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ABSTRACT

Advanced mobile service use and adoption remains low in most of the Western world despite
impressive technological developments. Much effort has thus been placed on better
understanding the behavior of advanced mobile service users. Previous research efforts have
identified several key attributes deemed to provide indications of the behavior of consumers
in the m-services market. This chapter continues with this line of research by further exploring
these key attributes of new mobile services. Through a field study of new mobile service use
by 36 Danish mobile phone users, this chapter illustrates the manner in which users’
perceptions related to the key attributes of service quality, content-device fit and personalization
were adversely affected after approximately three months of trial of the services offered.

INTRODUCTION

Investments in mobile multimedia technologies
and services continue to increase. Yet, as has
been illustrated in the past, market success
does not always follow positive technological

gains (Baldi & Thaung, 2002; Funk, 2001). For
example, even though the quality and prolifera-
tion of mobile phones with photographing capa-
bilities remains on the rise, adoption and use of
mobile multimedia messaging services (MMS)
continues to dwindle among mobile phone users
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in Western countries. As investments in mobile
applications and services continue, it thus be-
comes increasingly important to better under-
stand the process whereby users either accept
or reject the use of new technology in the
mobile arena.

Much research effort has been undertaken
on the study of technology acceptance and use
over the last two decades. Of primary concern
in many existing models and theories related to
technology acceptance, such as the diffusion of
innovations theory (Rogers, 1983), the technol-
ogy acceptance model (TAM) (Davis, 1989)
and the theory of reasoned action (TRA) (Ajzen
& Fishbein, 1980), is the identification of spe-
cific elements or factors which are seen to
impact individuals’ or aggregate group inten-
tions to adopt and use a new technology. As
research on the acceptance and use of new
multimedia technologies has progressed, em-
phasis has also been placed on the identification
of key attributes deemed to drive consumer
behavior related to m-service actions (see
Vrechopoulos, Constantiou, Mylonopoulos, &
Sideris, 2002)

Through a field study of new mobile service
use by 36 Danish mobile phone users, this
chapter illustrates the manner in which users’
perceptions of some key attributes of new
mobile services offered has changed after ap-
proximately three months of use. These key
attributes have been found to relate to the
actual behavior of consumers in the m-service
market (Vrechopoulos et al., 2002). In this
study we obtain a better understanding of how
users’ perceptions of these attributes may
change during initial technology trial thus pro-
viding a more rounded picture of the m-services
market. In addition, increased knowledge re-
garding user perceptions of key m-service at-
tributes offers useful insights related to the
manner in which new mobile services should be
released and promoted to consumers in the

market. The next section of this chapter in-
cludes background information on the key at-
tributes and existing related research in the m-
service arena. This is followed by an introduc-
tion to the field study and a discussion of the
results. The conclusions are then presented,
summarizing the main findings of this chapter.

LITERATURE INSIGHTS

Many studies have been conducted in various
settings in order to investigate the use and
uptake of new technology including advanced
mobile services. This includes studies rooted in
the domains of technology acceptance (Ajzen,
1985, 1991; Davis, 1989; Taylor & Todd, 1995;
Venkatesh, Morris, Davis, & Davis, 2003),
diffusion of innovations (Rogers, 1995), Do-
mestication (Ling & Haddon, 2001; Pedersen
& Ling, 2003; Silverstone & Haddon, 1996),
and various studies conducted from the indus-
try perspective (Sharma & Nakamura, 2004).
Several perspectives have thus been proposed
related to the factors or elements influencing
successful adoption of new technologies, rang-
ing from perceptions of technological charac-
teristics such as ease of use or perceived
usefulness (e.g., Davis, 1989), to social factors
such as age or gender (e.g., Ling, 2004).

Through the work of Vrechopoulos,
Constantiou, Sideris,  Doukidis,  and
Mylonopoulos, (2003) key attributes influenc-
ing consumers behavior related to the accep-
tance and use of new mobile services have
been identified. The attributes that were found
to be the most significant influences for con-
sumer behavior included:

• Ease of use interface
• Security
• Service quality
• Price
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