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Exploring individual personality
factors as drivers of M-shopping

acceptance
Joaquı́n Aldás-Manzano, Carla Ruiz-Mafé and Silvia Sanz-Blas

Department of Marketing, University of Valencia, Valencia, Spain

Abstract

Purpose – The purpose of this paper is to evaluate how personality variables related to technology
(innovativeness, compatibility and affinity) can modify the influence of classical technology
acceptance model (TAM) variables on behavioural adoption intention of mobile shopping.

Design/methodology/approach – The impact of innovativeness, compatibility, affinity, TAM
beliefs (ease of use and usefulness) and attitude on mobile shopping adoption is tested through
structural equation modelling techniques. The sample consisted of 470 Spanish mobile telephone users
selected on the basis of convenience.

Findings – Data analysis shows that the effect of perceived usefulness and, in a minor degree,
perceived ease of use are over dimensioned if personality variables are omitted making intention
formation to be perceived as more rational than it really is. Personality variables (affinity to mobile
telephones, compatibility and innovativeness) have a direct and positive influence on the intention to
engage in M-shopping.

Practical implications – This research enables mobile shopping agents to know what aspects to
highlight in their communication strategies to increase the M-services adoption rate. The
complementary use of the mobile and the internet is recommended since the similarities between
both methods may favour the acceptance of distance shopping systems. Mobile services should not be
simply designed as easy to use, but also as an enjoyable experience.

Originality/value – Despite the importance of personality factors on mobile shopping adoption,
they were explicitly ignored when the unified theory of acceptance and use of technology was
formulated. This research does not try to propose an extension of the TAM model, but analyses the
degree in which the explicit rejection of personality variables could impoverish its performance.

Keywords Mobile communication systems, Electronic commerce, Innovation, Consumer behaviour,
Spain

Paper type Research paper

1. Introduction
Mobile commerce has frequently been proclaimed the new service frontier (Kleijnen
et al., 2007). Increased mobile usage in recent years is a clear example of the system’s
growth, significance and the opportunities it offers as an independent sales channel,
and therefore merits special attention from researchers. As the number of mobile
telecom users increases, the decline in conventional voice service tariffs has reduced
the average revenue per user making mobile value-added services, like mobile
shopping, a new opportunity for providers to increase revenue (Kuo and Yen, 2009). As
the future commercial success of the mobile phone depends to some extent on whether
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current mobile phone users also use this medium for product purchases, it becomes
crucial to analyze which variables determine M-shopping acceptance.

Since, Venkatesh et al. (2003) formulated their unified theory of acceptance and use
of technology (UTAUT), the need for researchers to choose from among a multitude of
models has decreased as the most prominent contributions of the theory of reasoned
action (TRA), technology acceptance model (TAM), motivational model, theory of
planned behaviour, innovation diffusion theory and social cognitive theory were
successfully integrated. But it is frequently forgotten that most of these models, and
mainly their integrator UTAUT, were conceived in an organizational environment, and
their root constructs are basically utilitarian: performance expectancy, effort
expectancy, social influence and facilitating conditions.

The organisational focus of this integration has meant that individual personality
variables are consciously and explicitly postulated not to be a direct determinant of
intention: intrinsic motivations (Davis et al., 1992), affect towards use (Thompson et al.,
1991) or affect (Compeau et al., 1999). However, some of the UTAUT integrating models
have showed a great efficacy to explain the use intention or the use itself of awide range of
technologies also by final consumers. By way of example, TAM has been successfully
used to explain the use intention of online shopping (O’Cass and Fenech, 2003), mobile
commerce (Kuo andYen, 2009;Yang, 2005) andmobile banking (LuarnandLin, 2005).The
question that arises is what role can be attributed to the personality variables that were
explicitly excluded in the final consumer context when the rest of the model works
reasonably well in this context. As Baron et al. (2006) point out, the current research
approaches are probably reaching their limits in terms of explaining behavioural intention
and they call for the identification of constructs that predict behaviour beyond what is
already known through the UTAUT.

