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Examining the critical success
factors of mobile website

adoption
Tao Zhou

School of Management, Hangzhou Dianzi University, Hangzhou, China

Abstract

Purpose – The purpose of this research is to examine the critical success factors of mobile web site
adoption.

Design/methodology/approach – Based on the valid responses collected from a questionnaire
survey, the structural equation modelling technique was employed to examine the research model.

Findings – The results indicate that system quality is the main factor affecting perceived ease of use,
whereas information quality is the main factor affecting perceived usefulness. Service quality has
significant effects on trust and perceived ease of use. Perceived usefulness, perceived ease of use and
trust determine user satisfaction.

Practical implications – Mobile service providers need to improve the system quality, information
quality and service quality of mobile web sites to enhance user satisfaction.

Originality/value – Previous research has mainly focused on e-commerce web site success and
seldom examined the factors affecting mobile web site success. This research fills the gap. The
research draws on information systems success theory, the technology acceptance model and trust
theory as the theoretical bases.

Keywords Critical success factors, System quality, Information quality, Service quality assurance,
Communication technologies, Mobile communication systems, Internet, China

Paper type Research paper

Introduction
According to a report issued by the China Internet Network Information Centre in July
2010, the number of mobile internet users in China has reached 277 million, accounting
for 66 per cent of the internet population (CNNIC, 2010). This shows the considerable
extent of the mobile internet user base. The advent of third generation mobile
communication technologies in particular has triggered the rapid development of
mobile commerce around the world. Faced with this opportunity many businesses
have built their own wireless application protocol sites, which allow users to retrieve
information or access services via their handheld devices (Hung et al., 2003). Mobile
service providers expect to use these mobile sites to deliver ubiquitous and real-time
information and services to users. Then they can acquire and retain customers and
achieve competitive advantages. For example Taobao, which is the largest online
consumer-to-consumer platform in China, has released a mobile version.
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As the main interface between users and mobile service providers, mobile site
quality will affect user adoption and usage (Lee and Benbasat, 2004). Compared with
internet sites mobile sites have some limitations, such as the smaller interface, lower
resolution, and slower responses because of the constraints of mobile terminals. In
addition, mobile users are always on the move when they access mobile services. They
may find it difficult to concentrate their attention on using mobile sites. Thus, mobile
service providers need to improve their interface design and provide a high quality
mobile site to users.

According to the information systems success theory proposed by DeLone and
McLean (2003) system quality, information quality and service quality represent the
main success factors of an information system. These three factors have significant
effects on user satisfaction and usage. Information systems success theory has received
considerable attention in the electronic commerce context (Devaraj et al., 2002; Wixom
and Todd, 2005; Gable et al., 2008; Cheung and Lee, 2009). However, it has seldom been
used to explain the success of mobile sites, which represent an emerging information
technology and have features including ubiquity, immediacy and localability. These
features enable users to access mobile sites and acquire information at any time from
anywhere. However, due to the constraints of mobile terminals such as small screens
and inconvenient input, users may be reluctant to adopt mobile sites if mobile service
providers do not present a high quality interface to them. Thus, it is necessary to
employ information systems success theory to examine the critical success factors of
mobile sites. This will not only extend the information systems success theory to the
mobile commerce context, but also advance our understanding of mobile user
behaviour and provide practical guidelines for mobile service providers to enhance
their site design.

In addition to information systems success theory the technology acceptance model
(TAM) and trust theory are often used to explain user adoption. TAM proposes that
perceived ease of use and perceived usefulness represent two main beliefs affecting
user adoption of an information technology. Due to its parsimony researchers suggest
uncovering the determinants of both beliefs including perceived ease of use and
perceived usefulness (Benbasat and Barki, 2007). System quality, information quality
and service quality reflect users’ perceptions of mobile sites, which may affect their
evaluations of the ease of use and usefulness associated with using mobile sites.
In addition, due to its virtuality and anonymity, mobile commerce also involves great
uncertainty and risk. Thus, users need to build trust to alleviate perceived risk and
facilitate their adoption and usage of mobile sites. System quality, information quality
and service quality will affect users’ trust beliefs in mobile service providers’ ability
and integrity. Summarising these points it is necessary to combine information
systems success theory with TAM and trust theory to more fully examine user
adoption of mobile sites.

