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ABSTRACT

Thisresearcharticleinvestigatestheadoptionofmobiledataserviceswithutilitarianandhedonic
valuepropositionsinSriLanka.Thisstudyattemptstodevelopaconceptuallymodelandrelated
hypothesesanditsbehaviorwithintheSriLankanusercontext.Thefindingsrelatedtotheperceived
usefulnesshasreportedthatastrongrelationshipbetweentheattitudesandadoptionintensionevenin
thecontextofproductswithpredominantlyhedonicvaluespropositions.Further,itwasnotedthatthe
utilitarianmotivesofusefulness,easeofuse,andcomparativeadvantageweremorestronglypresent
thanhedonicmotiveseveninmobileringtoneusers.Theutilitarianmotiveshadstrongcorrelations
withtheattitudetowardsattitudesandadoptionintension.
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1. INTRoDUCTIoN

Mobiletechnologyhastakenrapidstridesinitsdiffusionacrosstheglobal.Thesequantumleaps
inpenetrationarenotonlyglobalphenomenonbutonealsoexperiencedinthelocalcontextofSri
Lanka.In1992SriLankahad2,644mobilephonesubscribers.Today27yearslaterthenumber
standsat24.43million(TelecommunicationRegulatoryCommissionofSriLanka,2018).While
mobilepenetrationratesareimpressive,with50%-60%averageannualgrowthratesexperiencedin
SriLanka,thestrategicprospectsofthemobiletelecommunicationindustryareupfordiscussion.
Acrosstheglobetheaveragerevenueperunit(ARPU)aresignificantlydepreciating(Mälarstig,2007).
Theseissuesarecompoundedwithincreasecompetitivestructuresandglobalmarketcompetition.
Theindustryseizedonanemergedopportunityintheearly1990withanewapplicationcalledShort
MessagingService(SMS).Themobilephoneanditsusewereviewedinadifferentlightthanasimple
communicationdevice,ratherthegatewaytoaplethoraofmobiledataservices.Theindustryspent
thenextdecadeinvestinginhighbandwidth,highcapacityandnewmobiledataservicesproduct
lines, awaiting the next killer application (Carlsson, 2005). SMS still remains the most popular
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mobiledataserviceinSriLankaduetoeconomicfeasibilityofthecommunity.Itisexpectedthat
abehavioralmodelcanbeproducedwhichcanbeidentifyscientificallytherelationshipsbetween
thedriversofconsumerattitudetoadoptandintensiontoadoptmobiledataservices.Whilethere
aremodelsresearchedanddevelopedincountrieslikeFinland(Carlsson,2006),Korea(Kim,2018)
andUSA,developmentofanindigenoustechnologyadoptionmodelisessentialinthecontextof
SriLankabecauseofthedifferentsocio-economicculturalparadigms.Furtherduetotheregional
similaritiesinSouthEastAsia,theinter-portabilityofthismodelmayhelpdiffusionofmobiledata
servicesinsimilarregionalcountries.

InformationtechnologyadoptionincludingempiricallytestedmodelssuchastheTechnology
AdoptionModel(Davis,1989)anddiffusionofinnovationmodels(Rogers2005).Furtherasthis
model involves operations within the consumer context, it is proposed that research into better
understandingthevariablesthatinfluencetheattitudetowardsadoptionandintensiontoadoptbe
researched.Further,researchdoneondevelopingaunifiedtheoryfortechnologyadoption(Kulviwat,
2007;Kulviwat,2008;)providesanimportantstartingpoint.Therefore,itwasdecidedthatthestudy
wouldfocusonthelogicalmotivesandhedonicmotivesof‘Funandentertainment’.Whilemotives
guidethedecision,whatnatureofvaluepropositionsinfluencethesemotives.Thesecondfocusof
theresearchwouldbeonvaluepropositionsandtheirinterrelationtotechnologyadoption.

Itwasdecidedthattheresearchwouldstudytwomobiledataservicesproducts.Onewhichhas
primarilyacognitiveutilitarianvaluepropositionandanotherthathasprimarilyahedonicvalue
proposition.Thisstudywouldthenenableabetterunderstandingofthebehaviorofthemodelina
differentcontext.