In this paper, we focus on three variables that approximate the fit between the
individual personality and the mobile phones medium: innovativeness or the degree of
interest in trying a new concept, or an innovative product or service (Rogers, 1995);
affinity, conceptualised as the perceived importance of the medium in the life of the
individual (Rubin, 1981) and compatibility or “the degree to which an innovation is
perceived as consistent with the existing values, past experiences, and needs of potential
adopters (Rogers, 1995, p. 224). TAM is used as the baselinemodel in relation towhich the
influence of the abovementioned variables is evaluated. Our objective is not to propose an
extension of the TAM model, but to analyse the degree to which the explicit rejection of
personality variables may have impoverished its performance. TAM has been chosen as
the baseline model as it is the one of the UTAUT model components which has received
extensive empirical support through validations, applications and replications for its
power to predict use of information systems (Baron et al., 2006; Lu et al., 2003).

The study is divided into three parts. In Section 2, the model employed in this study
is presented, focusing on the rationale of the constructs used and deriving testable
hypotheses. In Section 3, design, sample and measures are presented and validated.
Finally, the results are presented and managerial implications are discussed.

2. Literature review and research hypotheses
2.1 Innovativeness
Innovativeness is a personality construct that reflects whether individuals are willing to
adopt products or ideas that are new in the context of their individual experience.
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Innovativeness is possessed to a lesser or greater degree by all individuals (Citrin
et al., 2000).

Innovativeness has been conceptualized and measured in a number of ways but two
main types of innovativeness have emerged: open-processing and domain-specific
innovativeness. Open-processing innovativeness focuses on a cognitive style which
incorporates an individual’s intellectual, perceptual and attitudinal characteristics
( Joseph and Vyas, 1984).

Gatignon and Roberts (1985) found little overlap in innovativeness across product
or domain categories, suggesting that innovation is fairly product or domain-specific.
Therefore, a limitation of the general approach to innovativeness is that consumer
innovation may be more domain-specific. Owing to this limitation, Goldsmith and
Hofacker (1991) developed a measurement of the scale of domain-specific
innovativeness. Domain-specific innovativeness is the tendency to learn about and
adopt innovations within a specific domain of interest (Goldsmith and Hofacker, 1991).
Previous research evidenced that domain-specific measures are more predictive of the
purchase of new items than global innovativeness (Goldsmith et al., 1995; Goldsmith
and Hofacker, 1991; Hirschman, 1980).

A set of studies-related consumer innovativeness and intention to shop. Eastlick
and Lotz (1999) show that innovators are heavy users of interactive electronic
shopping media and that the strongest predictors of potential innovator group
membership were: perceived advantages of interactive shopping innovation over
traditional shopping channels and compatibility with lifestyles. The study by Limayern
et al. (2000) found that innovativeness influences internet shopping behaviour both
directly and indirectly through consumers’ attitude and intentions. Goldsmith (2000) also
evidenced that frequency of online shopping and future online shopping intention were
predicted by general innovativeness, an innovative predisposition toward buying online
and involvement with the internet. Citrin et al. (2000) supported this conclusion with their
findings that domain-specific innovativeness alongwith internet usagedirectly influences
consumers’ behaviour to adopt internet shopping.

Therefore:

H1. Consumer innovativeness will have a positive effect on M-shopping intention.

2.2 Mobile affinity
Uses and gratifications research is based on the assumption that people actively seek
out and consume media content to gratify their needs and fulfil their various interests
(Katz et al., 1974). Media affinity, conceptualized as the importance of a medium in the
lives of individuals (Perse, 1986; Rubin, 1981), has been utilized to assess the attitudes
of individuals towards the medium and its content (Perse, 1986; Rubin, 1981; Rubin and
Perse, 1988). Although studies focused on electronic media showed media affinity as an
important factor that influences media dependency and future purchase intentions
(Bigné et al., 2007; Ruiz and Sanz, 2006), only limited work has been carried out to
identify the role of affinity in M-shopping adoption.

There is evidence that the closer an individual’s relationship with a medium is, the
greater the probability they will make purchases based on the content observed
(Ball-Rokeach, 1985; Defleur and Ball-Rokeach, 1989). Previous studies have found a
positive, significant association between affinity and levels of televiewing (Perse, 1986;
Rubin, 1981; Rubin and Perse, 1988). It has also been found that this variable is one of
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the most significant predictors for certain medium relations such as dependency,
parasocial interaction and cultivation effects (Perse, 1986). Ruiz and Sanz (2006) found
that there is a positive correlation between internet affinity and internet dependency
and that the intention to shop via internet can be the result of particularly intense
internet dependency. This leads us to suggest that affinity with the mobile phone can
also help to intensify shopping by mobile phone. To complement the findings of the
literature review, we addressed the following hypothesis on the mobile
affinity/M-commerce relation:

H2. Mobile affinity has a favourable influence on M-shopping intention.