Drawing on information systems success theory, TAM and trust theory, this
research examines the critical success factors of mobile web site adoption. We propose
that system quality, information quality, and service quality affect perceived ease of
use, perceived usefulness and trust, further affecting user satisfaction. The results
indicate that system quality is the main factor affecting perceived ease of use, whereas
information quality is the main factor affecting perceived usefulness. Perceived ease of
use, perceived usefulness and trust have significant effects on satisfaction. Among
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them trust has the largest effect. The results imply that mobile service providers need
to focus on system quality, information quality and service quality to generate user
trust and satisfaction.

The rest of this paper is organised as follows. We present a literature review in the
next section. Then we propose the research model and hypotheses. The subsequent
section reports instrument development and data collection. Then we present the data
analysis and results, followed by a discussion of these results. After that, we present
the theoretical and managerial implications and conclusions.

Literature review
Information systems success theory
Information systems success theory proposes that system quality and information
quality affect users’ usage of and satisfaction with information systems, further
determining organisational performance (DeLone and McLean, 1992). Service quality
was later incorporated into the model. The new model argues that system quality,
information quality and service quality affect usage and user satisfaction, further
affecting net benefits such as increased knowledge sharing and lower costs (DeLone
and McLean, 2003, 2004).

Since its inception information systems success theory has been widely applied and
empirically validated in the contexts of traditional information systems and electronic
commerce. Wixom and Todd (2005) noted that information quality and system quality
affect data warehousing software users’ satisfaction, perceived usefulness, perceived
ease of use and usage behaviour. Zhang (2010) proposed that both system quality and
information quality affect social networking users’ satisfaction and sense of
community. Song and Zahedi (2007) reported that system quality and information
quality affect users’ trust in health infomediaries. Lin (2008) noted that system quality
and information quality affect virtual community user satisfaction. Chatterjee et al.
(2009) conducted a qualitative study and found that system quality, content quality
and service quality affect the usage of mobile technology in healthcare. Lee et al. (2009)
found that better information quality increased the usage of mobile data services,
whereas lower system quality decreased usage.

TAM
TAM suggests that user acceptance of an information technology is mainly affected by
two factors: perceived usefulness and perceived ease of use (Davis, 1989; Davis et al.,
1989). Perceived usefulness reflects the improvement of effectiveness and efficiency
associated with using an information technology, whereas perceived ease of use
reflects the (lack of) difficulty in using an information technology.

Due to its parsimony TAM has been widely used to explain mobile adoption
behaviour (Ngai and Gunasekaran, 2007). Hong and Tam (2006) examined user
adoption of mobile data services. They found that perceived usefulness, perceived ease
of use, perceived enjoyment, a need for uniqueness and perceived cost affect users’
behavioural intentions. Kim et al. (2010) noted that individual differences and mobile
payment characteristics affect user adoption of mobile payment through perceived
usefulness and perceived ease of use. Shin et al. (2010) proposed that service variety,
access quality, cost rationality and perceived ease of use affect users’ post-adoption
usage of mobile internet through perceived usefulness.
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Trust
Trust reflects a willingness to be vulnerable based on the positive expectation of
another party’s future behaviour (Mayer et al., 1995). Due to the virtuality and
anonymity of online transactions trust is the critical factor ensuring their success.
Thus, trust has received considerable attention in the online commerce context. Gefen
et al. (2003) integrated TAM and trust to explain online purchase behaviour. They
found that perceived ease of use affects trust, further determining perceived usefulness.
McKnight et al. (2002) developed a scale measuring initial trust and found that web site
quality is the most significant factor affecting trust. Benamati et al. (2010) examined
the effects of technological perceptions including perceived ease of use and perceived
usefulness on initial trust. Beldad et al. (2010) provided a good review of online trust
and its determinants.