ThemobiledataservicesadoptioninSriLankaremainsataverylowrateincomparisonto
thepenetrationofmobilephonetechnologywhichisestimatedtobeat50%(Telecommunication
RegulatoryCommissionofSriLanka,2018).Researchindicatesthatthefuturerevenuesofmobile
telecommunication industrywilldependon theprovisionofmobiledataservices rather thanon
voicecalls(Carlsson,2005).Thedramaticdropsinaveragerevenueperuseronvoicecallsacrossthe
globeareanindicationoffuturetrends.Furtherinmostmaturedtelecommunicationmarkets,where
mobilepenetrationhasexceeded60%reachofthegeneralpopulation,theindustrywascompelled
to look formoreviablesourcesof revenueother thanvoiceandnewsubscriberconnection fees
(Mälarstig,2007).Whilethestrategicresponseofthemobileindustrywastoinvestinexpensive3G
technology,theglobaladoptionratesofmobileservicesthatusethisplatformremainsverylow.To
propositionananalyticalmodelthatidentifiesthekeyattitudinalinfluencesinvolvedintheadoption
ofselectedMobileDataServicesintheSriLankanmarketcontext.Thismodelcouldbeusedby
the telecommunication industryandmobiledata services (MDS)applicationvendors to identify
keyconsumerrelationshipvariablesthatinfluencetheadoptionanddiffusionoftheirproductsand
servicesandbehaviorofexistingrelationshipsbetweencognitiveutilitarianmotives,hedonicmotives,
socialinfluencesandtheirimpactontheconsumer’sattitudeandintensiontoadoptkeymobiledata
servicesandshortmessageservices(SMS’s)inSriLanka.

LITeRATURe ReVIew

Technology Acceptance Models
TechnologyacceptancemodelsexplaintheacceptanceanduseofInformationtechnology(IT)and
otherrelatedtechnologyinthecontextoforganizationallevelandindividuallevel.Thesemodelsare
usedtoexplainhowuserscometouseoracceptthespecifictechnologyorsystem.Attheindividual
level,mostprominentmodelsusedtoexplaintheintentionweretheTheoryofReasonedActionand
TheoryofPlannedBehavior.Inexplainingthetechnologyacceptance,bothtechnologicalattributesand
contextualfactorshaveanimportantroletoplay.Davis(1989)wasthefirstscholarwhoputforward
theconceptoftechnologyacceptancetoexplaintheusebehaviortowardsatechnologyorsystem.The
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resultofthestudywastheTechnologyAcceptanceModel(TAM).TAMisausefulmodeltoidentify
theacceptancebehavioroftechnologyandinformation-basedsystemsanditiswidelyusedbythe
researcherstounderstandtheinformationsystemadoption.Perceivedusefulnessandperceivedease
ofusearethetwobeliefvariablesinTAMwhichisusedtounderstandtheuseracceptanceofnew
informationtechnology.AccordingtoDavis(1989),perceivedusefulnessis“thedegreetowhicha
personbelievesthatusingaparticularsystemwouldenhancehisorherjobperformance”andperceive
easeofuseis“thedegreetowhichapersonbelievesthatusingaparticularsystemwouldbefreeof
effort”.EventhoughtheTAMhasdimensionsfairlysameasTPB,it“decomposes”mainlythree
dimensionsintoitsbeliefstructureinthecontextoftechnologyadoptionasattitude,subjectivenorm
andbehavioralcontrol(Venkatesh,Morris,Davis,&Davis,2003).

With the availability and applicationofdifferent kindof theories to explain the technology
adoption,Venkatesh(2003)arguedthattheresearchersarein‘pickandchoose’constructsfortheir
researchesandthus,thereisaneedforaunifiedmodelthatincludesdimensionsfromothertechnology
acceptancemodels.Thus,theyhavedevelopedtheunifiedtheoryofacceptanceanduseoftechnology
(UTAUT)basedoneighttheories.Theyaretheoryofreasonedaction,thetechnologyacceptance
model, motivational model, the theory of planned behavior, a model combining the technology
acceptancemodelandthetheoryofplannedbehavior,themodelofPCutilization,theinnovation
diffusion theory and social cognitive theory (Venkatesh, 2003). As mentioned above, UTAUT
basedoneightprominenttheorieswhichwerewidelyusedforexplainingtechnologyacceptance.A
questionnairedevelopedfromadapteditemsfromallthoseeightmodelswereusedinthestudy.Seven-
pointscalewasusedinthemeasurementscaleandlongitudinaldatacollectionschedulewasusedto
avoidlimitationsofpriorstudies.Itwasasix-monthstudyoffourorganizations.Byinvestigatingall
thedimensionsofeachofthesemodels,Venkatesh(2003)havetheorizedfourdeterminantswhich
playasignificantroleinuseracceptanceandusagebehaviornamely,performanceexpectancy,effort
expectancy,socialinfluenceandfacilitatingconditions.Thus,itcoversbothtechnologicalattributes
andcontextualfactorswhichisessentialtoexplainthetechnologyacceptance.Theoriginalresearchof
Venkatesh(2003)showsthatthemodelcanexplain70%ofthevarianceinexplainingusers’intention.

