L ocal and Cultural Factorsin Mobile
Data Communications. The Case of the

!'_ SMSin Chinaand Hong Kong SAR




i | ntroduction

= Studies from the social psychology
perspective have revealed that local and
cultural factors are key determinants for
technology acceptance

= The contrast between the booming of the
SM S in China and the sluggish response to
the SM S Iin Hong Kong Is a new evidence




i Theory of Reasoned Action (TRA)
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= A person’s performance of a specified behavior is
determined by his behavior intention (BI).

= Bl isameasure of the strength of one’'sintention to
perform a specified behavior.



i Theory of Reasoned Action (TRA)

= Bl Isjointly determined by the person's attitude
(A) and subjective norm (SN)

= A isdetermined by his or her salient beliefs
about conseguences of performing the behavior
and the evaluation of these consequences.

= SN refersto the person’ s perception that most
people who are important to him think he
should or should not perform the behavior In
guestion. It may also refersto social pressure.



i Technology Acceptance Model (TAM)
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= TAM, onthebasisof TRA, is specifically used for
modeling user acceptance of information
technol ogy/systems.

= |t posits that two particular variables, perceived

usefulness and percelved ease of use, are of primary
relevance for I T acceptance behaviours




i Technology Acceptance Model (TAM)

= Perceived usefulness (PU) Is defined as the
prospective user’ s subjective probability
that using a specific application system will
Increase his specified performance

= Percelved ease of use refersto which a

person believes that using a particular
system would be free of effort



Resear ch Framework M odel
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Growth of Mobile Usersin China
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Growth of Mobile Usersin Hong Kong

Mobile users, Hong Kong, China (million)
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Subscribersarenot Necessarily Users
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Explosive Growth of the SMSin China

Million Messages
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i Sluggish Responsetothe SMSin Hong Kong
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Mean Comparison by T-test and One-
way ANOVA

Mean (SD)
F | P | Sty
Beijing Hong Kong Beijing HK
PU1 4.0950(.9000) 3.5610(.8620) 200 82 20.976 .000 Yes
PU2 3.4450(.9117) 2.7604(.8914) 200 96 37.102 .000 Yes
PEOU1 4.1700(.8089) 3.4881(.9999) 200 84 36.382 .000 Yes
PEOU2 4.1150(.9307) 2.2500(.9468) 200 100 264.65 .000 Yes
SN1 4.040(.9967) 2.5054(.8923) 200 93 160.58 .000 Yes
SN2 2.950(1.097) 2.6000(.8921) 200 95 7.355 .007 Yes
UA1 3.715(1.0999) 2.5684(.9963) 200 95 74.265 .000 Yes
UA2 4.030(1.0886) 2.1064(1.041) 200 94 205.17 .000 Yes
UA3 4.175(1.0724) 2.3951(1.147) 200 81 152.46 .000 Yes




Freqguency of Usingthe SM S
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| nformation I nfrastructure L evel

s A substitute to e-mail wirdline Internet

= 206.6 million mobile subscribers but only 49.7 million
Internet subscribers by 2002

= Not all mobile services are more advanced than the fixed!
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Demand to Mobile Data Servicesin China




| Preference of Using the SM Sto Send M essage
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i Culture

s Usersin Chinaare reluctant
to tak to machine

= Usersin Hong Kong has
been used to leaving voice
mall




Market Competition

= The competitiveness of mobile voice service makes the
SMS aredlatively expensive service in HK

Price Perception of SM S
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Political Factor

= The SMSisNow aNew and Informal Literature
= Bypass the Government’ s censorship
= Social pressure to access and share with the others
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Business Model: Forming a
Positive Feedback




i |nput M ethods of the Chinese

= PinYinissimple and popular in China

= Cheong-chi is acomplicated method of inputting
Chinese in Hong Kong

Respondence to "SMS is easy to use"

50% -
40% -

30% 7 8 Beijing
20% - B Hong Kong
0% — l l l .

Strongly Disagree Neutral Agree Strongly Agree
Disagree




| The SM S Acceptance M odéel

Language: Input Method

Perceived
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nformation Infrastructure Level: (PEOU)

Alternative Substitution of Wireline Internet +

Culture: Actual

Alternative Substitution to Voice Message Perceived + System
Usefulness > Acceptance

Market Competition: Alternative (PU) + of SMS

Substitution to Highly Priced Voice Service

Political Censorship: Subjective

Access and Share Information that are not Norm

Available in the Public Media (SN)

Business Model:

Enhance Information Richness and

Benefit from Network Externality




i Conclusion

Good technology or bad technology? That is not a
problem.

User will accept a new technology only when they
percelve it as a useful technology

There are many local and culture determinants that
lead to the perceived usefulness

Percelved ease of use should be paid with
attention by vendors and operators

Social pressure is one of the key factor to achieve
critical mass



THANK YOU!