Like online commerce mobile commerce involves great uncertainty and risk. For
example mobile networks are vulnerable to hacker attack and information interception.
Thus, users need to build trust to alleviate perceived risk and facilitate their behaviour.
Lee (2005) noted that mobile interactivity including ubiquitous connection and
contextual offerings has a significant effect on user trust. Luo et al. (2010) examined the
relationship between user trust and perceived risk associated with using mobile
banking. Li and Yeh (2010) found that design aesthetics affect mobile user trust
through usefulness, ease of use and customisation. Kim et al. (2009) noted that
structural assurance is the main factor affecting initial trust in mobile banking. Vance
et al. (2008) revealed that system quality affects perceived ease of use and user trust in
mobile commerce technologies.

Research model and hypotheses
Figure 1 presents the research model. System quality, information quality and service
quality affect user satisfaction through perceived ease of use, perceived usefulness and
trust. Demographic characteristics such as gender, age and education are used as the
control variables.

Perceived ease of use and perceived usefulness
System quality reflects the stability, navigation and layout of mobile sites. Mobile
service providers need to rely on a reliable and well-designed interface to deliver

Figure 1.
Research model
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ubiquitous information and services to users. Information quality reflects the
timeliness, accuracy and comprehensiveness of the information provided by mobile
sites. Service quality reflects the reliability, responsiveness, assurance and empathy of
the services delivered to users (Gefen, 2002). Reliability means that mobile service
providers present services to users in a timely manner. Previous research has revealed
that reliability represents the key dimension of service quality (Cenfetelli et al., 2008).
Responsiveness means that mobile service providers present prompt responses to
users’ enquiries. Assurance means that mobile service providers build users’
confidence by providing professional services to them. Empathy means that mobile
service providers present personalised services to users.

System quality, information quality and service quality reflect users’ perceptions
towards mobile sites. These factors will affect users’ evaluations of the difficulty and
utility associated with using mobile sites. For example, if system quality is poor, users
may often encounter service interruption. They may also need to spend more time on
information retrieval due to lack of efficient navigation and clear layout. This will
increase their difficulty with using mobile sites and reduce their perceived usefulness.
However, if the information is outdated, inaccurate or limited, users will perceive low
utility of mobile sites. In addition reliable, prompt and personalised services will reduce
users’ effort spent on information search and improve their work and life efficiency and
effectiveness (Cenfetelli et al., 2008). Wixom and Todd (2005) suggested that system
quality and information quality affect perceived ease of use and perceived usefulness
of web sites. Thus we propose:

H1.1-1.3. System quality, information quality and service quality significantly
affect perceived ease of use.

H2.1-2.3. System quality, information quality and service quality significantly
affect perceived usefulness.

Trust
Trust reflects a user’s positive expectations of mobile service providers’ future
behaviour. Trust often includes three beliefs: ability, integrity and benevolence (Song
and Zahedi, 2007). Ability indicates that mobile service providers have the necessary
knowledge and skills to perform their tasks. Integrity means that mobile service
providers commit to their promises and will not deceive users. Benevolence suggests
that mobile service providers are concerned with users’ interests rather than
themselves.

System quality, information quality and service quality will affect users’ trust in
mobile service providers. Mobile service providers need to spend considerable effort
and resources on delivering high quality mobile sites to users. Thus, system quality,
information quality and service quality will affect users’ trust beliefs in service
providers’ ability, integrity and benevolence. If mobile site quality is poor, users may
feel that mobile service providers lack the necessary ability to provide quality
information and services. Users may also feel that mobile service providers will deceive
them and ignore their needs. The effect of system quality, information quality and
service quality on trust has been supported in previous research. Vance et al. (2008)
revealed that system quality affects user trust in information technology products.
Zahedi and Song (2008) found that information quality is a significant factor affecting
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users’ trust in health infomediaries. Gefen (2002) noted that service quality affects
online consumers’ trust, further determining their loyalty.

H3.1-3.3. System quality, information quality and service quality significantly
affect user trust.

TAM proposes that perceived ease of use affects perceived usefulness (Davis, 1989). If
mobile sites are difficult to use, users will associate them with low utility. In addition
trust will affect perceived usefulness. Trust enables users to believe that mobile service
providers have enough ability and integrity to provide expected utility to them. Thus,
trust provides a guarantee that users will acquire positive outcomes in the future
(Gefen et al., 2003). The effect of trust on perceived usefulness has been verified in
previous research (Yoon, 2009; Sun, 2010). Thus, we propose:

H4. Perceived ease of use significantly affects perceived usefulness.