SincetheintroductionoftheUTAUTmodel,ithasbeenemployedwidelyintechnologyadoption
anddiffusion researchasa theoreticalbase (Williams,2015).Williams (2015)havecategorized
theareaswhichUATUTwasusedinpreviousresearchessuchascommunicationsystems,general
purposesystems,officesystemsandspecializedbusinesssystems.TheUTAUTmodelhasbeen
usedforstudyingindividualtechnologyacceptanceanduseacrossvarietyofsettingsindifferent
usertypes.Forinstance,differentusertypes(consumers,employeesandcitizens),industrysectors
(manufacturing/service,public/private),different typesof technologies (Internet,agile IS,digital
learningcontexts,mobilebanking,e-governancesystems),differenttypesoftasks(ideageneration
anddecisionmakingintechnologydesign,filingofincometax,medicaldiagnosis),technologyuse
atdifferent times(itsadoption, initialuse,post-adoptiveuse)(Venkatech,Thong,&Xu,2013).
Thereasonbehindthewideusageofthemodelincludesitssimplicity,parsimonyandrobustness
(Venkatech,2013).

Moreover, Samaradiwakara, and Gunawardena (2014) have highlighted few reasons for the
appropriatenessofUTAUTmodelamongothertechnologyacceptancemodelstoexplaintheintention
toacceptaparticulartechnology.Firstly,theexplanatorypoweroftheUTAUTmodelishigheramong
theothertechnologyacceptancemodelsi.e.0.69whichiscloserto70%.SecondlyUTAUTmodel
haddevelopedbyVenkatesh(2003)withthebaseofeightspecificmodelsthathavebeenusedby
widerangeofstudiestoexplaintechnologyacceptancebehaviortogetherwithdifferentexplanatory
variables.Thirdly,inconstructingtheUTAUTmodelVenkatesh(2003)havedonethecomparison
ofselectedmodelsbyusingalongitudinaldatafromfourorganizationsfromfourdifferentindustries
namely,entertainment,telecomservices,bankingandpublicadministration.Further,thesedatawere
crossvalidatedwithtwoadditionalorganizationsfromfinancialservicesandretailelectronics.With
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thisbaseofreasons,theyhavearguedthatUTAUTmodelassolidmodeltounderstandtheusers’
acceptanceorrejectionofthetechnologyinaspecificperspective.

Perceived Usefulness
Davis(1989)indefiningperceivedusefulnessstatesthatitisthedegreetowhichusinganinformation
systemisthoughttoimprovetheactivitiestheyareperforming.InthecontextofTAM,perceived
usefulnessisconsideredtobethemostpowerfulpredictorofbehavioralintent(Taylor&Todd,1995).
Initsoriginalapplicationwithinorganizationalcontext,thisvariablerepresentedtheindividualbelief
thatitsadoptionandusagewouldresultinanincreasedperformanceofthejob(Davis,1989).In
fact,Davis(1989)suggeststhatthevariableofperceivedusefulnessismoreimportantthanthatof
perceivedeaseofuse,thiscontentionwassupportedbyHu(1999).However,asMDSrepresentsthe
consumercontext,thevalidityofthevariablemaybedebatable.BrunerandKumar(2005)intheir
researchontheapplicabilityofTAMinconsumercontextfoundthatusefulnesscouldbeconsidered
animportantvariableeveninconsumercontext.

Perceived ease of Use
Jenson (2006) inhiscritiqueof theMDS industrypoints to“default thinking” indesigningand
implementingproductsandservices.Inhisexampleof theMMS,Jensonpoints tothefailureof
MDS industry tocomprehend thevaluepropositionandcomplexityofusingMMS,and instead
proposingitasanaturalextensiontoSMS.Thissuggestionofindustrypushingforthtechnology
innovationsandlineextensionswithoutconsideringtheirpracticalusabilityandspecificallyeaseof
useispropositionedbyhimforthefailureofmanyMDS.Carlsson(2006)supportsthisproposition
intheFinnishMDSmarketbypointtomismatchesofexpectationsbetweenindustryexpertsand
consumers.Thesurveyidentifiesthatwhiletheindustryhasbeenintroducingnewandmorecomplex
applicationsforMDS,consumersingeneralhavebeenslowintheiradoptionandcontinuedusageof
MDS.Davis(1989)definesperceivedeaseofuseas“thedegreetowhichapersonbelievesthatusing
aparticularsystemwouldbefreeofeffort”.Thisvariablepointstoexpectationofeffortinvolvedin
usingproductorservice.Kulviwat(2007)whileacceptingtheimportanceofperceivedeaseofuse
asadeterminantininfluencingattitude,considerstheinfluenceasindirect.

Relative Advantage
Rogers (2005) included relative advantage as a part of the product variables that influence the
diffusionofinnovation.Inanalyzingthecharacteristicsofinnovationtoincluderelativeadvantage,
compatibility,complexity,tradabilityandobservability,Rogers(2005)notethataninnovationbeing
“better”thanitsexistingalternativesisessential.ThedecisionbyKulviwat(2007)toincorporate
relative advantageas avariable in their researchmodel is interestingbecauseofvery littlenew
researchliteratureontheempiricaltestingofthisvariable.Plouffe(2001)intestingthePerceived
ComponentsofInnovationmodelwhichMooreandBenbasat(1991)proposed,statesthatrelative
advantageisthemostimportantpredictorofadoptionintension.