2.3 Technology cluster: distance shopping experience as compatibility indicator
As it was previously pointed out, Rogers (1995) defined compatibility as the degree to
which an innovation is consistent with the past experiences and needs of potential
adopters, identifying this variable as a critical factor in the consumer adoption
decision. Accordingly, the technology cluster concept (Rogers, 1995) posits that
consumers are likely to adopt a technology offering the same functions as those
already adopted. Previous experience using distance shopping tools like internet, may
be considered as an indicator of technological compatibility, as we are considering the
use of mobile phones for the same function: distance shopping. Consumers’ use of
technological devices is increasing rapidly and devices based on mobile technology are
now commonplace in everyday life. Moreover, multimedia mobile telephony has
changed mere telephones into the equivalent of a laptop computer. In addition to basic
mobile services such as communication and the sending of messages, the new
terminals allows consumers to navigate the internet, access TV, listen to the radio, use
videoconferencing services, chats and information services, among others. As
Sooryamoorthy et al. (2008) pointed out, consumers can be characterized as users of
multiple communications media: mobile phones are becoming a part of their
“technology cluster” involving computers, connectivity, internet and e-mail use. With
explosive growth of the mobile phone population combined with the development of
multimedia devices, the technology cluster concept may indeed hold important keys to
the development of meaningful and effective plans for advertising mobile services.

The technology cluster concept has been used to examine the acceptance of
videotext (Larose and Atkin, 1992), e-commerce (Eastin, 2002), M-internet (Cheong and
Park, 2005) and mobile commerce (Yang, 2005). Yang’s (2005) study based on a sample
of Singapore students evidenced that consumer past adoption of technologies related to
M-commerce positively influences M-commerce perceptions. Eastin’s (2002) study
developed in the USA, analyzes four e-commerce activities (i.e. online shopping,
banking, investing and electronic payment system) found that prior technology
adoption is one of the key drivers of the adoption decision. Research by Cheong and
Park (2005) also evidenced that internet experience positively influences consumer
beliefs about M-internet.

Technologically oriented individuals do not use technologies in isolation, but utilize
a cluster of technologies to enrich their communications repertoire. Rice and Katz
(2003) report similar adoption patterns for mobile phone and internet use. This finding
highlights the complementarity of technologies in which users tend to adopt other
innovations with broadly similar functions. Previous research has also highlighted
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that the more contact there is with one communication medium, the more contact there
will be with others (Boase et al., 2006; Sooryamoorthy et al., 2008).

It should be highlighted that some prior experience with distance shopping
channels has a positive influence on the acceptance of new direct shopping channels,
since the consumer acquires skill in purchasing products/services with no prior
physical inspection (Korgaonkar and Moschis, 1987; Shim and Drake, 1990). Research
by Eastlick and Lotz (1999) focused on teleshopping shows that a consumer’s prior
shopping experiences with other distance retail channels are the strongest predictors of
teleshopping acceptance.

Mobile shopping offers features, such as time saving, convenience, variety and
range of assortment and lower prices, which are similar to those offered by other
distance shopping channels such as internet. Therefore, it is to be expected that
consumers with internet shopping experience have a stronger intention to engage in
M-shopping than those who have never used internet as a shopping channel.

Therefore, we propose the following hypothesis:

H3. Internet compatibility has a favourable influence on M-shopping intention.

2.4 The technology acceptance model
Building on the TRA (Fishbein and Ajzden, 1975), Davis (1989) and Davis et al. (1989)
proposed the TAM to explain and predict the acceptance and use of information
technology. The TAM posits that perceived usefulness and perceived ease of use are
two key determinants of technology acceptance. Attending Davis et al. (1989), the
perceived ease of use was defined as the degree to which a person believes that using a
particular system would be free of effort. Perceived usefulness was described as the
degree to which a person believes that using a particular system would enhance his or
her job performance. In addition, the TAM model contained the attitude toward using,
behavioural intention to use and actual use constructs. According to the TAM, both
perceived usefulness and perceived ease of use influence the attitude of individuals
towards the use of a particular technology, while attitude and perceived usefulness
predict the individual’s behavioural intention to use the technology. Perceived
usefulness is also influenced by perceived ease of use.