H5. Trust significantly affects perceived usefulness.

Satisfaction
Satisfaction is an important factor in information systems success (DeLone and
McLean, 2004). Satisfaction reflects an accumulative feeling developed during multiple
interactions with mobile service providers. Satisfaction can also reflect a gap between
perceived performance and expectation. When perceived performance exceeds
expectation, users will be satisfied. Perceived ease of use, perceived usefulness and
trust will affect satisfaction. Users always expect mobile sites to be easy to use, useful
and trustworthy. When these expectations are met, users may be satisfied. Otherwise
they cannot develop satisfaction with mobile sites. Prior research has revealed the
effects of these factors on user trust. Both Lee et al. (2007) and Thong et al. (2006) noted
that perceived usefulness and perceived ease of use affect mobile internet users’
satisfaction. Lin and Wang (2006) reported that trust affects user satisfaction with
m-commerce systems. Thus, we posit:

H6. Perceived ease of use significantly affects user satisfaction.

H7. Perceived usefulness significantly affects user satisfaction.

H8. Trust significantly affects user satisfaction.

Data collection
The research model includes seven factors. Each factor was measured with multiple
items. All items were adapted from previous literature to improve content validity
(Straub et al., 2004). These items were first translated into Chinese by a researcher. Then
another researcher translated them back into English to ensure consistency. When the
instrument was developed it was tested on ten users who had rich mobile site usage
experience. Then based on their comments we revised some items to improve clarity and
understandability. The final items and their sources are listed in Appendix 1. All items
were measured with a five-point Likert scale ranging from strongly disagree (1) to
strongly agree (5).

Items of system quality were adapted from Wixom and Todd (2005) to reflect the
reliability, navigation and layout of mobile sites. Items of information quality were also
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adapted from Wixom and Todd (2005) to reflect the timeliness, accuracy and
comprehensiveness of the information provided by mobile sites. Service quality items
were adapted from Tsai et al. (2006) to reflect the timely, prompt and personalised
services. Items measuring perceived ease of use and perceived usefulness were adapted
from Davis et al. (1989). Items of perceived ease of use reflect the ease of learning to use
and skills required when using mobile sites. Items of perceived usefulness reflect the
improvement of work and life efficiency and effectiveness associated with using mobile
sites. The trust items were adapted from Lee (2005) to measure the ability, integrity
and benevolence of mobile service providers. Items measuring satisfaction were
adapted from Wixom and Todd (2005) to reflect users’ satisfaction, contentment and
pleasure when using mobile sites.

Data were collected at service centres of China Mobile and China Unicom, both of
which are the main telecommunication operators in China. These service centres are
located in a city in eastern China, where mobile commerce is better developed than in
other regions. There were plenty of mobile users in these places and this expedited our
data collection process. Researchers randomly contacted users and enquired whether
they had mobile site usage experience. If the answers were positive they were asked to
complete the questionnaire based on their favourite mobile site usage experience. We
reviewed all questionnaires and excluded those with too many missing values. As a
result we obtained 229 valid responses. Among them 56.8 per cent were male and 43.2
per cent were female. In terms of age 30.6 per cent were under 20 years old, 34.9 per
cent were between 20 and 29 years old, 24 per cent were between 30 and 39 years old,
and 10.5 per cent were over 39 years old. In terms of education 37.1 per cent, 43.7 per
cent, 13.1 per cent and 6.1 per cent had received lower secondary school, secondary
school, associate degree, university and higher education, respectively. The frequently
used mobile sites include Kongzhong, Mobile Baidu, Mobile Tencent and Monternet.

To examine the common method variance (CMV) we conducted two tests. First, we
conducted a Harman’s single-factor test (Podsakoff et al., 2003). The results indicate
that the largest variance explained by an individual factor is 14.427 per cent. Thus,
none of the factors can explain the majority of the variance. Second we modelled all
items as the indicators of a factor representing the common method effect (Malhotra
et al., 2006). The results show poor fitness. For example the goodness of fit index (GFI)
is 0.474 (, 0.90) and the root mean square error of approximation (RMSEA) is 0.239
(. 0.08). With both tests we feel that CMV is not a significant problem in our research.