Pleasure
Whilethereisawidebodyofresearchthatacknowledgeshedonicmotives(Bina,2007;Carlsson,
2005;Childers,2001;Heijden2004;Heinonen&Pura,2006;Hong,2006;Kim,2009)theydonot
attempt to proceed beyond motives of fun, entertainment. The research proposition of Kulviwat
(2007)isuniqueinthattheyattempttodevelopadeeperanalyticalmodeltowardshedonicmotivesby
incorporatingMehrabianandRussell(1974)empiricallytestedPleasure-Arousal-Dominancescales.
Lee(2003)describesthepleasureemotionas“theextenttowhichapersonfeelsgood.”Theynote
researchwhichindicatesthattheemotionofpleasure,incombinationwitharousalanddominance,
has been identified as a stimulus in increasing purchasing behavior of customers. The research
conductedbyLee(2003)confirmedthevalidityofpleasureinthecontextofonlineshopping.Wu
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(2008)intheirresearchintotheinfluenceofpleasureandarousalinthecontextofonlineshopping
notethevalidityofthesemeasuresinpredictingconsumerbuyingbehavior.

Arousal
ArousalformulatesthesecondbipolarvariableinassessinghedonicmotivesasproposedbyMehrabian
andRussell(1974).Thisbipolarnatureisrepresentedwithinthecontinuumoffeelingofbeingaroused
tothatofun-aroused.Kulviwat(2007)notesthatthestateofarousalisaresultofareactionofan
individualtopresentedstimuli,influencedprimarilybytheemotionofexcitement.Wu(2008)has
identifiedandincorporatedarousalasanessentialelementincombinationwithpleasuretoinfluence
usebuyingbehavior in theonline shoppingandwebsitedesigningcontext.These findingswere
confirmedinanearlierresearchintostimulatingconsumerbuyingbehaviorininternetshoppingmalls
undertakenbyLee(2003).Whilethisresearchidentifiesthevariableofarousalanditsinfluence
andinterplayintheconsumerbuyingdecision,amoreuniqueapproachtoappreciatearousalwas
proposedbyWirtz(2000).Theyintroducetheconceptoftargetlevelarousalasamoderatingvariable
inthesatisfactionofconsumers.Theypropositionthatthesatisfactionfeltbytheconsumerisbased
ontheirexpectationofagivensituationorenvironment.

Dominance
ThisbipolarcontinuumextendsfromemotionalstateofDominanceinwhichtheindividualfeels
greatercontrolovertheinnovationtoSubmissiveness.DuringtheemotionalstateofSubmissiveness,
therangeofemotionexperiencedbytheindividualincludethoseofanger,fear,frustration,confusion
(Russell&Mehrabian,1977).Kulviwat(2007)whenincorporatingdominanceaspartoftheConsumer
AcceptanceofTechnologymodelnotedthattherehasbeensignificantdebateamongresearchers
onthevalidityofthisvariable.Thisissueofvaliditywasonceagainraisedwhendominancewas
rejectedbasedonitweakinfluenceonattitudetowardsadoption.

Social Influences
Indefiningthesocialfactor“socialfactorstrytocapturethecongruencybetweensocialnormsand
individualbeliefsandhowthehumanpartofanindividual’senvironmentaffectsoneinperforminga
specificbehavior”.VenkateshandDavis(2000)haveincorporated‘subjectivenorms’asanextension
totheTechnologyAdoptionModel,inrecognitionofinfluencefromtheculturalandnorms.Thelead
researchersofTechnologyAdoptionModelalsomadefurtherresearchonthemoderatingeffectsof
publicandprivateconsumptionandadoptionoftechnology.Theimportanceofsocialinfluenceshas
alsobeenhighlightedinRogers(2005)Diffusionofinnovationtheory.Heresocialsystemsvariable
isakeyvariablethatinfluencestheinceptionstage,identifiedasKnowledgestage,oftheadoption
process.Among the sub-variables thathavebeen identifiedby the researcherare social systems
norms,toleranceofdeviancy,communicationintegration.

Attitude and Intention
The relationshipbetweenattitudeand intension informationsystems researchwasestablishedas
aresultoftheworkdonebyDavis(1989);Davis(1989)inthetechnologyadoptionmodelbased
primarily on the findings of theory of reasoned action. Kim (2009) defines attitude in terms of
InformationSystemsas“apsychologicaltendencyexpressedbyevaluatingaparticularentityinterms
ofthedegreeofpositivizesaboutIS”.Kulviwat(2007)inanalyzingtheattitudetowardtheactinthe
contextofTechnologyAdoptionModel,identifiesthecognitivedimensionofthevariablebystating
thatthis“referstotheevaluativejudgmentofadoptingapieceoftechnology”.Therefore,attitude
inthecontextofitsroleininfluencingtheintensionofconsumerscouldbeviewedasdecisionor
‘judgment’.However,CohenandAreni(1991)(ascitedbyKulviwat,(2007))alsopointtothefact
thatlikeallhumanemotions,insteadofbeingcompletelycognitive,hedonicsalsoplayaroleinthis
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judgment.Thisinterplaybetweencognitionandhedonicshasalsobeenthebasisofthesubsequent
propositionofConsumerAcceptanceofTechnologymodelbyKulviwat,(2007).

