapter/from-integration-to-social-media/95772

The Web Strategy Development in the Automotive Sector
Massimo Memmola (2009). Business Web Strategy: Design, Alignment, and Application (pp. 170-197).
www.irma-international.org/chapter/web-strategy-development-automotive-sector/6151

Prospects of Human-Centric Technology's Influence on Economic and Non-Economic Aspects
of Public Life: The Influence of Modern Technologies on Economic and Non-Economic Life
Oksana Pirogova, Vladimir Plotnikov, Sergey Barykin, Anna Karmanova, Irina Kapustina, Natalya
Golubetskaya, Alexander Igorevich Puchkov, Anna Sedyakina, Mikhail Loubochkinand Ahdi Hassan
(2025). Multidisciplinary Analysis of Digital Transformation and Global Market Dynamics (pp. 261-278).
www.irma-international.org/chapter/prospects-of-human-centric-technologys-influence-on-economic-and-non-economic-
aspects-of-public-life/360974

E-Commerce and Dispute Resolution: Jurisdiction and Applicable Law in a Dispute Arising from
a Computer Information Transaction

Naoshi Takasugi (2008). Cyberlaw for Global E-business: Finance, Payments and Dispute Resolution (pp.
239-254).

www.irma-international.org/chapter/commerce-dispute-resolution/7500



http://www.igi-global.com/chapter/consumers-preferences-attitudes-toward-mobile/9389
http://www.igi-global.com/chapter/consumers-preferences-attitudes-toward-mobile/9389
http://www.irma-international.org/article/value-information-systems-small-medium/1923
http://www.irma-international.org/chapter/from-integration-to-social-media/95772
http://www.irma-international.org/chapter/web-strategy-development-automotive-sector/6151
http://www.irma-international.org/chapter/prospects-of-human-centric-technologys-influence-on-economic-and-non-economic-aspects-of-public-life/360974
http://www.irma-international.org/chapter/prospects-of-human-centric-technologys-influence-on-economic-and-non-economic-aspects-of-public-life/360974
http://www.irma-international.org/chapter/commerce-dispute-resolution/7500