Results
Following the two-step approach recommended by Anderson and Gerbing (1988) we
first examined the measurement model to test reliability and validity. Then we
examined the structural model to test the research hypotheses and model fitness.

First, we conducted a confirmatory factor analysis (CFA) to test the validity, which
includes convergent validity and discriminant validity. Convergent validity measures
whether items can effectively reflect their corresponding factor, whereas discriminant
validity measures whether two factors are statistically different. Table I lists the
standardised item loadings, the average variance extracted (AVE), the composite
reliability (CR) and Cronbach’s alpha values. As shown in the table all loadings are
larger than 0.7 and t-values indicate that these loadings are significant at the 0.001
level. All AVEs exceed 0.5 and all CRs exceed 0.7. Thus, the scale has good convergent
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validity (Bagozzi and Yi, 1988; Gefen et al., 2000). In addition all Cronbach’s alpha
values are larger than 0.7, showing good reliability (Nunnally, 1978).

To test the discriminant validity we compared the square root of the AVE and
factor correlation coefficients. As listed in Table II for each factor the square root of
AVE is significantly larger than its correlation coefficients with other factors, showing
good discriminant validity (Fornell and Larcker, 1981; Gefen et al., 2000). We also
provide the cross-loading matrix in Appendix 2. Each item has a higher loading on its
corresponding factor than the cross-loadings on other factors, indicating a clear
loading matrix. We tested the multicollinearity among independent variables and
found that the variance inflation factor values for all factors range between 1.411 and
2.257, which are below the threshold value of 5 (Belsley et al., 1980). Thus, there exists
no serious multicollinearity in our research.

Factor Item Standardised loadings AVE CR Alpha

System quality SYSQ1 0.949 0.839 0.940 0.938
SYSQ2 0.911
SYSQ3 0.887

Information quality INFQ1 0.877 0.747 0.899 0.898
INFQ2 0.802
INFQ3 0.911

Service quality SERQ1 0.950 0.794 0.920 0.917
SERQ2 0.913
SERQ3 0.803

Perceived ease of use PEOU1 0.836 0.767 0.908 0.899
PEOU2 0.952
PEOU3 0.835

Perceived usefulness PU1 0.837 0.742 0.896 0.893
PU2 0.823
PU3 0.921

Trust TRU1 0.846 0.710 0.880 0.878
TRU2 0.854
TRU3 0.827

Satisfaction SAT1 0.972 0.957 0.985 0.984
SAT2 0.988
SAT3 0.974

Table I.
Standardised loadings,

AVE, CR and Cronbach’s
alpha values

SYSQ INFQ SERQ PEOU PU TRU SAT

SYSQ 0.916
INFQ 0.301 0.865
SERQ 0.470 0.367 0.891
PEOU 0.543 0.412 0.404 0.876
PU 0.496 0.560 0.440 0.533 0.861
TRU 0.582 0.496 0.561 0.650 0.677 0.842
SAT 0.383 0.367 0.401 0.575 0.550 0.684 0.978

Note: The square root of AVE is shown in italics

Table II.
The square root of AVE

(in italics) and factor
correlation coefficients
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Second, we used LISREL structural equation modelling software to estimate the
structural model. The path coefficients and their significance are listed in Table III.
Except for H2.3 the hypotheses are supported. Table IV lists the recommended and
actual values of some fit indices. Except for GFI the fit indices have better actual values
than the recommended values. This shows good fitness of the research model. The
explained variance of perceived ease of use, perceived usefulness, trust and satisfaction
is 37.9 per cent, 53.7 per cent, 51.7 per cent and 47.9 per cent, respectively.

Following Baron and Kenny (1986) we conducted a post hoc analysis to examine the
mediation effects of perceived ease of use, perceived usefulness and trust on
satisfaction. We added three direct paths from system quality, information quality and
service quality to satisfaction and re-estimated the model. The results indicate that all
three paths are insignificant. This shows that perceived ease of use, perceived
usefulness and trust fully mediate the effects of system quality, information quality
and service quality on satisfaction.