Cognitive Utilitarian Value Proposition for MDS and SMS
Thisstudyintendstostudythebehaviorandinfluenceofutilitarianandhedonicmotives,social
influencesonselectedmobiledataserviceswithutilitarianandhedonicvaluepropositions.
ThemobiledataserviceselectedtorepresentutilitarianvaluepropositionisthepopularShort
Message Service. This service is known as the “killer application” which was responsible
for the identificationof themobiledata services industryand subsequent investments into
3Gtechnology(Carlsson,2005;Kunin,2005).Pedersen(2002)intheirresearchintomobile
data services classified SMS as having predominantly utilitarian value propositions. This
wasprimarilyduetotherecognitionthatSMSwasusedtoachieveaspecificpurposeandthe
intendedvaluederived fromusing theproduct is taskoriented.ThisclassificationofSMS
withinthevaluepropositionsofutilityhasbeenconfirmedbyresearcherssuchas(Carlsson,
2005).ItwasthereforedecidedtouseSMSasthebasisfortestingthebehavioralmodelon
utilitarianmobiledataservices.

Hedonic Value Proposition in Mobile Ringtone
Carlsson,(2005)intheirclassificationofmobiledataservicesidentifiedthatmobileringtones
areof theentertainmentcategory.Furtherusing theclassificationsmatrixusedbyPedersen,
(2002)tocategorizeddataservices,mobileringtonescanbeconsideredtofallwithinthecategory
of“Entertainment/Transaction”thetransactionclassificationisrelevanttomobileringtoneas
theyareusedbasedonfee.Furtherthehedonicmotivesofmobileringtoneswereacceptedby
HeinonenandPura(2006).However,inVerkasalo(2006)’stechno-centricmobiledataservice
classificationmobileringtonewasnotrecognized.However,itwasdecidedtousethisproduct
asthebasisofassessinghedonicvaluepropositionbecauseusersadoptthisproductprimarily
duetoitsentertainmentvalue.

Thesemotivational influenceswereselectedprimarilybasedonthecorepropositionsof the
ConsumerAcceptanceofTechnology(Kulviwat,2007)whichwasbasedontheTechnologyAdoption
Model(Davis,1989)andDiffusionofinnovation(Rogers,2005).ThevariablesofPleasure,Arousal
andDominancewereselectedbasedontheConsumerAcceptanceofTechnologymodel.Thesecond
elementoftheresearchisthestudyofthebehavioroftheselectedvariablesinthecontextofshort
message services (SMS)whichhas an establishedutilitarianvalueproposition (Pedersen, 2002;
Carlsson,2006)andMobileRingtones(Carlsson,2005;Carlsson,2005;Pedersen,2002)whichhas
anestablishedhedonicutilitarianvalueproposition.

ReSeARCH FRAMewoRK AND HyPoTHeSeS

Therearemanydesignsoftheconceptualframeworkthatresearchershavedesignedandutilizedin
theirstudies.However,thisstudyisbasedonliteraturebasedconceptualframeworknamelyautilitarian
andhedonicmotivetowardstheadoptionintensiononmobiledatacenter(Figure1).

HyPoTHeSeS

Hypothesesareformedinperceivedusefulness,easeofuse,influenceofrelativeadvantage,social
influences,pleasureanddominancein thecontextofattitudetowardsadoptionofutilitarianand
HedonicMobileDataServicesinSriLanka.ThehypothesistestingwasdoneusingPearsoncorrelation
andhypothesiswereacceptedorrejectedbasedon95%confidencelevel.
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MeTHoDoLoGy

Determining the Sample and Sample Size
ThestudyisbasedonthetotalpopulationofCensusandStatisticsDepartmentinSriLanka.Total
populationon2018was20million.Mobileusagesaremorethanthepopulationduetomultiple
mobilephoneusedbytheusers.Outofwhichtheeffectivepopulation(betweentheagesof18-64)
hasbeenidentifiedas13,863,950.Saunders(2007)furtherstatesthataminimumsampleof384is
neededwithamarginof5%errororinotherwordswithaconfidencelevelof95%forapopulation
above10million.Hence,lookingatanestimatedresponseratebetween40–45%,approximately
1100questionnairesweredistributedamongthedifferentprovincesofSriLanka.

In the provinces, a total of 29 coordinators were appointed and trained to assist the
questionnaire respondents to coordinates and present clarifications. The questionnaire was
distributedamongthevolunteerswhoattendedatrainingworkshopconductedbytheresearcher.
Eachvolunteerwasgivenfivequestionnairestofillwiththeirfamilyandspecificinstructionsnot
todistributetheresponsesamongofficecolleagues.Furtheritwasinstructedtothevolunteersthat
anypersonbetweentheagerangeof18-65couldparticipateinfillingtheresponses,irrespective
oftheirownershipofmobilephones.Thequestionnairewasdesignedtoenableevenparticipant
whodidnothavemobilestorespond.