The TAM is considered an influential research model for explaining information
technology acceptance (O’Cass and Fenech, 2003; Yang, 2005). Many studies have used
the TAM to predict the acceptance and use of information technologies such as
electronic mail and the world wide web (Fenech, 1998; Gefen and Straub, 1997), internet
shopping (O’Cass and Fenech, 2003), online games (Hsu and Lu, 2004), e-learning
(Lee, 2006) and SMS messages (Baron et al., 2006). Hence, while the TAM is specifically
tailored to the acceptance of computer-based technologies, its robust and parsimonious
structure has allowed applications in other contexts of technological adoption.
M-commerce may be regarded as an extension of electronic commerce to wireless
media (Coursaris and Hassanein, 2002).

The following hypotheses summarize the core TAM proposals, while Figure 1
shows the conceptual model examined here:

H4. Perceived ease of use has a positive effect on the perceived usefulness of
M-shopping.

H5. Perceived ease of use has a positive effect on attitude toward M-shopping.
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H6. Perceived usefulness has a positive effect on attitude toward M-shopping.

H7. Perceived usefulness has a positive effect on mobile phone users’ M-shopping
intention.

H8. Attitude toward M-shopping has a positive effect on M-shopping intention.

H9. M-shopping intention has a positive effect on M-shopping patronage.

3. Method
3.1 Sample and data collection
The sample consisted of 470 mobile telephone users selected on the basis of
convenience. This non-probabilistic sampling method is frequently used in
M-shopping studies (Wu and Wang, 2005; Yang, 2005). The field work was
developed from April to June 2006 and the sample included both M-shoppers and
non-M-shoppers. A questionnaire with close-ended questions was used for this study.

In this study, final questionnaires were delivered to and collected from Spanish
mobile users over 14 years old. The success of mobile services in Spain is evidenced by
the number of current and potential mobile users. At present, the Spanish mobile
market has a penetration rate of 109 per cent with 49 million mobile subscribers and 9.8
million 3G services subscribers (Netsize, 2008).

Table I displays demographic and usage variables associated with the sample.
Respondents were mainly young (69 per cent below 30 years old) and well-educated
(68.2 per cent secondary level or above). Most of the respondents had never used a
mobile phone to buy any kind of service (71.3 per cent). Ringtones (22.5 per cent), logos
(17.0 per cent) and MP3 songs (16.8 per cent) were the most frequently acquired
services through the mobile shopping channel.

Figure 1.
Conceptual model

H4

H5

H6

H8 H9

H1 H2 H3

H7

Ease of use

Usefulness

Attitude
M-Shopping

intention
M-Shopping

patronage

Innovativeness Affinity Compatibility

Personality variablesIMDS
109,6
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3.2 Measures
The constructs used in our study were adapted from previous studies and measured by
multiple item five-point Likert-type scales, with the exception of M-shopping intention
(one item), M-shopping patronage (one item) and compatibility (one item), as shown in
more detail in the Appendix, Table AI.

3.3 Reliability and validity assessment
To assess measurement reliability and validity, a confirmatory factor analysis (CFA)
containing all the multi-item constructs in our framework was estimated with EQS 6.1
(Bentler, 1995) using the maximum likelihood method. Raw data screening showed
evidence of non-normal distribution (Mardia’s coefficient normalized estimate ¼ 45.9)
and although other estimationmethods have been developed for usewhen the normality
assumption does not hold, the recommendation of Chou et al. (1991) and Hu et al. (1992)
for correcting the statistics rather than using a different estimation model have
been followed. So, robust statistics (Satorra and Bentler, 1988) will be provided.