We also examined the effects of control variables including gender, age and
education on perceived ease of use, perceived usefulness, trust and satisfaction. The
results indicate that both age and education have significant effects (g ¼ 20:53, p ,

0.001; g ¼ 0:16, p , 0.05; respectively) on perceived ease of use. In addition age
significantly affects (g ¼ 20:27, p , 0.01) trust. This indicates that young people are

Hypothesis Path Path coefficient

H1.1 SYSQ ! PEOU 0.41 * *

H1.2 INFQ ! PEOU 0.25 * *

H1.3 SERQ ! PEOU 0.12 *

H2.1 SYSQ ! PU 0.12 *

H2.2 INFQ ! PU 0.28 * *

H2.3 SERQ ! PU 0.02
H3.1 SYSQ ! TRU 0.36 * *

H3.2 INFQ ! TRU 0.29 * *

H3.3 SERQ ! TRU 0.29 * *

H4 PEOU ! PU 0.11 *

H5 TRU ! PU 0.39 * *

H6 PEOU ! SAT 0.24 * *

H7 PU ! SAT 0.13 *

H8 TRU ! SAT 0.45 * *

Note: *p , 0.05; * *p , 0.001

Table III.
Path coefficients and
their significance

Fit indices chi 2/df GFI AGFI CFI NFI NNFI RMSEA

Recommended values ,3 .0.90 .0.80 .0.90 .0.90 .0.90 ,0.08
Actual values 1.89 0.880 0.839 0.982 0.966 0.979 0.063

Note: chi 2/df is the ratio between Chi-square and degrees of freedom; GFI: Goodness of Fit Index;
AGFI: Adjusted Goodness of Fit Index; CFI: Comparative Fit Index; NFI: Normed Fit Index; NNFI:
Non-Normed Fit Index; RMSEA: Root Mean Square Error of Approximation

Table IV.
The recommended and
actual values of fit indices
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more likely to perceive ease of use and build trust in mobile service providers. Users
who have undergone higher education will also be more comfortable with using mobile
sites.

Discussion
As listed in Table III all hypotheses, except H2.3, are supported. System quality and
information quality affect perceived ease of use, perceived usefulness and trust. Service
quality affects perceived ease of use and trust, but has no effect on perceived
usefulness. Perceived ease of use and trust affect perceived usefulness. These three
factors further determine user satisfaction.

Among the factors affecting perceived ease of use, system quality has the largest
effect (g ¼ 0:41Þ: This result is consistent with previous findings (Vance et al., 2008).
Mobile service providers need to enhance the interface design of their mobile sites to
improve users’ perceived ease of use. They should develop mobile sites that have clear
layout, effective navigation and reliable connections. This will reduce users’ efforts
spent on information retrieval. In particular the small screens and inconvenient input
of mobile terminals highlight the necessity of presenting a high quality interface to
users. Otherwise users may find it difficult to use mobile sites. Mobile service providers
can emulate their peers’ successful mobile sites to improve their interface design. In
addition they should ensure reliable service. If mobile users often find that services are
unavailable or interrupted, they may feel a lack of control, which decreases their
perceived ease of use.

System quality and information quality both significantly affect perceived
usefulness, but information quality has a relatively larger effect (g ¼ 0:28Þ: Mobile
service providers need to present up-to-date, accurate and comprehensive information
to users. Mobile users expect to acquire timely information at any time from anywhere.
If this information is outdated and inaccurate, users may feel that mobile services are
of no use for their work and life. For example, a user may access mobile map services to
locate their car. If the location information provided to the user is outdated and
inaccurate, users may feel that the mobile map is not of much use. We did not find a
direct effect of service quality on perceived usefulness, however service quality affects
perceived ease of use and trust. Thus, perceived ease of use and trust mediate the effect
of service quality on perceived usefulness.