Figure 1. Research framework
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ThequestionstomeasureperceivedusefulnessweredevelopedonafivepointLikertscalewith
pointsbetween‘StronglyAgree’,‘agree’,‘nocomment’,‘disagree’,‘stronglydisagree’.Codingof
theresponsesweredonefromlefttorightstartingwith5marksfor‘Stronglyagree’and1markfor
‘Stronglydisagree’.3markswereawardedfortheresponse‘nocomment’.

Mobile Data Services Awareness
Table2indicatesthatmajorityoftherespondentsareawareoftheavailabilityofmobiledataservices.
ThishighawarenesslevelmaybeattributedtothehighgeneralliteracyrateinSriLankaestimated
tobe96%.OutoftheselectedmobiledataservicessurveyedknowledgeofSMSwasthehighestat
96.6%.WhileawarenessofBookmovieticketsthroughmobile(55%),mobilebaking(77%)andMMS
(77)werelowincomparison.Thesemobiledataservicesareconsideredtechnicalandrequiremore
complexknowledge.Jenson(2006)commentingonthecomplexityandstagesinvolvedinusingMMS
identifiesthatunlikeSMS,usingthistechnologyisdifficultandthereisahighdegreeofcomplexity.

HyPoTHeSIS TeSTING

ThehypothesistestingwasdoneusingPearsoncorrelationandhypothesiswereacceptedorrejected
based on 95% confidence level. The correlation matrix provides an overview of the nature of
correlationsbetweenthetestedvariables.ThisinformationisprovidedinTable3onUtilitarianmodel
testingusingSMSandhedonicmodeltestingusingMobileRingtone.

CorrelationMatrixforhedonicmotivesinattitudetowardsadoption(MobileRingtones)are
showninTable4.

Perceived Usefulness
Themeanvalueoftheresponseswasmeasuredat3.4withastandarddeviationof1.28.Thisresponse
mean indicates that the majority of respondents agreed with the variables assigned to measure
perceivedusefulnessinthecontextofSMSusage.Theinternalconsistencyandreliabilityofthe
variableweretestedusingCronbach’salpha,whichwasmeasuredat0.919indicatingaverygood
fitasnotedbyHair(1998)(ascitedbyKulviwat(2007).ThetwotailedPearsonCorrelationtest
betweenthevariableandAttitudetowardsadoptionindicatedacorrelationof0.785withpvalue
lessthan0.05.Thisindicatedthatthereissignificantcorrelationbetweenthetwovariablesat95%

Table 1. Questionnaire distribution

Province No. Distributed
Number of 

Trained Provincial 
Coordinators

Actual Responses 
Received by the 

Deadline and Used 
for the Research

Actual Responses 
Received After 

the Deadline and 
Not Used for the 

Research

Western 350 7 230 50

Southern 100 3 25 15

Central 250 7 160 25

NorthWestern 100 3 40 15

NorthCentral 100 3 25

Sabaragamuwa 100 3 20

Uva 100 3 20

1100 29 455 170
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confidencelevel.Therefore,theNullhypothesiswasrejectedandalternativehypothesisofstrong
influenceofperceivedusefulnessinthecontextofattitudetowardsadoptionofutilitarianMobile
DataServicesinSriLankawasaccepted.

Perceived ease of Use
Themeanvalueoftheresponseswasmeasuredat3.5withastandarddeviationof1.3.Thismeanvalue
indicatesthatthemajorityofrespondentsagreedwiththevariablesassignedtomeasureperceived
easeofuse in the contextofSMSserviceusage.The internal consistencyand reliabilityof the
variableweretestedusingCronbach’salpha,whichwasmeasuredat0.96indicatingaverygoodfit.
ThetwotailedPearsonCorrelationtestbetweenthevariableandAttitudetowardsadoptionindicated
acorrelationof0.739withpvaluelessthan0.05.Thisindicatedthatthereissignificantcorrelation

Table 2. Mobile data services awareness

Mobile Data Service
Percentage (%)

Aware Not Aware No Comment

1 SmallMassageService(SMS) 96.6 3.4

2 Multimediamassage(MMS) 77 13.2 9.8

3 Locallanguagemessaging 86.3 4.4 9.3

4 MobileE-mail 84.4 5.9 9.8

5 Ringtones 89.2 1 9.8

6 DownloadIcons,Logosandwallpapers 82.2 7.1 10.8

7 MobileGames 88.3 2.4 9.3

8 Listentomusic/radio 83.9 2.9 13.2

9 Ask/Sendcredit 76.3 11.5 12.2

10 Bookmovieticketsthroughmobile 55.3 33 11.7

11 MobileBanking 77.3 11.7 11

12 Mobileinternet 81.9 7.1 11

Table 3. Correlation Matrix for SMS Correlation Matrix for Utilitarian motives in attitude towards adoption (SMS)