Variable Column percentage

Gender
Male 54.0
Female 46.0
Total 100.0
Education
Below primary 2.5
Primary 29.3
Secondary 38.7
University 29.5
Total 100.0
Age
14-19 36.3
20-29 32.7
30-39 10.6
40-49 9.3
50-59 9.6
60 and older 1.5
Total 100.0
M-shopping patronage
M-shoppers 28.7
Non-M-shoppers 71.3
Total 100.0
Acquired services
Logos 17.0
Ringtones 22.5
Songs 16.8
Videos 5.7
Mobile credit for calls 12.1
News 4.0
SMS to vote on a TV program 9.6
SMS to participate in a draw 8.9

Note: n ¼ 470
Table I.

Sample demographics
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An initial CFA led to the deletion of six items based on non-significant or
low-loading estimates (below 0.50), patterns of residuals and Lagrange multiplier tests
(Anderson and Gerbing, 1988; Hatcher, 1994). The results of the final CFA are reported
in Table II and suggest that our final measurement model provides a good fit to the
data on the basis of a number of fit statistics (S-B x 2 ¼ 672.66, df ¼ 265, p ¼ 0.00;
root mean square error of approximation – RMSEA ¼ 0.058; normed fit index –
NFI ¼ 0.91; non-normed fit index – NNFI ¼ 0.93; comparative fit index –
CFI ¼ 0.940). As evidence of convergent validity, the CFA results indicate that all
items are significantly ( p , 0.01) related to their hypothesized factors, and the size of
all the standardized loadings are higher than 0.60 (Bagozzi and Yi, 1988) and the
average of the item-to-factor loadings are higher than 0.70 (Hair et al., 1998).

Table II also demonstrates the high-internal consistency of the constructs. In each case,
Cronbach’s alpha exceeded Nunnally and Bernstein’s (1994) recommendation of 0.70.
Composite reliability represents the shared variance among a set of observed variables
measuring an underlying construct (Fornell and Larcker, 1981). Generally, a composite
reliability of at least 0.60 is considered desirable (Bagozzi and Yi, 1988). This requirement
is met for every factor. Average variance extracted (AVE) was also calculated for each
construct, resulting in AVEs greater than 0.50 (Fornell and Larcker, 1981).

Evidence for discriminant validity of the measures was provided in two ways
(Table III). First, none of the 95 per cent confidence intervals of the individual elements
of the latent factor correlation matrix contained a value of 1.0 (Anderson and Gerbing,
1988). Second, the shared variance between pairs of constructs was always less than
the corresponding AVE (Fornell and Larcker, 1981). On the basis of these criteria, we
concluded that the measures in the study provided sufficient evidence of reliability,
convergent and discriminant validity.

CFA results show that it is not reasonable to expect that all indicators load on a
single factor, what can be considered a Harman’s single factor test that corroborates
the absence of common method bias.

4. Results
We tested the proposed conceptual model (Figure 1) using structural equation
modelling in two steps. First, we established the baseline of our comparison by
estimating classical TAM (Model 1). Second, we incorporated to Model 1 the consumer
personality variables (Model 2). Data fit both conceptual models acceptably (Table IV)
as will be discussed afterwards. Our first objective is to evaluate if personality
variables are relevant to add value to the baseline model. Four indicators have been
used to compare both models. The Akaike’s information criterion – AIC (Akaike, 1973)
and consistent AIC – CAIC (Bozgodan, 1987) are used as they adjust model x 2 to
penalize for model complexity, that is, for lack of parsimony and overparametrization
as it should be taken into account that Model 2 is significantly more complex than
Model 1. The lower are the values, the better the fit. RMSEA is also used as it penalizes
for lack of parsimony on the rationale that more complex models will, all other things
equal, generate better fit than less complex ones. Hu and Bentler (1999) have suggested
0.06 as the cut-off for a good model fit. Finally, the R 2 for M-shopping intention as the
variable which is hypothesized to be influenced by personality variables, is provided.
As in Model 1, it is predicted by two variables (attitude and usefulness) and in Model 5
by five of them (as personality variables are added), corrected R 2 is used to provide
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proper comparison between the models. Taking into account all this four criteria,
Model 2 exhibits a better fit, demonstrating that forgetting the consumer personality
dimension means forgetting a critical dimension to get insight on the reasons that drive
individuals to use mobiles to shop online. Especially, relevant for us is the fact that the
amount of variance explained of the intention to use mobiles for shopping is more than
eight per cent higher when personality variables have been added (corrected
R 2 ¼ 0.318) than in the classical TAM model (corrected R 2 ¼ 0.230).