Service quality has a significant effect on user trust. Mobile service providers need
to present timely, prompt and personalised services to users. This will build users’
trust in mobile service providers’ ability, integrity and benevolence. Mobile service
providers can use location-based services to deliver optimal information and services
to users based on their locations and preferences. This personalised service can
increase user trust (Lee, 2005). However, mobile service providers need to get users’
permission in advance because this service needs to utilise users’ location information,
which may arouse their concerns about privacy and risk. Of course high quality
services require service providers to invest continuous effort and resources (Cenfetelli
et al., 2008). Thus, it is a challenge for them to build user trust.

Perceived ease of use and trust significantly affect perceived usefulness, and all
three factors determine user satisfaction. Among them trust has the largest effect on
satisfaction ðb ¼ 0:45Þ: This shows that building user trust is crucial to improving
user satisfaction. Due to the virtuality and lack of control, mobile commerce involves
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great uncertainty and risk. Users need to build trust to alleviate their perceived risk.
Our results indicate that system quality, information quality, and service quality
significantly affect user trust. Mobile service providers can improve these aspects to
engender user trust. They may also use other measures such as structural assurance
(Kim et al., 2009) and interactivity (Lee, 2005) to build mobile user trust.

Theoretical and managerial implications
From a theoretical perspective this research identified the critical success factors of
mobile sites. As noted earlier, previous research has focused on examining the success
factors of web sites. However, the constraints of mobile terminals such as small screens
and inconvenient input highlight the need to provide a quality mobile site to users.
Thus, it is necessary to examine the effect of site quality on mobile site adoption and
success. Although there has been considerable research on m-commerce adoption, it
has mainly been based on information technology adoption theories such as TAM
(Hung et al., 2003; Yang, 2005; Khalifa and Shen, 2008; Wei et al., 2009), innovation
diffusion theory (Hsu et al., 2007), task technology fit ( Junglas et al., 2008) and the
unified theory of acceptance and use of technology (Xu and Gupta, 2009). User
motivations such as perceived usefulness, task technology fit and performance
expectancy are found to affect user behaviour. However, information systems success
theory has seldom been used to explain mobile site adoption and success. To fill this
gap we drew on information systems success theory, TAM and trust theory to examine
mobile site success. This advanced our understanding of mobile site adoption and
information system success. We found that system quality is the main factor affecting
perceived ease of use, whereas information quality is the main factor affecting
perceived usefulness. These results are consist with Wixom and Todd’s (2005) findings
indicating that system quality affects user attitude through perceived ease of use,
whereas information quality affects user attitude through perceived usefulness. Our
results reveal that perceived ease of use, perceived usefulness and trust have
significant effects on satisfaction. Among them trust has the largest effect on
satisfaction. Future research can further verify the effect of trust on mobile user
behaviour in other contexts such as mobile purchase and mobile payment.

From a managerial perspective our results indicate that mobile service providers
should focus on system quality, information quality and service quality to improve
user satisfaction and ensure the success of mobile web sites. We found that system
quality is the main factor affecting perceived ease of use, whereas information quality
is the main factor affecting perceived usefulness. Thus, mobile service providers need
to focus on different aspects when improving perceived ease of use and perceived
usefulness. For example, they should present a well-designed interface to users in order
to enhance their perceived ease of use. They also need to deliver timely, accurate and
comprehensive information to users in order to enhance users’ perceived utility
associated with using mobile sites. Our results indicate that perceived ease of use,
perceived usefulness and trust predict user satisfaction, with trust having the largest
effect. In addition to system quality and information quality, service quality has a
significant effect on trust. Thus, mobile service providers need to deliver prompt and
personalised services to users. For example they can adopt location-based services to
present contextual information and services to users. This will engender user trust in
mobile service providers’ ability and benevolence.
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Conclusion
Mobile commerce is developing rapidly around the world. However, the constraints of
mobile terminals have limited user adoption and usage of mobile sites. Drawing on
information systems success theory, TAM and trust theory, this research examined the
critical success factors of mobile sites. The results indicated that system quality is the
main factor affecting perceived ease of use, whereas information quality is the main
factor affecting perceived usefulness. Service quality has no direct effect on perceived
usefulness, but has significant effects on trust and perceived ease of use. Thus, mobile
service providers need to enhance their interface design and deliver high quality
information and service to users.