Construct PU EOU RA SI PL AR DO ATA AI

PerceivedUsefulness(PU) 1

PerceivedEaseofUse(EOU) 0.81* 1

RelativeAdvantage(RA) 0.82* 0.83* 1

SocialInfluences(SI) 0.40 0.45 0.33 1

Pleasure(PL) 0.41 0.37 0.33 0.27 1

Arousal(AR) 0.35 0.30 0.28 0.21 0.68* 1

Dominance(DO) 0.25 0.13 0.17 0.15 0.30 0.34 1

Attitudetowardadoption
(ATA) 0.79* 0.74* 0.71* 0.41 0.52* 0.53* 0.30 1

AdoptionIntension(AI) 0.45 0.49* 0.41 0.17 0.14 0.21 0.57* 0.38 1

*significant at 0.05 level
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betweenthetwovariablesat95%confidencelevel.Therefore,theNullhypothesiswasrejectedand
alternativehypothesisofstronginfluenceofperceivedeaseofuseinthecontextofattitudetowards
adoptionofutilitarianMobileDataServicesinSriLankawasaccepted.

Comparative Advantage
Themeanvalueoftheresponseswasmeasuredat2.9withastandarddeviationof1.1.Thisresponse
indicatesthatthemajorityofrespondentsdidnotagreewiththeproposition.Theinternalconsistency
and reliability of thevariables were tested using Cronbach’s alpha which wasmeasured at 0.85
indicatingaverygoodfit.ThetwotailedPearsonCorrelationtestbetweenthevariableandAttitude
towardsadoptionindicatedacorrelationof0.711withpvaluelessthan0.05.Thisindicatedthat
thereissignificantcorrelationbetweenthetwovariablesat95%confidencelevel.Therefore,theNull
hypothesiswasrejectedandalternativehypothesisofstronginfluenceofrelativeadvantageinthe
contextofattitudetowardsadoptionofutilitarianMobileDataServicesinSriLankawasaccepted.

Social Influences
Themeanvalueoftheresponseswasmeasuredat2.39withastandarddeviationof1.1.Thisresponse
indicatesthatthemajorityofrespondentsdidnotagreewiththeproposition.Thisnotionisconfirmed
as65%oftherespondentsdisagreedwiththeinfluenceofsocialfactorsasareasonforusingSMS.
TheinternalconsistencyandreliabilityofthevariablesweretestedusingCronbach’salphawhich
wasmeasuredat0.836indicatingaverygoodfit.ThetwotailedPearsonCorrelationtestbetweenthe
variableandAttitudetowardsadoptionindicatedacorrelationof0.407withpvaluelessthan0.05.
Thisindicatedthatthereisnosignificantcorrelationbetweenthetwovariablesat95%confidence
level.Therefore,theNullhypothesiswasaccepted.Theresultisweakinfluenceofsocialinfluences
inthecontextofattitudetowardsadoptionofutilitarianMobileDataServicesinSriLanka.

Pleasure
TheinternalconsistencyandreliabilityofthevariablesweretestedusingCronbach’salphawhichwas
measuredat0.66.Themeanvalueoftheresponseswasmeasuredat0.44withastandarddeviation
of0.44.This responsemean indicates that themajorityof respondentsdidnot feelanyemotion
associatedwithpleasurewhenusingSMS.Threeadditionalroundsofcrossmatchingtheresponses
wereconductedtoassesiftheCronbach’salphacouldbeimprovedifcertainresponseswereremoved.
Butthiseffortwasafailureasnoneofthesecrossmatchingimprovesthelevelbeyond0.66.The

Table 4. Correlation Matrix for hedonic motives

Construct PU EOU RA SI PL AR DO ATA AI

PerceivedUsefulness(PU) 1.00

PerceivedEaseofUse(EOU) 0.96 1.00

RelativeAdvantage(RA) 0.94 0.97 1.00

SocialInfluences(SI) 0.96 0.98 0.97 1.00

Pleasure(PL) 0.90 0.92 0.94 0.92 1.00

Arousal(AR) 0.78 0.74 0.75 0.79 0.72 1.00

Dominance(DO) 0.51 0.51 0.51 0.51 0.48 0.49 1.00

Attitudetowardadoption(ATA) 0.92 0.93 0.97 0.92 0.94 0.74 0.54 1.00

AdoptionIntension(AI) 0.69 0.71 0.72 0.72 0.68 0.59 0.42 0.67 1.00

*significant at 0.05 level
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twotailedPearsonCorrelationtestbetweenthevariableandattitudetowardsadoptionindicateda
correlationof0.524withpvaluelessthan0.05.Thisindicatedthatthereissignificantcorrelation
betweenthetwovariablesat95%confidencelevel.Therefore,theNullhypothesiswasrejectedand
alternativehypothesisofstronginfluenceofpleasureinthecontextofattitudetowardsadoptionof
utilitarianmobiledataservicesinSriLankawasaccepted.