But to gain insight on the specific way in which personality variables are influencing
M-shopping intention and patronage, we need to compare the estimated model
parameters for bothmodels (TableV). Themain difference emerging from the data deals
with the influence of perceived usefulness on M-shopping intention. While this
relationship is significant in the TAM model (b ¼ 0.164; p , 0.05) it exhibits
no influence when personality variables are added (b ¼ 0.061; p . 0.05). This result
indicates that what is a personality predisposition to use a new technology, could be
interpreted as a rationally build intention based on the usefulness of that technology if
these variables are omitted. The result is consistent with previous findings of Kuo and
Yen (2009) that attribute it to the perception that a variety of functions in 3G mobile
services was not perceived useful by customers, who viewed them as differing only in
marketing approach from 2G services. Probably, if personality variables had been
omitted inKuo andYen’s (2009) paper, a significant relationshipwould have been found.

A similar result can be found for ease of use. If we calculate the total effects of this
variable on M-shopping intention, it is significantly higher on the classical TAM
(b ¼ 0.300; p , 0.01) than personality variables are added (b ¼ 0.188; p , 0.01).
Once again perceived ease of use on the classical TAM may be hiding experience
effects derived from compatibility as belonging to a technological cluster which has
already used similar technology for online shopping may be doing the individual to
perceive easier to use any similar technology for the same purpose. In the same way,

1 2 3 4 5

1. Usefulness 0.64 0.43 0.16 0.34 0.46
2. Ease of use [0.57; 0.75] 0.49 0.21 0.41 0.34
3. Affinity [0.31; 0.50] [0.35; 0.56] 0.55 0.08 0.17
4. Innovativeness [0.49; 0.68] [0.54; 0.74] [0.18; 0.40] 0.55 0.34
5. Attitude [0.61; 0.74] [0.49; 0.67] [0.31; 0.51] [0.49; 0.67] 0.59

Notes: n ¼ 470; the diagonal represents the AVE, while above the diagonal the shared variance
(squared correlations) is represented, below the diagonal, the 95 per cent confidence interval for the
estimated factors correlations is provided

Table III.
Discriminant validity of
the theoretical construct
measures

Criteria Model 1: TAM Model 2: TAM þ personality

Model AIC 187.22 121.81
Model CAIC 2573.48 21,344.54
RMSEA 0.070 0.056
R 2 (intention) 0.232 0.324
Corrected R 2 (intention) 0.230 0.318

Table IV.
Comparative model
parsimony
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innovativeness is unlikely to be a personality variable of those people for whom
technology in general and mobile in particular are not perceived as easy to use. Yang
(2005) who also takes into account individual characteristics like innovativeness or
technology cluster when trying to explain M-commerce adoption, indicates that ease of
use might not be a good measure to predict emerging technology that consumers have
heard about, but do have no first hand experience of using it. Probably, if personality
variables had not been added, ease of use would have had a more relevant role in
explaining behavioural intention.

Focusing on the specific effect of personality variables, our results show that
although the effect of affinity is not strong (b ¼ 0.085; p , 0.05), M-shopping intention
is more clearly influenced by individual perceived compatibility (b ¼ 0.174; p , 0.01)
and degree of innovativeness (b ¼ 0.277; p , 0.01). Our results also allow us to
conclude that intention is in both cases a good predictor of M-shopping behaviour.

5. Discussion and conclusions
In this paper, we have tried to evaluate the relative importance of critical individual
personality variables that have explicitly been removed in integrative TAMs such as
UTAUT.

We have found that affinity to mobile telephones has a direct and positive influence
on the intention to engage in M-shopping, agreeing with findings of previous research
focused on both television (Perse, 1986) and mobile phones (Bigné et al., 2007). This
result implies that the more important mobile phones are in people’s lives (affinity), the
higher the probability of acquiring services through mobile phones. So, companies
which use the mobile phone as a shopping channel should be able to offer new,
innovative services and contents with added value to improve consumers’ affinity to
mobile phones, as it would allow consumers to maintain a relationship with this
medium and increase the probability of purchase.