This research has the following limitations. First, we conducted this research in
China, where mobile commerce is developing rapidly but still in its infancy. Thus, our
results need to be generalised to other countries with developed mobile commerce.
Second, the explained variance of satisfaction is about 50 per cent. Thus, besides
perceived ease of use, perceived usefulness and trust, there are other factors affecting
satisfaction, such as switching costs and commitment. Future research can explore
their effects. Third, we mainly conducted a cross-sectional study; user behaviour is
dynamic, so a longitudinal study may provide more insights on the changes in user
behaviour over time.
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Appendix 1. The scales and items
System quality (SYSQ) (adapted from Wixom and Todd (2005))

SYSQ1: This mobile site is reliable.

SYSQ2: The navigation of this mobile site is effective.

SYSQ3: The layout of this mobile site is clear.

Information quality (INFQ) (adapted from Wixom and Todd (2005))

INFQ1: The information provided by this mobile site is up-to-date.

INFQ2: The information provided by this mobile site is accurate.

INFQ3: The information provided by this mobile site is comprehensive.
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Service quality (SERQ) (adapted from Tsai et al. (2006))

SERQ1: This mobile site provides on-time services.

SERQ2: This mobile site provides prompt responses to my questions.

SERQ3: This mobile site provides personalised and professional services.

Perceived ease of use (PEOU) (adapted from Davis et al. (1989))

PEOU1: Learning to use this mobile site is easy.

PEOU2: Skilfully using this mobile site is easy.

PEOU3: Overall this mobile site is easy to use.

Perceived usefulness (PU) (adapted from Davis et al. (1989))

PU1: This mobile site improves my work and life efficiency.

PU2: This mobile site allows me to easily acquire the information I need.

PU3: Overall, this mobile site is useful.

Trust (TRU) (adapted from Lee (2005))

TRU1: This mobile site is trustworthy.

TRU2: This mobile site keeps its promises.

TRU3: This mobile site keeps users’ interests in mind.

Satisfaction (SAT) (adapted from Wixom and Todd (2005))

SAT1: I feel satisfied with the services provided by this mobile site.

SAT2: I feel contented with the services provided by this mobile site.

SAT3: I like the services provided by this mobile site.

Mobile website
adoption
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Appendix 2. Cross-loading matrix
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SAT SYSQ SERQ INFQ PEOU PU TRU

SYSQ1 0.132 0.873 0.158 0.082 0.247 0.156 0.146
SYSQ2 0.128 0.857 0.188 0.086 0.179 0.154 0.189
SYSQ3 0.074 0.884 0.200 0.070 0.143 0.137 0.109
INFQ1 0.111 0.070 0.041 0.865 0.131 0.189 0.160
INFQ2 0.199 0.060 0.140 0.860 0.046 0.129 0.035
INFQ3 0.028 0.094 0.155 0.857 0.193 0.202 0.132
SERQ1 0.118 0.195 0.875 0.163 0.126 0.087 0.183
SERQ2 0.198 0.143 0.883 0.119 0.057 0.111 0.152
SERQ3 0.061 0.197 0.829 0.070 0.209 0.177 0.075
PEOU1 0.217 0.267 0.136 0.133 0.752 0.104 0.239
PEOU2 0.252 0.202 0.094 0.129 0.847 0.189 0.160
PEOU3 0.193 0.166 0.199 0.158 0.813 0.129 0.136
PU1 0.169 0.172 0.093 0.263 0.033 0.821 0.177
PU2 0.261 0.128 0.187 0.123 0.238 0.767 0.191
PU3 0.183 0.202 0.160 0.253 0.194 0.797 0.164
TRU1 0.271 0.156 0.184 0.086 0.288 0.217 0.765
TRU2 0.251 0.292 0.160 0.207 0.185 0.210 0.738
TRU3 0.337 0.178 0.271 0.209 0.193 0.258 0.630
SAT1 0.869 0.112 0.128 0.135 0.241 0.199 0.247
SAT2 0.897 0.112 0.153 0.134 0.219 0.192 0.184
SAT3 0.890 0.135 0.135 0.135 0.203 0.198 0.203Table AI.
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