Arousal
Themeanvalueoftheresponseswasmeasuredat0.36withastandarddeviationof0.46.Thisresponse
indicatesthatthemajorityofrespondentsdidnotfeelanyemotionsassociatedwitharousalwhen
usingSMS.TheinternalconsistencyandreliabilityofthevariablesweretestedusingCronbach’s
alphawhichwasmeasuredat0.71.ThetwotailedPearsonCorrelationtestbetweenthevariableand
Attitudetowardsadoptionindicatedacorrelationof0.527withpvaluelessthan0.05.Thisindicated
thatthereissignificantcorrelationbetweenthetwovariablesata95%confidencelevel.Therefore,
theNullhypothesiswas rejectedandalternativehypothesisofstrong influenceofarousal in the
contextofattitudetowardsadoptionofutilitarianMobileDataServicesinSriLankawasaccepted.

Dominance
TheinternalconsistencyandreliabilityofthevariablesweretestedusingCronbach’salphawhichwas
measuredat0.859.Themeanvalueoftheresponseswasmeasuredat0.48withastandarddeviationof
0.58.Thisresponsemeanindicatesthatthemajorityofrespondentsdidfeelanyemotionsassociated
witharousalwhenusingSMS.Inadetailedanalysisofthefrequencychartsandhistogramindicates
that51%ofthesamplerespondentsregisteredaresponseassociatedwiththevariableofdominance
inusingSMS,while48%oftherespondentsindicatethattheydidnothaveanyemotionsidentified
witharousalwhenusingSMS.

The two tailedPearsonCorrelation testbetween thevariableandAttitude towardsadoption
indicatedacorrelationof0.303withpvaluelessthan0.05.Thisindicatedthatthereisnosignificant
correlationbetweenthetwovariablesat95%confidencelevel.Therefore,theNullhypothesiswas
accepted.Theacceptednullhypothesisisweakinfluenceofdominanceinthecontextofattitude
towardsadoptionofutilitarianmobiledataservicesinSriLanka.

Attitude Towards Adoption and Intension
Commentingon this pointCarlsson (2005)notes that themobile telecommunication industry is
stillfocusedonsellinghandsetinsteadofonmobiledataservicesdiffusion.Thefocusonmobile
dataservicesinSriLankaalsoremainsatanembryonicstage.Themeanvalueoftheresponsesfor
attitudetowardsadoptionwasmeasuredat1.22withastandarddeviationof0.54.Thisindicatesthat
theattitudetowardsadoptionwaslow.Themeanvalueforintensiontoadoptwasmeasuredat4.62
withastandarddeviationof0.81.Theinternalconsistencyandreliabilityofthevariablesweretested
usingCronbach’salphawhichwasmeasuredat0.534forAttitudetowardsadoptionand0.273for
intension.Bothofthesetestsindicatethattheinternalconsistencyofthesevariablesispoor.

ThetwotailedPearsonCorrelationtestbetweentheAttitudetowardsadoptionandintension
toadoptis0.383withpvaluelessthan0.05.Thisindicatedthatthereisnosignificantcorrelation
betweenthetwovariablesat95%confidencelevel.Therefore,theNullhypothesiswasaccepted.
Theacceptednullhypothesisisweakinfluenceofattitudetowardsadoptionandadoptionintension
inthecontextutilitarianMobileDataServicesinSriLanka.

The area of mobile data services truly remains a blind spot within the regulatory and
industrycontextintheisland.Thisweaknessinindustryfocusisindeedconcerningconsidering
thatthefuturesurvivalofthetelecommunicationindustrywilldependonmobiledataservices
as indicatedby thesteadilydecliningaveragerevenueperuseronvoicechargesacross the
globaltelecommunicationindustry.
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CoNCLUSIoN

TheresearchfindingsindicatethattheSriLankaconsumeracceptanceoftechnologymodelwhich
isconceptuallyhypothesizedinFigure1isavalidbasisforanalysisandpredictionoftechnology
adoptionintension.Itishopedthatthisstudywouldlaythefoundationtowardsbuildingofalocalized
adoptionmodelforthecountry.Thecorrelationofdominancetoattitudetowardsadoption(0.742)
andintension(0.595)wassignificantlyhigherthaninthecontextofSMS.Ithasalsomaintained
significantlystrongrelationswithutilitarianandhedonicmotives.Whilethisstudyhasidentified
thebehaviorofdominanceinthecontextofutilitarianandhedonicproducts,itisindeeddifficult
toexplaintheimplicationsofthismotiveontheoverallrelationship.Theresearcheragreeswiththe
notionofKulviwat(2008),thatthisvariablehasahiddennaturetoit.Ratherthandiscountingits
importance,itissuggestedthatfutureresearchfocusonbetterunderstandingdominance.
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