Compatibility, as the degree in which mobiles are consistent to past experiences
with distance shopping methods, has a positive influence on the intention to engage in
M-shopping, suggesting that a consumer who has previously shopped through the
internet is more likely to make a purchase via a mobile phone in the future. These
findings are consistent with previous studies using the technology cluster concept
(Rogers, 1995; Yang, 2005). Consumers who have purchased a product or service
through the internet have broken the barriers to distance shopping and therefore are
more predisposed to M-commerce (Sivanad et al., 2004). The internet then becomes the
best media on which to base advertising campaigns for mobile services. Using a
banner or an advergame in an e-commerce web to promote a mobile service, assures
access to a segment of people with an increased probability of becoming M-shoppers,
mainly because their risk perception as experienced e-consumers is much lower than
that of other internet surfers.

The positive and direct influence of consumer innovativeness in M-shopping
intention corroborates similar results in different technology acceptance studies (Eastlick
and Lotz, 1999; Goldsmith, 2000; Limayern et al., 2000; O’Cass and Fenech, 2003).
Therefore, if innovativeness proves once again to be domain-specific, theories of
consumer innovativeness can be generalized to M-shopping: innovative M-shoppers
will become opinion leaders for M-shopping. However, this segment of innovators
becomes interesting for many reasons other than its word-of-mouth potential.
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Innovators are less price-sensitive than later buyers are (Degeratu et al., 2000), they are
loyal shoppers and innovative online buying is associated with heavy usage
(Goldsmith, 2001). The question is, once again, whether this innovator segment can be
identified and reached. As this study has proved, the domain-specific innovativeness
scale (Goldsmith and Hofacker, 1991) is fully operational and has good psychometric
characteristics. Therefore, if the segment is identified, a positive image of the
M-shopping service, along with appropriate incentives, may be presented to the
consumer to encourage subsequent positive word-of-mouth.

When comparing the effects of TAM variables in its classic definition and
incorporating the aforementioned personality variables, the main difference arises in the
role of perceived usefulness. Contradicting the classic TAM estimation, but agreeingwith
Hsu and Lu (2004), our estimation with personality variables indicates that perceived
usefulness does not increase users’ intention to shop using mobile devices even though it
has a direct affect on attitude. The rationale of this result suggests that users would buy
using their mobile devices even if they found no special advantages to the system (e.g.
speed and price/quality ratio). So, other drivers should be considered when developing
M-shopping. Therefore, it may be reasonable to include non-utilitarian motives to explain
users’ intentions to use mobile services (e.g. enjoyment, expressiveness, status and
relaxation).

Once again, the implications of this result for practitioners could be important. If
intrinsic motivations (those derived from pleasure and inherent satisfaction) are as
important as extrinsic ones, then a mobile service should not be simply designed as
easy to use, but also as an enjoyable experience. Even though consumers may not
expect to be entertained when they shop online, if they do enjoy their experience, they
are more likely to return. Research on servicescape in a mobile commerce context,
becomes an attractive future research line. As pointed out by Papadopoulou et al.
(2001), the implementation of a virtual environment enabling the formation of trust is
not a simple task, because while some aspects of the physical commercial environment
have an easy-to-find counterpart in the virtual world (conventional payment vs online
payment), others are more difficult to manage (preview and experience of virtual
products or personalized dialogue with agents).

The result obtained when personality variables are added to classic TAM is the
slightly different effect of perceived ease of use on behavioural intention. In both
models, this variable has a significant effect, which has important implications for
mobile shopping agents. An easy-to-use interface becomes critical to promote
M-shopping. The mobile telephone is a highly extended technology, but its limited use
for services other than simple functions such as voice services and text messaging
(Nysveen et al., 2005) can be probably explained by low-usability perceptions. To
promote M-shopping among users, marketers should particularly highlight aspects
relating to user friendliness and developers should ensure through usability pretesting
that all services are considered sufficiently ease to use. But the effect of perceived ease
of use is slightly lower when personality variables are included, which indicates that
part of that perception arises from the personality of the individual. This result should
make us consider on different ways of improving perceived ease of use depending on
individual personality. By way of example, and on the framework of mobile
human-computer interaction Kurniawan (2008) posits that for a low-compatibility
cluster, such as older people, what makes an “ageing friendly” phone are topics like
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better visual displays (stronger backlight and larger text) or haptic aids (rubber grips
and bigger buttons), which are probably very different strategies for improving
perceived ease of use than those which would be used for people with a high degree of
affinity or innovativeness.

The most important limitation of this research is probably the lack of cross-national
and cultural diversity in the sample as the behaviour of mobile consumers is probably
influenced by the consumers’ national culture. For this reason, we consider that another
interesting line of research would be to contrast the validity of the proposed behavioural
model with samples of consumers from other cultures and compare the results obtained.

Another limitation is the sampling technique used. Lack of randomness in the
sample limits the generalizability of our findings beyond our specific sample. However,
the convenience sampling technique is being used increasingly in M-commerce
research (Wu and Wang, 2005; Yang, 2005).

Additionally, there are complementary aspects not included in the questionnaire
which could be relevant to analyze. Despite the importance of the external variables
added to the TAM model in the intention to engage in mobile shopping, we have not
analyzed the antecedents of affinity to mobile phones and innovativeness. For this
reason, and bearing in mind the lack of research in this field, we are considering, as a
line of research, proposing and empirically testing a general model of M-shopping
behaviour that includes the antecedents of these external variables.
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Appendix

Concept Items Source

Attitude to mobile shopping
(five-point Likert scale)

1. Mobile shopping is appealing Adapted from Zaichkowsky
(1994), Goldsmith (2002) and
O’Cass and Fenech (2003)

2. Mobile shopping is convenient
3. Mobile shopping is involving
4. Mobile shopping is fascinating
5. Mobile shopping is interesting
6. Mobile shopping is valuable
7. Mobile shopping is exciting
8. Mobile shopping is secure
9. Mobile shopping is needed
10. Mobile shopping is a good idea

Perceived usefulness (five-point
Likert scale)

1. Using M-shopping would enable
me to accomplish shopping
tasks faster

Adapted from Davis (1989),
Ahn et al. (2004) and Wu and
Wang (2005)

2. Using M-shopping can help me
to make better purchasing
decisions

3. Using M-shopping will improve
the performance of my
purchases

4. Using M-shopping will help me
to save money

5. Using M-shopping improves the
quality of my shopping tasks

6. Using M-shopping increases the
productivity of my shopping
tasks

Perceived ease of use
(five-point Likert scale)

1. I think that I would find it easy
to learn how to shop using a
mobile phone

Adapted from Davis (1989),
Ahn et al. (2004) and Wu and
Wang (2005)

2. I think that I am able to shop
using a mobile phone without
the help of an expert

3. I think that my mobile phone is
flexible to interact with when
shopping

4. I think that I could become
skilful at M-shopping

5. I think that M-shopping online
does not requires great mental
effort

6. I think that it is easy to use a
mobile phone to find services
that I would buy

Innovativeness
(five-point Likert scale)

1. I think I would be the first in my
circle of friends to know where I
can shop using a mobile phone

Adapted from Goldsmith and
Hofacker (1991)

2. I think I would be the first in my
circle of friends to shop using a
mobile phone

(continued )
Table AI.
Scale items
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Concept Items Source

3. I think I know more about
M-shopping than my circle of
friends

4. I think I would shop using a
mobile phone even if I did not
know anyone who had done it
before

Affinity to mobile phones
(five-point Likert scale)

1. Using a mobile phone is one of
my main daily activities

Adapted from Perse (1986),
Ruiz and Sanz (2006) and
Bigné et al. (2007)2. If my mobile phone is down, I

really miss it
3. My mobile phone is important in
my life

4. I cannot go for several days
without using a mobile phone

5. I would be lost without my
mobile phone

Compatibility indicated by
distance shopping experience
(Have you ever purchased
online?)

Yes/no Bigné et al. (2005)

M-shopping patronage (Have
you ever shopped using a
mobile phone?)
M-shopping intention (Would
you buy a service using a
mobile phone in the next year?)

Yes/no

1. Yes, definitely
2. Yes, probably
3. Indifferent

Bigné et al. (2005)

Adapted from Goldsmith (2002)

4. Probably not
5. No, definitely not Table AI.

To purchase reprints of this article please e-mail: reprints@emeraldinsight.com
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